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well they satisfy the need for competence and its affective 
and social consequences. We seek to answer a recent call 
for more research on the need for competence and type 
of purchases [2] given that previous research has mainly 
focused on the satisfaction of the need for relatedness. 
We also seek to make a small contribution by expanding 
the examination of affective outcomes beyond happiness 
and assessing pride [2]. We address these limitations by 
conducting three experiments. Consequently, the pur-
pose of the present investigation is twofold. First, we test 
the role of type of purchase on the satisfaction of the need 
for competence. Second, we examine the affective and 
social consequences of experiencing satisfaction of the 
need for competence in the form of pride and social pres-
tige. To reach our research objectives, we first describe 
briefly the ubiquity and importance of consumption and 
its implication for need satisfaction. We then introduce 
need satisfaction theory [3] as a guiding framework to 

Introduction
Consumption is an ongoing, dynamic process in which 
consumers anticipate, imagine, assess, re-assess, and 
recall their consumption episodes. This dynamic pro-
cess often leads to experiencing different emotions and 
the satisfaction of needs [1]. Consumption involves dif-
ferent components. One of the most important com-
ponents is the construal of meaning from recalling the 
consumption of material products and experiences [1]. 
This article is about consumption, about how consum-
ers recall material and experiential purchases, and the 
relevance of assessing these purchases in terms of how 
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connect types of purchases with the satisfaction of the 
need for competence and their affective and social conse-
quences, before elaborating research hypotheses.

The ubiquity and importance of consumption
Consumers make hundreds of purchases every year, seek-
ing to satisfy different needs. Indeed, need satisfaction is 
at the heart of the marketing concept [4]. Need satisfac-
tion could come from buying material stuff and experi-
ences. The importance of the role of consumption has 
been well-documented by historians [5, 6] who suggest 
that it was just 30 or 40 years ago that scholars started to 
examine consumption from a more positive perspective 
[6]. By combining a historical perspective with material 
culture approaches, we suggest that consumers transform 
actively the material products and experiences they buy 
[7] and have done so for a long time. This transformation 
implies, among other things, inferring the signaling val-
ues of material objects and experiences in terms of what 
they represent to the self and identity [8, 9]. Similarly, one 
of the core principles of brand relationship theory is that 
consumers develop stronger, more profound relation-
ships with brands that represent something important to 
the self [10], brands closely connected to their identity. 
The self, then, is an interpreter, a meaning-maker device 
helping consumers make sense of social episodes, includ-
ing consumption episodes and opportunities [11]. Con-
trary to popular beliefs, consumers obtain meaning from 
the consumption of material and experiential purchases 
[12]. The process of interpreting and inferring mean-
ing from consumption episodes can be conducted in 
prospection and retrospection. Our investigation focuses 
on recalled consumption of material and experiential 
purchases.

Having established the importance and ubiquity of 
consumption, its connection with the self and identity, 
and the presumed role of consumption in need satisfac-
tion, we turn our attention to establishing why types of 
purchases might be relevant to understanding the satis-
faction of the need for competence.

The need for competence and type of purchase
As shown earlier, consumption is ubiquitous and plays an 
important role in satisfying different needs. Consump-
tion serves as a vehicle to express the self and consumers’ 
identity. Psychological need theory, a mini-theory of the 
Self-Determination Theory (SDT) [3], is well-equipped 
to serve as a guiding framework connecting consump-
tion, the need for competence, and types of purchases. 
Psychological need theory originates, in part, from the 
initial work on intrinsic and extrinsic motivation [13, 14]. 
Intrinsic motivation is characterized by self-determined 
engagement with the environment whereas extrinsic 
motivation is characterized by engagement contingent 

upon rewards. Motivation scholars identified that intrin-
sic motivation was most likely to occur in environments 
that satisfied human needs, starting the empirical exami-
nation of environments that support human needs. Envi-
ronments that support need satisfaction usually lead to 
positive outcomes such as intrinsic motivation and well-
being. Conversely, environments that hinder the satis-
faction of basic needs usually lead to negative outcomes 
such as extrinsic motivation and boredom [3]. Psycho-
logical need theory postulates the need for competence, 
relatedness, and autonomy as basic needs and defines 
competence [3, pp. 86,] as “feeling effective in one´s 
interaction with the environment- that is, experiencing 
opportunities and supports for the exercise, expansion, 
and expression of one´s capacities and talents [pp. 86]”. 
Psychological need theory suggests that the satisfaction 
of the need for competence leads to positive outcomes 
whereas the frustration of the need for competence leads 
to negative outcomes. A core principle of this theory is 
that the satisfaction of the need for competence varies 
across time, contexts, and social situations. Hence, we 
posit that the satisfaction of the need for competence is 
likely to vary as a function of types of purchases, leading 
to different consequences.

Consumption involves anticipating, buying, interact-
ing, and recalling material and experiential purchases 
[2]. From this line of research, scholars have identified 
an experiential advantage, indicating that experiences 
are more strongly connected to happiness than material 
purchases [2]. Specifically, a recent proposition suggests 
that the experiential advantage can be explained by the 
satisfaction of the need for autonomy and relatedness 
[2], calling for more research on how purchases satisfy 
additional needs. Specifically, the authors suggest that 
the examination of the satisfaction of the need for com-
petence as a function of types of purchases has been 
neglected even though it has the potential to explain 
important consumer-related dynamics. Hence, we seek 
to make a small contribution by answering this call for 
research and proposing that types of purchases can also 
influence the satisfaction of the need for competence. 
Specifically, we posit an experiential advantage based 
on the empirical literature. For example, in one study, 
consumers were more likely to include experiential than 
material purchases in their descriptions of important 
life episodes [15]. Similarly, when consumers wanted to 
express their true self, they were more likely to choose 
experiential than material purchases [16]. In addition, in 
other studies, experiential purchases led to more iden-
tity expression opportunities [17], generated higher lev-
els of word-of-mouth [18], greater conversational value 
[19], and were more likely to be posted on social media 
[20]. These empirical findings indicate that experien-
tial purchases are connected to the self and consumers’ 
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identity in a more meaningful way than material pur-
chases. When consumers recall these types of purchases 
and extract meaning from them, they are more likely to 
see these purchases as opportunities to exercise, expand, 
and express their capabilities, talents, and personal attri-
butes, the core components of the satisfaction of the need 
for competence, than when consumers recall material 
purchases. In addition, conceptual and empirical devel-
opments suggest that consumers care about accumulat-
ing experiences and protecting these memories as if they 
were building their experiential CV to represent their 
identity [21–23]. Before presenting the first hypothesis, 
one caveat is in order. When we hypothesize an experien-
tial advantage in need satisfaction, we posit a difference 
in the degree of satisfaction of the need for competence. 
We are not implying, therefore, that material purchases 
do not satisfy the need for competence because they do 
[12]. Consumers obtain meaning from consuming mate-
rial products and experiences [12]. In addition, material 
purchases might have an advantage in some types of pur-
chases such as when honoring important life events [12]. 
Hence, we posit that:

H1: Recalling experiential purchases will lead consum-
ers to experience higher levels of the satisfaction of the 
need for competence than recalling material purchases.

Given that consumers construe experiential purchases 
as better opportunities to express their talents, capa-
bilities, and personal attributes of their identities, and 
consequently have greater satisfaction of the need for 
competence, they are likely to experience emotions con-
nected to accomplishments such as pride. The examina-
tion of pride as a function of types of purchases has not 
been examined [2], hence we seek to make a small contri-
bution. We turn next to the discussion of pride.

Pride and prestige
Pride is a self-relevant, social, evaluative emotion [24] 
that comes from experiencing a sense of accomplish-
ment. The literature has identified two facets of pride: 
Hubristic and authentic. Our focus is on authentic pride 
which comes from hard work and personal accomplish-
ments and success [24]. This sense of accomplishment 
generates a warm feeling, often leading to a more con-
fident gait, and to feeling good about one’s qualities and 
talents. Given that experiential purchases are more likely 
to satisfy the need for competence because consumers 
construe experiences as better opportunities to express 
their identity [16] and their true self [17], and protect 
these memories [21–23], experiential purchases should 
have a stronger connection with the experience of pride 
than material purchases. Conceptual developments on 
the satisfaction of the need for competence usually cen-
ter on well-being as an affective outcome [3]. Research 
on the experiential advantage focuses on happiness [2]. 

We focus, instead, on expanding the repertory of emo-
tions examined and assessing pride. As explained above, 
pride is a relevant emotion in consumption [24]. Thus, 
we seek to make a small contribution by examining pride 
as a function of type of purchase. We posit the following 
hypothesis:

H2: Recalling experiential purchases will lead, through 
its influence on the need for competence, consumers to 
experience higher levels of pride than recalling material 
purchases.

Recent developments on pride suggest that one of its 
functions is communicating the achievement or accom-
plishment of something important and valued by others 
[25], including the consumption of material and experi-
ential purchases [26]. In addition, consumers anticipate 
that others will admire consumption opportunities that 
communicate and signal valued and important mes-
sages. Thus, given that consumption is social, consum-
ers are likely to pay attention to signals of pride coming 
from consumption. Observing how consumers experi-
ence pride helps other consumers learn what is valuable 
and desirable in terms of the consumption of material 
and experiential purchases [27]. When consumers com-
municate pride coming from the consumption of mate-
rial and experiential purchases, other consumers might 
recognize the signals of pride and infer high ranking 
and status leading to acknowledging prestige [25]. Pres-
tige is a form of non-coercive social influence [28] with 
important implications for consumption given its social 
nature [25, 26]. The acknowledged prestige might serve 
as a learning mechanism to value and desire some types 
of consumption more than others. It is worth mention-
ing that consumption communicates different important 
messages. The exclusivity of brands could signal high 
status for example. Similarly, prestige can be obtained 
from different sources besides consumption. Yet, for this 
study, we focus on how consumers perceive that others 
acknowledge their purchases, especially those purchases 
that satisfy their need for competence, and their associ-
ated pride and prestige. As suggested previously, higher 
pride and perceptions of prestige come from experiential 
purchases that satisfy the need for competence. Hence, 
we posit the following hypothesis:

H3: Pride, coming from recalling purchases that satisfy 
the need for competence, will have a positive relationship 
with prestige as judged by consumers.

In sum, the purpose of the present investigation is 
twofold. First, we test the role of type of purchase on 
the satisfaction of the need for competence. Second, we 
examine the affective and social consequences of expe-
riencing satisfaction of the need for competence in the 
form of pride and social prestige.
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Overview of Studies
To accomplish our research objectives, we conducted 
three online studies. Study one manipulated type of pur-
chase and assessed pride, which allowed to establish the 
experiential advantage in pride. Study two added the 
examination of the need for competence, the hypoth-
esized mediator, to the same experimental manipulation 
as study one. Study three overcame the limitation of mea-
suring the mediator and outcome variable [29] by manip-
ulating the need for competence and assessing pride. Our 
conceptual model suggested a causal chain in which the 
recall of experiential purchases was hypothesized to gen-
erate greater pride by increasing the satisfaction of the 
need for competence. By manipulating the hypothesized 
mediator, satisfaction of the need for competence, we 
seek to provide stronger evidence for our hypothesized 
causal chain than measuring the proposed mediator [29], 
by refraining from inferring causality from a correlation 
between the mediator and the outcome. In addition, we 
also included the examination of prestige as a relevant 
consumption outcome. To guide our decisions on sample 
size, we conducted a power analysis with G*Power [30] 
to determine the number of participants needed for a 
power of 0.95 with an effect size of 0.261 and two groups. 
Results showed that we needed a sample size of 196 par-
ticipants. Consequently, in all three studies, the goal was 
to have at least 196 participants. All three studies were 
conducted with college students, thus we used a sample 
of convenience. All three students were approved by the 
human subjects committee of our universities.

Method of study 1
Participants and procedure
Participants were 280 consumers from México (85% 
between the ages of 18 to 25; 66% females) taking college 
business classes in our universities. Participants agreed 
to participate without any financial compensation. Par-
ticipants were randomly assigned to one of the following 
two conditions, taken from previous research and the rel-
evant literature [e.g., 15, 22]:

Experiential condition: “For this activity, we would like 
you to think about an experiential purchase that you have 
made with a price of around 2000 pesos (100 US dollars). 
An experiential purchase involves spending money with 
the primary intention of acquiring an event or a series of 
events that you have had and lived. Please describe in the 
space provided below such purchase” [22, pp-555-556].

Material condition: “For this activity, we would like 
you to think about material purchase that you have made 
with a price of around 2000 pesos (100 US dollars). A 

1  Results from a meta-analysis showed an effect size of 0.383. Yet, they esti-
mated that a third was due to publication bias. Hence, we made our estima-
tions with an effect size of 0.26.

material purchase involves spending money with the 
primary intention of acquiring a material possession- a 
material product that you obtain and keep in your pos-
session. Please describe in the space provided below 
such purchase” [22, pp-555-556]. After being randomly 
assigned to one of two experimental conditions, partici-
pants completed a set of questionnaires.

Thus, we used a one-factor between-subjects experi-
mental design with two levels: Recall of experiential ver-
sus material purchases.

Measures
Pride: We assessed all items by using the following 
prompt: Remembering this experiential (material) pur-
chase makes me feel? On a scale from “I do not feel like 
that at all” (1) to “I completely feel like that” (10). The 
items for pride were: confident, satisfied, and proud 
(α = 0.81), taken from the relevant literature [31].

Results of study 1
We conducted a one-way between-subjects Analysis of 
Variance (ANOVA) to estimate the effect of the experi-
mental condition, experiential versus material purchase, 
on pride. Results showed a significant effect of the exper-
imental condition, F (1, 279) = 24.63, p <.001. Specifically, 
recalling an experiential purchase led to higher levels of 
pride, Mexpe = 9.26, SD = 1.07 than recalling a material 
purchase, Mmaterial = 8.39, SD = 1.75, Cohen’s δ = 0.60.

Brief discussion
Our results showed preliminary support for hypothesis 
two. Specifically, recalling experiential purchases led to 
higher pride than recalling material purchases. The main 
limitation of study 1 is that we did not include an assess-
ment of the proposed mediator, need for competence. 
Consequently, in study 2, we included an assessment of 
the need for competence and used a different scale of 
pride to increase the validity of our results.

Method of study 2
Participants and procedure
Participants were 224 consumers from México (92% 
between the ages of 18 to 25; 73% females) recruited from 
college business classes at our university. Participants 
agreed to participate without any financial compensa-
tion. Participants were randomly assigned to one of the 
same two conditions as in study 1, resulting in a one-fac-
tor between-subjects experiment with two levels.

Measures
Satisfaction of the need for competence and pride. We 
assessed all items by using the following prompt: Remem-
bering this experiential (material) purchase makes me 
feel? On a scale from “I do not feel like that at all” (1) to 
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“I completely feel like that” (10). The four items for satis-
faction of the need for competence were taken from the 
Basic Psychological Need Satisfaction and Frustration 
Scale [BPNSFS; 32]. Sample items were: “I feel confident 
I can do things well” and “I feel capable at what I do”. The 
scores showed acceptable levels of internal consistency 
(α = 0.85). The seven items for pride were taken from a 
validated scale [33], assessing authentic pride. Sample 
items were: Accomplished, like I am achieving, and ful-
filled (α = 0.91). Participants were also asked to report 
an estimate of how much money was spent on their pur-
chase, which did not have a significant influence on the 
results.

Results
We conducted a one-way Analysis of Variance (ANOVA). 
Results showed a positive effect of the experimental con-
dition on pride, F (1, 223) = 13.49, p <.001. Mexper = 8.69, 
SD = 1.64 and Mmater = 7.82, SD = 1.96. This positive 
effect was explained by a significant mediation effect [34, 
model 4 of PROCESS macro], in which we first observed 
a positive effect of the experimental condition on the sat-
isfaction of the need for competence, 0.44 p =.03. Second, 
we found a positive relationship between the satisfac-
tion of the need for competence and pride, 0.67, p <. 001, 
while controlling for the experimental condition, which 
was significant, 0.57, p =.003 (partial mediation). Last, 
the confidence interval of the indirect effect of CI = 0.024, 
0.599, did not include zero (effect = 0.29). What these 
results suggested was that recalling an experiential pur-
chase led indirectly to higher pride by influencing posi-
tively the satisfaction of the need for competence and 
directly as well.

Brief discussion
Our results provided initial support for hypothesis one 
and additional support for hypothesis two. Specifically, 
consumers who recalled experiential purchases showed 
higher levels of pride by increasing the satisfaction of 
the need for competence, making a small contribution 

by answering the call for more research on the satisfac-
tion of the need for competence [2]. The main limita-
tion of study 2 was that the outcome and mediator were 
both measured. Methodology scholars [29] recommend 
manipulating the mediator to increase the validity of the 
results by testing the hypothesized causal chain with a 
stronger design in which the mediator is manipulated as 
well. Consequently, we manipulated need for competence 
in experiment three by asking participants to recall a pur-
chase that made them feel competent versus an ordinary 
purchase (See Fig. 1).

Method of Study 3
Participants and Procedure.
Participants were 253 consumers from México (96% 
between the ages of 18 to 25; 61% females) taking college 
business classes in our university. Participants agreed to 
participate without any financial compensation. Partici-
pants were randomly assigned to one of the following two 
conditions:

Competence satisfying purchase: For this activity, we 
would like to think about a purchase that made you feel 
that you are good at what you do, and competent to reach 
your goals, that you made with a price of around 2000 
pesos (100 US dollars). Please, describe such a purchase 
in the space below.

Ordinary purchase: For this activity, we would like to 
think about a purchase that was ordinary, and common 
that you made with a price of around 2000 pesos (100 
US dollars). Please, describe such a purchase in the space 
below.

Thus, we had a one-factor between-subjects experi-
mental design with two levels: Recalling a purchase that 
made consumers feel competent versus recalling an ordi-
nary purchase.

Measures
Satisfaction of the need for competence and pride. We 
used the same items as study 2 to assess satisfaction 
of the need for competence and pride. The scores for 

Fig. 1   Conceptual model of study 3
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satisfaction of the need for competence and pride were 
reliable (α = 0.87 and 0.88, respectively). To assess pres-
tige, we used a validated scale with 10 items [35]. We 
made minor modifications to the scale to assess prestige 
coming from purchases. Samples items were: Members of 
my peer group respect and admire me for the purchases 
I make, I am held in high esteem by others for the type 
of purchases I make, I am considered an expert by others 
for some of my purchases, and consumption (α = 0.66).

Results
We first conducted a one-way ANOVA to estimate the 
effect of the experimental condition on the satisfaction 
of the need for competence to serve as a manipulation 
check and part of the model to be tested. Results showed 
a significant influence of the experimental condition, F (1, 
252) = 12.77, p <.001, with the following descriptive statis-
tics: Mcompetent = 9.13, SD = 1.22, and Mordinary = 8.41, 
SD = 1.86.

Next, we analyzed two models to test hypothesis three. 
For the first model, we tested the mediation effect of the 
satisfaction of the need for competence on the relation-
ship between the experimental condition and pride [34, 
model 4 of PROCESS macro]. Results showed a signifi-
cant effect of the experimental condition on the satisfac-
tion of the need for competence, b = 0.80, p <.001. Results 
also showed a positive relationship between the satis-
faction of the need for competence and pride, b = 0.58, 
p <.001, while controlling for the significant effect of the 
experimental condition on pride, b = 0.71, p <.001. Last, a 
bootstrap procedure with 5000 iterations showed a signif-
icant indirect effect CI = 0.22, 0.75 (average effect = 0.47). 
What this result showed was that bringing to mind a pur-
chase that made participants feel competent led to higher 
levels of need for competence, which then had a positive 
relationship with pride.

To complement our examination of hypothesis three, 
we tested a sequential model [34, model 6 PROCESS 
macro]. Results for the sequential effect showed a sig-
nificant coefficient CI = 0.04, 0.24 (average effect = 0.12). 

What this meant was that recalling a purchase that 
made consumers feel competent led indirectly to higher 
prestige through its influence on the satisfaction of the 
need for competence and then on pride (See Table 1 for 
descriptive statistics of all three studies).

Brief discussion
Results showed a significant effect of recalling a purchase 
that made consumers feel competence on the satisfac-
tion of the need for competence and an indirect effect on 
pride, supporting hypothesis three and providing robust 
evidence for our hypothesized causal chain. Prestige was 
positively correlated with need for competence and pride, 
making a relevant, yet small contribution to our under-
standing of an important social outcome such as prestige.

General discussion
The purpose of the present investigation was to exam-
ine the influence of recalling experiential versus material 
purchases on pride by increasing the satisfaction of the 
need for competence among consumers from Mexico. In 
addition, we also tested how recalling purchases that sat-
isfied the need for competence was positively connected 
with pride and then prestige. Our results supported all 
the hypotheses tested. Experiential purchases led to 
higher pride directly and indirectly by increasing feelings 
of competence. The theoretical and applied implications 
were discussed.

Theoretical implications
We found that when recalling experiential purchases, 
consumers felt greater pride than when recalling their 
material counterparts. Our results showed initial sup-
port for hypothesis two. Results were consistent with the 
experiential advantage found for the emotion of happi-
ness [2], extending the affective consequences of types 
of purchases by including pride as a relevant emotion in 
consumption settings. Previous studies have established 
the importance of pride in the context of consumption 
[24, 25]. It seems then that consumers experience a sense 
of achievement when being able to recall experiential 
purchases. Feeling and showing pride could help other 
consumers learn about desired and valued experiential 
purchases.

The positive influence of experiential purchases on 
pride was mediated by the satisfaction of the need for 
competence, supporting hypothesis one and providing 
additional support for hypothesis two. Our results were 
consistent with recent conceptual developments positing 
the importance of need satisfaction in consumption [2] 
and previous studies examining the need for autonomy 
[36], making a small contribution by examining the sat-
isfaction of the need for competence. Our results were 
also consistent with our proposition that consumption 

Table 1  Descriptive statistics for studies 1, 2, and 3
Experiential Material

Study 1 M SD M SD
Pride 9.26 1.07 8.39 1.75
Study 2

M SD M SD
Competence satisfaction 9.03 1.42 8.59 1.58
Pride 8.69 1.64 7.82 1.96
Study 3 Competence satisfying Ordinary

M SD M SD
Competence satisfaction 9.13 1.22 8.41 1.86
Pride 8.76 1.46 7.75 1.87
Prestige 7.30 1.40 7.13 1.33
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was capable of satisfying relevant needs. Our participants 
who recalled experiential purchases experienced greater 
satisfaction of the need for competence because these 
types of purchases are important to the self and their 
identities, as has been documented extensively in previ-
ous research [15].

The experience and showcase of pride communi-
cate important information to other consumers. When 
observing and listening to other consumers narrate their 
experiential purchases and how proud they feel to have 
those experiences, consumers could learn about what 
type of consumption leads to positive outcomes and is 
valued by others. This form of prestige might self-rein-
force this type of consumption and encourage others to 
follow similar patterns. Our results supported hypothesis 
three by showing a positive indirect effect of recalling 
purchases that made consumers feel competent on pres-
tige by increasing the satisfaction of the need for compe-
tence and the experience of pride. Evolutionary accounts 
of pride suggest the importance of this emotion to learn 
and teach others about outcomes valued by members of 
a given culture [27]. Combining the experience of pride 
with the prestige coming from purchases that satisfy the 
need for competence could shed light on relevant con-
sumer dynamics in which consumers learn and teach 
each other preferences. Yet, it is important to mention 
that prestige is a multi-factor concept influenced by 
many variables. The consumption of experiences and the 
showcase of pride [25, 26] are just two potential anteced-
ents of prestige. Consuming expensive, exclusive brands 
could be another mechanism to enhance social prestige.

Applied implications
As explained in our introduction, consumption is a 
broad term that includes purchasing, using, and recall-
ing purchases in which individuals actively make and 
extract meaning about the self and their identity. Con-
sequently, one applied implication for marketers and 
business managers is to encourage periodic recall of pur-
chases in which consumers are able to experience posi-
tive emotions such as pride and a sense of prestige. For 
example, marketers could organize contests on social 
media in which consumers are encouraged to recall their 
purchases by uploading photographs and personal sto-
ries narrating what these purchases have meant to them. 
This periodic recall could lead to experiencing pride and 
prestige and the association between these positive out-
comes and a specific brand consumed. In the short term, 
the pride experienced and re-experienced could lead to 
greater purchase intentions by consumers who made 
the purchases and by others observing the showcase of 
pride. In the longer term, the feeling of pride and prestige 
could lead to greater bonding with the brand responsible 
for providing the recalled experience. A second applied 

implication for marketers and business managers is fram-
ing purchases as accomplishments achieved by consum-
ers seeking to emphasize how consumption satisfied the 
need for competence. This framing could lead to the 
showcase of pride helping new consumers infer prestige 
and wanting to make similar purchases. A third applied 
implication is to frame some material purchases as expe-
riential, emphasizing how this material purchase, framed 
as experiential, facilitates feeling competent. One exam-
ple could be framing a tennis racquet as an opportunity 
to obtain personal accomplishments, highlighting the 
satisfaction of the need for competence.

Limitations
This study had several limitations. We used a cross-sec-
tional design relying on recalling purchases which limited 
our ability to observe how the consumption processes 
unfold. Future studies should use longitudinal designs to 
assess with more precision how experiential purchases 
satisfy the need for competence, eliciting pride. Another 
limitation was that we used college students which lim-
ited our opportunity to generalize our results to the 
whole population of Mexico. Using a sample of conve-
nience with some degree of homogeneity prevented us 
from examining, for example, if the experiential advan-
tage holds with consumers from lower socio-economic 
status. Future experiments could use probabilistic sam-
pling to address this limitation. A third limitation was 
the use of self-reported prestige. As individuals show and 
experience pride in the purchases that satisfy the need 
for competence, future studies could assess prestige com-
ing from other consumers to validate the importance of 
prestige in consumption. In addition, future studies could 
use behavioral indicators of pride such as the number 
of posts on social media after recalling experiential pur-
chases to overcome the limitation of assessing pride with 
self-reports.

In sum, across three experiments, we found support 
for the idea that experiential purchases satisfy the need 
for competence. The satisfaction of the need for compe-
tence led to experiencing greater pride and prestige, with 
important implications for consumption. Future studies 
should focus on using longitudinal designs to examine 
how the satisfaction of the need for competence coming 
from consumption unfolds over time.

Appendix A
Informed consent form

This study investigates how individuals make purchases 
and the affective consequences. We would greatly appre-
ciate if you agree to participate in the study. The study is 
anonymous, which means that you will not write your 
name and surname. The survey should take approximately 
10  min to complete. Participation is voluntary, and you 
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have the right to withdraw at any time without having to 
give a reason. If there are any questions you do not wish 
to answer or they do not apply to you, you may leave them 
blank.

If you agree to participate, please choose “I agree” 
option below. If you choose not to participate, choose “I 
do not agree”.

 	• I agree.
 	• I do not agree.
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