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ABSTRACT  
The main objective of the current study was to examine the association between 
materialism, social networking sites use, and relationship satisfaction among married 
adults. While extensive research exists on social networking sites use and relationship 
satisfaction, materialism's mediating role among married adults in Pakistan is unclear and 
this study addresses this gap. Through convenient sampling, 390 married adults were 
approached in a cross-sectional study from various districts of AJK and KPK. The 
researchers utilized the Material Value Scale (MVS), Modified Facebook Intrusion 
Questionnaire (MFIQ), and Relationship Assessment Scale (RAS) to evaluate the variables. 
Results showed significant positive correlation between materialism, social networking 
sites use, and relationship satisfaction. Mediation analysis confirmed that materialism 
partially mediates the relationship between social networking sites use and relationship 
satisfaction.  
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Introduction 

Materialism among couples refers to the emphasis on material possessions and 
financial wealth in a relationship. It is characterized by a strong focus on acquiring and 
displaying material goods and prioritizing financial success and status. Materialism in 
relationships can manifest in various ways, impacting the couple's dynamics, values, and 
overall satisfaction. (Muzaffar, et. al., 2018). Material possessions often play a central role in 
defining success and happiness in a materialistic relationship. Couples may place a high 
value on acquiring expensive items such as luxury cars, designer clothing, or a lavish home. 

The accumulation of wealth and possessions becomes a measure of their worth and 
achievement, leading to a preoccupation with materialistic pursuits. Materialistic couples 
may prioritize financial success above other aspects of their relationship. The pursuit of 
wealth and career advancement may take precedence over quality time spent together, 
emotional connection, or personal well-being. Long working hours, extensive business 
travel, and a persistent drive for financial gain can lead to neglecting the emotional needs of 
both partners.  

Social networking sites platforms are often populated with influencers and 
celebrities who promote products and consumerism (Muzaffar, et. al., 2019)Couples who 
are influenced by such content may be more inclined to pursue materialistic desires and 
engage in conspicuous consumption to match perceived social standards. Couples may feel 
compelled to exchange expensive gifts or showcase their material possessions to 
demonstrate love or success, potentially fostering materialistic values.  
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Users can share various types of content, including photos, videos, articles, and links 
to exciting websites. Social networking sites facilitate the distribution of information, 
allowing users to discover and consume content shared by others. Social media platforms 
have become deeply ingrained in our contemporary society, exerting a significant impact on 
various facets of our lives, such as interpersonal connections and marital relationships. 
Married adults are no exception to this trend, as they actively engage with SNS to link, 
communicate, as well as share experiences with others. Social networking sites offer a 
platform designed for married individuals to maintain connections with family and friends, 
whether they are nearby or distant.  

Communication, shared values, and a mutual understanding of priorities can help 
couples navigate the potential challenges associated with materialism and find a healthy 
equilibrium in their relationship. Ultimately, materialism among couples can have both 
positive and negative impacts. While the desire for financial security and material well-
being is natural. Finding a balance between material aspirations and other relationship 
values is essential for fostering a healthy and fulfilling partnership. 

The relationship between materialism and social networking sites used in married 
couples can vary depending on individual circumstances and behaviors. While social 
networking sites use can provide a platform for sharing experiences, connecting with 
others, and accessing information, they can also contribute to materialistic tendencies in 
some cases (Muzaffar, et. al., 2020).Social networking sites use often present an idealized 
version of people's lives, highlighting material possessions and experiences. Couples who 
frequently engage in social comparison on social networking sites may feel pressured to 
keep up with others and acquire similar material goods, leading to increased materialistic 
tendencies. 

Relationship satisfaction among married couples refers to the overall contentment 
and fulfillment experienced by individuals within their marital relationships. It is a 
multidimensional construct that encompasses various aspects of a couple's partnership, 
including emotional intimacy, communication, trust, shared values, and mutual support. 
Marriage is a significant commitment, and the quality of the relationship plays a vital role in 
the well-being of both spouses.  

Several factors contribute to relationship satisfaction among married couples. 
Effective communication is essential, as it fosters understanding, empathy, and the ability 
to resolve conflicts. Trust and respect form the foundation of a healthy relationship, 
enabling partners to feel secure and valued. Emotional intimacy, including emotional 
support, affection, and shared experiences, strengthens the bond between spouses. Shared 
goals, values, and interests provide a sense of common purpose and alignment, fostering a 
deeper connection. 

Materialism and relationship satisfaction among couples can have an interesting, 
interconnected relationship. Materialistic tendencies often lead to a desire to acquire 
expensive possessions and maintain a certain lifestyle. It helps a financial strain within the 
relationship, creating conflict and dissatisfaction. Couples who share similar values and 
prioritize experiences, emotional connections, and shared goals can maintain relationship 
satisfaction even if they have materialistic tendencies. 

When individuals center their lives on materialism, they prioritize wealth above 
meaning, financial gain over interpersonal connections, fame over ethical values, a 
relentless work ethic over family bonds, and personal ego over serving others. This 
materialistic set of values can result in a situation where many lose touch with their 
authentic selves, living in a world driven by external markers of success. While many people 
naturally aspire to happiness and view material possessions as the fruit of their labor, our 
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pursuit of tangible goods and wealth often arises not from adversity but from inner 
discontentment. 

The term materialism refers to a set of ideals and principles that place a premium 
on status, goods, wealth, and image. Materialism, broadly speaking, is the emphasis that 
someone places on having money, getting money, and the things that money can purchase. 
More specifically, materialism is frequently described as the value people place on acquiring 
material items and owning them (Kasser, 2016). 

There is a growing concern that modern generations are increasingly placing higher 
value on material possessions (Butler, 2018). Materialism can be defined as the degree to 
which individuals shape their self-identity through the acquisition and utilization of goods 
and possessions. It represents a collection of core convictions concerning the significance of 
possessions in a person's existence (Parashar, 2017). The individuals who are susceptible 
to the impact of social media are transforming, exhibiting an increased inclination towards 
materialism and engaging in more conspicuous consumption. In common usage materialism 
is associated with material possessions and comfort in life (Manchiraju, 2013). 

Literature Review 

Materialism and Social Networking Sites Use 

Studies explored that advertising, television viewing, and social media are more 
powerful in shaping materialistic attitudes (Lenka, 2016). Previous literature indicated that 
the use of social networking sites is positively correlated with materialism (Wang et al., 
2020). A previous study examined the relationship between social networking site use and 
materialism in adults (Sharif & Khanekharab, 2017).  

A study investigated the correlation between the use of social networking sites and 
materialism (Hu et al., 2020). Recent studies started to focus on the association between 
materialistic behaviors and social networking sites use (Pang, 2018). Social networking 
sites use increase exposure towards materialistic information that leads to materialism 
(Song & Stening, 2016).  

Materialism and Relationship Satisfaction 

Materialistic tendencies within the couples negatively influence their relational 
satisfaction (Michelle & Eman, 2021). According to the study, materialism and satisfaction 
have a negative relationship (Thyroff & Kilbourne, 2018). According to previous literature, 
there is a negative association between materialistic attitudes and relationship satisfaction 
(LeBaron et al., 2017). According to a previous study by Hui & Tsang (2017), relationships 
were found to be interfered with by materialism.  

Hence, when individuals prioritize wealth, possessions, and their image over their 
relationships, they could experience decreased happiness within those relationships. 
Research exploring the connection between materialism and relationships has identified a 
link between stronger materialistic beliefs and reduced levels of relationship satisfaction (Li 
et al., 2015). 

Social Networking Sites Use and Relationship Satisfaction 

McDaniel et al. (2017) found a significant association between social media use and 
decreased relationship satisfaction. The literature suggests that social media usage 
negatively affects relationship satisfaction between married couples (Abbasi, 2019). 
Previous studies found negative associations between social networking sites use and 
relationship satisfaction (Northrup & Smith, 2016). Valenzuela et al. (2014) discovered a 
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negative correlation between the use of social networking sites and relationship 
satisfaction. Hina et al. (2019) carried out a study that implies social media use is the major 
cause of the negative impact relationship satisfaction of couples. 

Extensive research has been conducted on the use of social networking sites and 
their impact on relationship satisfaction, the results vary depending on how these sites are 
used and the quality of the relationships involved but there is a notable gap in understanding 
how materialism functions as a mediator in this relationship, particularly within the context 
of married adults in Pakistan. This study will contribute significantly to establishing the 
relationships among the research variables and understanding the mediating role of 
materialism. The findings will contribute to the broader discussion on spousal relationships 
in the digital era, offering insights for relationship therapists, counselors, and policymakers. 

Hypotheses 

1.Social networking sites use will be positively associated with materialism whereas 
materialism and social networking sites use will be negatively associated with relationship 
satisfaction.  

2.Materialism will mediate the relationship between social networking sites use and 
relationship satisfaction. 

Conceptual Model 

   

Figure. 1 

 

Material and Methodology 

Nature 

In the current study, the correlational survey research method was employed, 
utilizing a quantitative research design. Correlational research is valuable for identifying 
associations between variables by using cross-sectional studies and this can make the 
results more applicable to everyday life. 

Population 

 A study was conducted on married individuals. 
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Sample Size 

The study comprised a sample of 390 married adults.  

Sample Technique  

Participants were chosen using a convenient sampling technique, where individuals 
are selected based on their accessibility and availability.  

Instruments 

Material Value Scale  

The Material Value Scale, devised by Richins & Dawson in 1992, serves to gauge levels 
of materialism and comprises 15 items. Among these, items 3, 8, 9, 13, 14, and 15 are reverse 
scored. Participants provided ratings on a scale of 1 to 5 (1 = strongly disagree to 5 = 
strongly agree), yielding scores between 15 and 75. Higher scores indicate greater 
materialistic tendencies. Scale was available in open access. The scale demonstrates a 
reliability coefficient (α) of .87 (Richins & Dawson, 1992). In our current investigation, the 
alpha reliability for the Material Value Scale stood at .857. 

Modified Facebook Intrusion Questionnaire  

Elphinston and Noller developed the Modified Facebook Intrusion Questionnaire in 
2011 as a tool for assessing social networking site use. Eight items questionnaire with 
response categories from 1 to 7. The researcher substituted Social Networking Sites for 
Facebook in each item to expand the scope of the Facebook intrusion questionnaire to 
include social networking sites and Facebook. Scores range from 8 to 56. Scoring higher on 
the Modified Facebook Intrusion Questionnaire signifies a greater degree of social 
networking site use. Availability of questionnaire was in public domain. The alpha reliability 
of the Modified Facebook Intrusion Questionnaire stands at α= .90 (Elphinston & Noller, 
2011). In the study's current context, the alpha reliability for the Modified Facebook 
Intrusion Questionnaire was α = .786. 

Relationship Assessment Scale 

The Relationship Assessment Scale was developed by Funk and Rogge in 2007 and was 
designed to measure overall relationship satisfaction. The survey comprises seven items 
aimed at gauging respondents' satisfaction, with each question rated on a 5-point Likert 
scale ranging from 1 (low) to 5 (high). Among these items, four and seven are reverse scored. 
Scores range from 7 to 35. A higher score indicates the respondent's level of relationship 
satisfaction. The Relationship Assessment scale has alpha reliability α = .86 (Funk & Rogge, 
2007). This scale was available in open access. In this current study, the alpha reliability for 
the Relationship Assessment scale was α = .763.  

Procedure of the Study 

The researcher collected sample from different districts of Azad Kashmir and 
Khyber Pakhtunkhwa. Researcher approached 390 married individuals before collecting 
data, they were informed about the study, and they were provided with answers to all 
questions related to the research study.  

The data was collected voluntarily from individuals who willingly chose to 
participate in the study. Those who declined to participate were not forced into becoming 
part of the study and only their complete questionnaires were incorporated into the study, 
while incomplete ones were excluded.  
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The data collection was conducted both via Google Forms and through manually 
administered questionnaires. Participants were kindly requested to fill out the 
questionnaires with utmost honesty and integrity. 

Data analysis technique  

The analyses were conducted using the SPSS-25 (Statistical Package for the Social 
Sciences) software. Reliability coefficient analysis was employed to assess the internal 
consistency of the data. Pearson correlation was utilized to study the relationships between 
variables. The Process Macro 4 was applied to evaluate the mediating impact of variables. 

Ethical consideration 

Participants provided informed consent and were thanked for their contributions. 
They were assured that their data would be used solely for research purposes, emphasizing 
the ethical commitment to confidentiality and respect for their participation.  

Results and Discussion 

Table 1 
Psychometric Characteristics of Social Networking Sites Use, Materialism and 

Relationship Satisfaction 
Scale M SD Range Cronbach’s α 
SNS 28.82 8.727 8-56 .786 
MAT 46.27 9.265 15-75 .857 

RS 23.13 4.926 7-35 .763 

Note. M = Mean, SD = Standard Deviation, SNS = Social Networking Sites Use; MAT = 
Materialism; RS = Relationship Satisfaction. 

         The results indicated that the Social Networking Sites Use, Materialism and 
Relationship Satisfaction have reliability .786, .875, and .763 respectively. 

Table 2 
Descriptive Statistics of Correlation among Social Networking Sites Use, Materialism, 

Relationship Satisfaction  
Scales N M SD I II III   

SNS 390 46.27 9.265 - .567** .581**   
MAT 390 28.82 8.727 - - .655**   

RS 390 23.13 4.926 - - -   

Note. M = mean, SD = standard deviation, N = number of participants, SNS = Social 
Networking Sites Use, MAT = Materialism, RS = Relationship Satisfaction. 

          Table 2 revealed a significant positive association between social networking 
sites use and materialism (MAT) (r = .567, p < .01, N = 390). While, social networking sites 
use (SNS) (r = .581, p < .01, N = 390) and materialism (MAT) (r = .655, p < .01, N = 390) 
showed a significant positive association with relationship satisfaction. 

Table 3 
Summary of Mediation Results for Materialism in Married Adults  

 
DV 

 
M 

Effect of 
IV on M 

Effect of 
M on DV 

Direct 
Effects 

Indirect 
Effect 

Total 
Effects 

RS MAT .601*** .254*** .174*** .153** .3281*** 

Note. SNS = Social Networking Sites Use; MAT = Materialism; RS = Relationship 
Satisfaction; SE = Standard Error; CI = Confidence Interval. **p < .01, ***p < .001. 

Table 3 illustrates significant findings concerning the mediating role of materialism 
between social networking sites use and relationship satisfaction. Simultaneously, the path 
coefficient indicated a significant correlation between social networking sites use and 
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relationship satisfaction. A correlation represents the statistical relationship between two 
variables, indicating how they vary together. In this case, the significant path coefficient 
between social networking sites use and relationship satisfaction suggests that these two 
constructs are correlated.   

 

Figure 2. Mediation Analysis 

The findings from a simple mediation analysis, as depicted in Figure 2, showed that 
materialism partially mediates the relationship between social networking sites use and 
relationship satisfaction. The analysis indicated a significant positive association between 
social networking sites use and relationship satisfaction (a = .601***, p = .000), along with a 
significant positive correlation between materialism and relationship satisfaction (b = 
.254***, p = .000). The indirect effect, calculated using 10,000 bootstrap samples and a 95% 
bias-corrected confidence interval, revealed that the indirect effect (ab = .174***) 
significantly differed from 0, with a confidence interval of .0973 to .2139. Furthermore, even 
after considering the indirect effect of materialism on social networking sites use, a 
significant direct effect on relationship satisfaction persisted (C′ = .3281***, p = .000). 

Discussion 

In the current study it was hypothesized that social networking sites use will be 
positively associated with materialism. The present study’s findings in the first part showed 
that social networking sites use is positively associated with materialism. Previous research 
suggested that social networking sites use positively impacted materialistic behaviors (Van 
et al., 2023). Prior research showed use of social networking sites was positively associated 
with materialistic values (Ho et al., 2019). Results of the current study concluded that there 
exists positive association between social networking sites use and materialism aligned 
with previous literature among married adults. 

Second part of the first hypothesis stated that materialism and social networking 
sites will be negatively associated with relationship satisfaction. However according to 
findings of current research materialism and social networking sites use are also positively 
associated with relationship satisfaction. The results of the present study did not support 
the hypothesis. Among married adults, valuing material possessions appears to contribute 
positively to relationship satisfaction. 

According to previous research people who spend more of their money on activities 
or shopping that contribute to happiness would increase relationship satisfaction (Howell 
et al., 2012). According to previous literature findings there was positive association 
between social networking sites use and relationship satisfaction (Grieve et al., 2013). 
Another research study found a positive association between social networking sites and 
relationship satisfaction (Goodman-Deane et al., 2016). A positive correlation was found 
between social media and relationship satisfaction, suggesting that effective use of social 
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media enhanced familial ties among family members (Bisen, 2023). Prior literature 
supported the findings of the current study that social networking sites and relationship 
satisfaction positively correlated with each other. 

In the present study, macro analysis was used to examine the mediating role of 
materialism between social networking sites use and relationship satisfaction among 
married adults. The results in the table showed that materialism mediates the social 
networking sites use with relationship satisfaction, which supports the hypothesis of the 
current study that materialism will mediate the social networking sites use and relationship 
satisfaction among married adults. Previous study found that using social media and having 
a strong consumer materialistic orientation predict a greater acceptance of product 
placement within these sites. 

Additionally, materialism was shown to partially explain the relationship between 
how often social networking sites are used and the acceptance of product placement within 
them (Wijesundara & Kumara, 2023). Materialism played a significant role in partially 
mediating the relationship between social media use and product placement acceptance. In 
the current study, materialism is also found to partially mediate the relationship between 
social networking site use and relationship satisfaction. There is a direct effect of social 
networking site use on relationship satisfaction, and materialism explains only part of that 
relationship. 

Conclusion 

 Study examined the connection  between materialism, social networking site use, 
and relationship satisfaction among married adults. It found that materialistic values can 
influence relationships, while social media use can both enhance and challenge satisfaction. 
Couples often prioritize quality time, trust, and communication over social media 
engagement. Interestingly, a desire for possessions and social media use correlated with 
higher relationship satisfaction. However, individual experiences vary, highlighting the 
need for further research to understand these dynamics. 

Recommendatins 

 Therapists and marriage counselors can also benefit from these findings by 
incorporating discussions into their counseling sessions. By addressing these topics, 

counselors can help couples navigate potential conflicts and challenges related to 

materialistic values and online behavior, ultimately promoting healthier and more 

fulfilling relationships. 

 The government should conduct awareness programs so that couples can 

understand the difference between the realities of life. By recognizing the 

associations between materialism, social networking site use, and relationship 

satisfaction, couples can gain valuable insights into their dynamics. 

 Implement educational programs aimed at empowering individuals to navigate 
societal pressures, prioritize meaningful connections over material pursuits, and 

foster healthier perspectives on relationships and fulfillment. 
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