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a b s t r a c t 

This paper studies the role of affective self-affinity for a company in the stock investment decision by 

investigating the factors triggering it. Based on the social identity theory and the affect literature we hy- 

pothesize that three types of identifications, namely group related, company-people related and idea/ideal 

related, trigger affective self-affinity for a company which results in extra affect-based motivation to in- 

vest in the company’s stock. The two ideas included in the idea/ideal related affective self-affinity are 

socially responsible investing and nationality related ideas. Based on the survey data of 133 active indi- 

vidual investors, we find that the more the investors perceive the company supports/represents a specific 

group or idea or employ a specific person, with which the investors identify themselves, the higher is the 

investors’ affective self-affinity for the company. This results in higher extra affective motivation to invest 

in the company’s stock over and beyond financial indicators. Thus, investors’ identification with groups, 

people, or ideas such as socially responsible investing and nationality results in higher affect-based in- 

vestment motivation through affective self-affinity aroused in the investors. Moreover, positive attitude 

towards the company is another factor that explains the affect-based extra investment motivation. 

© 2017 Elsevier Inc. All rights reserved. 
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. Introduction 

Economic theorists have long held the rationality principle

hich suggests that the rational agents are simply preference

aximizers given all available market constraints and informa-

ion which is processed under strict Bayesian statistical principles

 McFadden et al., 1999 ). Following this stream, the traditional fi-

ance literature assumes that while making investment choices,

nvestors maximize their expected return for a given level of risk

iven all market information ( Clark-Murphy and Soutar, 2004 ).

owever, this type of rational-agent model is challenged by the

sychological views that individuals’ behavior is influenced by the

nteractions of perceptions, motives, attitudes and affect. Hence

heir decision may deviate from the optimal decision suggested by

he rational-agent model ( Kahneman, 2003 ). As such, the field of

ehavioral finance has grown to attempt to understand the various

nfluences that affect investor behavior beyond the fundamentals

f a pure monetary incentive ( Mokhtar, 2014 ). 
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Investors do not have all available information and have lim-

ted time to process it. So, they develop shortcuts and make their

nvestment decisions based on heuristics and biases ( Ackert and

eaves, 2009 ). The affect heuristic (a mental shortcut that allows

eople to make decisions and solve problems quickly and effi-

iently, in which emotions of fear, pleasure, surprise, etc. influences

ecisions) is one of those shortcuts, studied heavily in the litera-

ure. Affective heuristics research has suggested that affective re-

ctions guide information processing and judgment ( Zajonc, 1980 ),

specially in uncertain and complex decisions ( Loewenstein et al.,

0 01; Mellers, 20 0 0 ). Damasio (1994) refers to emotions as “an in-

egral component of the machinery of reason”. He indicates that

eason and emotions are in such a close interplay that when a po-

ential outcome of an action is associated with positive (negative)

eelings then it becomes a beacon of incentive (alarm) ( Damasio,

994 ). Affective heuristics play a significant role not only in the fi-

al decision but also in setting the alternatives to be considered.

mong the thousands of stocks, investors often consider purchas-

ng the stocks that were the first to attract their attention ( Barber

nd Odean, 2008 ). Likewise, research has suggested that affect-

aden imagery from word associations are predictive of preferences

or investing in new companies on the stock market ( MacGregor et

l., 20 0 0 ). Even though affect-based decisions are quicker, easier

http://dx.doi.org/10.1016/j.socec.2017.04.004
http://www.ScienceDirect.com
http://www.elsevier.com/locate/jbee
http://crossmark.crossref.org/dialog/?doi=10.1016/j.socec.2017.04.004&domain=pdf
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and more efficient in complex decisions, they can be faulty as they

are subject to manipulation and inherent bias ( Slovic et al., 2007 ). 

Behavioral finance research proposes a stochastic discount fac-

tor based upon investors’ sentiment relative to the fundamental

value of the stock as the behavioral portion of the purchase de-

cision is significant ( Shefrin, 2008 ). Several recent studies under-

line the significance of the psychological affect in people’s deci-

sion making mechanism (see Slovic et al., 2002, 2007; Finucane

et al., 20 0 0; MacGregor et al., 20 0 0 ) suggesting that an invest-

ment is not an isolated mechanism and can also be influenced by

factors other than financial returns and risk such as the affective

evaluations concerning the company brands and corporate images

( Statman et al., 2008; Ang et al., 2010; Freider and Subrahmanyam,

2005; Schoenbachler et al., 2004 ). 

Our cross disciplinary research extends the behavioral finance

research by exploring in particular how the affect heuristic may

influence investors’ decisions with a foundation in marketing, psy-

chology and finance. Our theoretical foundation is social identity

theory (SIT) ( Tajfel, 1978, 1981; Tajfel and Turner, 1985; Turner,

1975, 1982, 1984, 1985 ) to explain how investors identify them-

selves with groups, people, and finally ideas/ideals and how these

identifications may result in an increase in the affective investment

motivation in the company’s stock. The marketing research has

a long history of customer-corporation identity/brand connection

and social identity theory, suggesting that firms attract and retain

customers who become loyal and repeat purchasers. When there is

a connection between a customer’s sense of self and a firm, a deep

and mutual relationship develops ( Bhattacharya and Sen, 2003 ) as

customers use the symbolic properties of the relationship to com-

municate their identities ( Press and Arnould, 2011 ). Firms in turn

benefit from repeat purchase and price premiums ( Lam, 2012 ). We

examine the implications of investor identity to a firm and pur-

chase intention. 

The purpose of this study is, hence, to explore the relationship

between an investor’s affective self-affinity (ASA hereafter) for a

company, its antecedents and their purchase intention of a stock.

We have found very little research that explored this relationship.

ASA is an investor’s perception of the congruence between the

company and their own personal identity (an identity which

may be associated with people, groups of people or ideas and

ideals, etc.) ( Aspara et al., 2008 ). Past research has shown that

an investor’s identification with a company has a positive effect

on their determination to invest over similar firms that have

relatively similar return ( Aspara and Tikkanen, 2011b ). Further

research by Aspara and Tikkanen (2011a) has indicated ASA and

positive attitude may explain the affect-based extra investment

motivation. Our research, furthers this stream by suggesting that

three dimensions of identification, specifically; group related,

company-people related and idea/ideal related, may create extra

affective investment motivation by increasing ASA towards a

company. Hence, we identify three antecedents which influence

ASA aroused in the investor. By treating ASA as a mediator, we

study the effects of the antecedents of ASA on the affect-based

extra investment motivation. We choose two dimensions, namely

socially-responsible investing (SRI hereafter) related ideas and

nationality related ideas, as representatives of idea/ideal related

ASA since past research shows that they influence individuals’

consumption and investment decisions significantly ( Statman,

2004 ; see the extant literature in Section 2.2 ). Thus, our study

contributes to the existing literature by connecting the heavily

studied literatures of “Affect”, “Social Identity Theory”, “Socially

Responsible Investing”, and “Nationalism and Home Bias”. 

Our results indicate that as positive attitude towards the in-

vestee company increases, the affect-based extra investment moti-

vation increases. Our major contribution that adds to the emerging

stream of literature; group-related ASA, company-people related
SA and idea/ideal related ASA are all significantly and positively

ediated by ASA and have significant effects on affect-based extra

nvestment motivation both directly and indirectly. In summary, if

rms can develop ASA, then investors will tend to hold their share-

oldings and invest more into their firm. 

. Literature review and hypotheses development 

.1. Affective self-affinity & positive attitude 

Past research has focused on ASA and its influence on decision

aking (e.g. Slovic et al., 20 02, 20 07; Finucane et al., 20 0 0 ). Re-

earchers in the finance field investigated the influence of ASA in

he stock investment decision due to the paradoxical return and

isk evaluations (high expected return-low risk) of stocks of com-

anies by investors which are associated with strong positive affect

 Statman et al., 2008 ). In a similar manner, a study by Ang et al.

2010) demonstrated how ASA for “class A” shares results in higher

aluation by investors compared to “class B” shares of the same

ompanies. 

There is a dearth of research that studies the specific rela-

ionship between the extra investment motivation to invest in

ompanies and affective/attitudinal evaluations. However recent

ehavioral finance research focused on the impact of ASA towards

ompanies’ brands and corporate images on the willingness to

nvest in those companies ( Aspara and Tikkanen, 2008, 2010a,

010b; Frieder and Subrahmanyam, 2005; Schoenbachler et al.,

004 ), and examined the relationship between the affect-based

xtra investment motivation and two explanatory variables; posi-

ive attitude towards the company and ASA ( Aspara and Tikkanen,

011a ). The results from this research indicate that a positive atti-

ude towards a company and ASA for a company causes investors

o have extra motivation to invest in a company’s stock after

ontrolling for several demographic and investor characteristics.

s such, we follow the foundation of the literature and first test

heir hypothesis concerning the attitudinal evaluation and then we

urther the stream of research and develop hypotheses regarding

ffective evaluation and the antecedents of ASA. 

The first hypothesis concerns the relationship between the pos-

tive attitude towards the company and the affect-based extra in-

estment motivation. As suggested by the literature positive at-

itude always involves affect beside cognitive associations ( Eagly

t al., 1994; Eagly and Chaiken,1993 ; Zanna and Rempel, 1998 ;

reckler and Wiggins,1989a, b ). Hence, we assume that an overall

ffective evaluation towards a company manifests as overall atti-

ude, indicating how much a person likes/dislikes the object ( Ajzen

nd Fishbein, 1980 ). Individuals may use those overall feelings to

uide judgments ( Damasio, 1994; Slovic et al., 2002; Zajonc, 1980 ),

articularly in complex decisions where it is difficult to judge pros

nd cons of various alternatives such as the investment alterna-

ives ( Statman et al., 2008 ). That is why we hypothesize that as

ositive attitude towards the company increases, the affect-based

xtra investment motivation gets stronger. 

H1: As positive attitude of an individual towards a company in-

creases, his/her affect-based extra investment motivation to

invest in the company’s stock, over and beyond its expected

return and risk, increases. 

.2. Social identity theory, affective self-affinity and its antecedents 

Affect may also manifest as identification, especially at the

igher levels. Our theoretical foundation is social identity theory

SIT) which helps explain the relationship of ASA aroused in peo-

le and its antecedents ( Tajfel, 1978, 1981; Tajfel and Turner, 1985;

urner, 1975, 1982, 1984, 1985; Aspara et al., 2008 ). According to
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investment motivation. 
IT, people identify themselves with social groups and this makes

he social identity of a person which shapes the self-concept of

im/her ( Tajfel and Turner, 1985; Ashforth and Mael, 1989; Kramer,

991 ). This is the categorization of an individual’s self with some

articular domains whereby the self refers to a social unit instead

f a unique person ( Brewer, 1991; Turner et al., 1974 ). Once cate-

orizing self into, or identifying self with a social group, the cogni-

ion, perception, and behavior starts to be regulated by the specific

roup standards; a process called “depersonalization” (e.g. Hogg,

992 , pp. 94; Turner, 1987 , pp. 50–51). 

In addition to the cognitive side (self-categorization), evaluative

group self-esteem) and emotional (affective) components of the

ocial identity has attracted attention from researchers ( Ellemers

t al., 1999 ). The affective component of the identification - which

s understudied in the literature but highly suggested to be in the

genda for future research by Brown (20 0 0) - is the main deter-

inant of in-group favoritism ( Ellemers et al., 1999 ). This idea is

uite similar to that of Brewer (1979) which puts SIT as “a theory

f in-group love rather than out-group hate”. Moreover, the proto-

ypical similarity between the group members is the basis for the

ttraction (liking) among the group members ( Hogg et al., 1995 ).

ence, the affective component of the social identity ties up the

iscussion to the antecedents of ASA, specifically to group related

SA, implying that individuals may assign affective significance to

roup identification ( Aspara et al., 2008 ). 

Individuals may also identify themselves with abstract

deas/ideals such as nationality/national heritage ( Nuttavithisit,

005 ), corporate social responsibility (CSR hereafter) ( Sen et al.,

0 06 : Bhattacharya et al., 20 09; Currás-Pérez et al., 20 09 ) high

tatus ( Sirgy, 1982 ), natural health ( Thompson and Troester, 2002 ),

tc. In the same manner, people may identify themselves with

eople according to the social identity theory ( Ashforth and Mael,

989; Hogg and Voughan, 2002; Tajfel and Turner, 1985; Ahearne

t al., 2005 ) since personnel is perceived as essential to the iden-

ity of a company ( Balmer, 1995; Harris and De Chernatory,2001;

o Hatch and Schultz, 1997 ). Considering the affective component

f the social identity theory along with individuals’ identification

ith people and ideas/ideals, individuals may have ASA’s for

deas/ideals and for people. 

We argue that antecedents of ASA and their effect on in-

estment motivation can be modeled in a path analysis. The

ntecedents of ASA are proposed by Aspara et al. (2008) in qual-

tative research, but its relationship with ASA and affect-based

xtra investment motivation has not been studied empirically.

pecifically, we can explore the effect of group related ASA,

ompany-people related ASA and finally idea/ideal related ASA

n the ASA for the company aroused in the investor which will,

n turn, influence the extra affective motivation to invest in the

ompany’s stock. As individuals identify themselves with groups,

deas/ideals, and people, they well may have ASA’s for groups,

deas/ideals and people since identification has affective conclu-

ions. Thus, when “a certain group is perceived to be essential for

he identity of a company” ( Aspara et al., 2008 , pp.11), the ASA for

he specific group is transferred to the company itself. Likewise,

hen a person is employed by a company and hence perceived

o be “essential for the identity of that company”, the ASA for a

pecific person is transferred to the company ( Aspara et al., 2008 ).

he same mechanism is valid for idea/ideal related ASA: If the

dea/ideal, with which an individual identify himself/herself, is per-

eived to be essential for a company, then the ASA for the specific

dea/ideal is transferred to the company ( Aspara et al., 2008 ). 

Following Statman (2004) , we propose two main ideas con-

ributing to idea/ideal related ASA, namely, SRI related ideas and

ationality related ideas. As Domini (1992) and Hamilton et al.

1993) refer; SRI is the expression of a desire for an “integration

f money into one’s self and into the self, one wishes to become.”
nvestors engaging in socially responsible investment decisions are

aid to “mix money with morality” in the decision making pro-

ess ( Diltz, 1995 ). Hence, they filter out the products or stock of-

erings taking the compatibility of the parent company with their

eliefs and values into account ( Kelley and Elm, 2003 ). Thus, com-

anies may use CSR to distinguish themselves, if they are success-

ully managing CSR related activities ( Sen et al., 2006; Drumwright,

994 ). With the extant literature on SRI, it can be concluded that

SRI related ideas” is one of the ideas influencing investment de-

ision. Considering the literature on dimensions of corporate social

esponsibility and socially responsible investing ( Carrol, 1979; Mar-

in, 1986; Porter and Kramer, 2002; Saiia, 2002; Hill et al., 2003;

ivoli, 2003; Dillenburg et al., 2003; Guay et al., 2004; Hill et al.,

0 07; Dahlsrud, 20 08; Adams and Hardwick, 1998; Heinkel et al.,

001 ), and the screens used by the most ethical funds around the

orld ( Spencer, 2001; Belsie, 2001; Hill et al., 2003, 2007; Guay et

l., 2004; Renneboog et al., 2008 ), we hypothesized it to be a for-

ative construct, which is formed by four factors; animal-welfare,

nvironmental responsibility, fair labor practices, and volunteer

ctivities. 

The next indicator contributing to idea/ideal related ASA,

ationality-related ideas, is among the abstract ideas that indi-

iduals identify themselves with ( Nuttavuthisit, 2005 ). Its effect

n the consumption decision has been studied as “Consumer na-

ionalism” and “national loyalty” in the marketing literature (see

awwas et al., 1996; Wang, 2005; Baughn and Yaprak, 1993 ). Over

0 country-of-origin (CO) research studies have studied the effect

f nationalism on the consumption decision, and the effect is ev-

dent in the literature (see Samiee (1994) for an overview of the

0 studies; e.g. Han, 1988; Shimp and Sharma, 1987 ). Since stock-

olding/ownership can be viewed as experiential consumption -

hich is consistent with the idea that goods that can be con-

umed are not limited to physical products and services but also

nclude experiences ( Solomon et al., 2002 ) - national loyalty or

onsumer nationalism can be adapted to stock investment decision

s well. A nationalist consumer considers the domestic economy in

is/her consumption decision and prefers domestic brands. He/she

erceives buying imported products as ruining the economy and

s unpatriotic ( Rawwas et al., 1996 ). Accordingly, a nationalist in-

estor is hypothesized to have a tendency to prefer stocks of the

ompanies which are perceived to contribute to national devel-

pment. This idea of favoring domestic equity investment is pre-

ented in detail in the home bias literature as well. The home bias

iterature discusses the tendency of the investors to invest in the

omestic equities heavily despite the international diversification

enefits (see Lewis, 1999 for a detailed literature on equity and

onsumption home biases). Accordingly, the negative effect of pa-

riotism on the investment abroad is demonstrated by Morse and

hive (2011) , revealing that patriotism is, indeed, influential on the

nvestment decision. 

Following the detailed discussion presented, the hypotheses

oncerning the antecedents of ASA to be tested in this study are: 

H2 a : The stronger the ASA an individual has for an idea or ideal,

the stronger the ASA he/she has for a company perceived

to support or to represent it, which will result in stronger

affect-based investment motivation. 

H2 b : The stronger the ASA an individual has for a group of peo-

ple, the stronger ASA he/she has for a company perceived

to support or to represent it, which will result in stronger

affect-based investment motivation. 

H2 c : The stronger the ASA an individual has for a person, the

stronger the ASA he/she has for a company perceived to em-

ploy that person, which will result in stronger affect-based
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1 In order to distribute our survey to their clients, the intermediaries that we 

have contacted required us not to disclose the names of investee companies that 

the participants invested in as it is private information of their customers. Hence, 

we are required not to provide the names of the investee companies; instead we 

refer to them as company A, B, C, and D in the paper. However, we provide all 

the necessary information concerning the selected companies such as the risk and 

return profiles, their industry, and comparative performances with respect to that 
3. Methodology 

3.1. Survey design and measurement 

We have formative, reflective, and single item measures as well

as single order and higher order latent variables. The dependent

latent variable; affect-based extra investment motivation and the

independent latent variable positive attitude towards the company

and the mediator variable ASA towards the company are based on

the research of Aspara and Tikkanen (2011a) . 

Affect-based extra investment motivation is measured by a re-

flective two-item scale as: 

1. “When you invested in [company X]’s stock, on what basis did

you make the investment decision?”

0 = “I purchased [company X]’s stock because considering all

the investment opportunities I was aware of, I expected to ob-

tain the absolutely best possible financial returns relative to risk

from [company X]’s stock.”

…

6 = “I purchased [company X]’s stock simply because I liked

[company X] as a company.”

2. 0 = “I purchased [company X]’s stock because considering all

the investment opportunities I was aware of, I expected to ob-

tain the absolutely best possible financial returns relative to risk

from [company X]’s stock.”

…

6 = “I purchased [company X]’s stock because I had a positive

attitude towards [company X].”

The reason why we chose a Likert scale is because it detects de-

viation from “pure financial motivation” which corresponds to zero

on the scale. This deviation -meaning the extra motivation which is

affect-based on top of the financial motivations- is our dependent

variable. We are not arguing that financial motivations don’t exist

in the stock investment decisions. However, what we are arguing is

that there could be affect-based motivations over and beyond the

financial motivations. So, any deviation from zero on this scale will

show different degrees of affect-based motivations revealed in the

investment decision. 

Positive attitude towards the company is measured by a reflec-

tive two-item scale, anchored by: 

1. “What kind of attitude did you have towards [company X]?”

−3 = “very negative”, + 3 = “very positive”

2. “Did you like the products of [company X]?”

−3 = “didn’t like at all”, + 3 = “liked very much”

ASA towards the company is measured by a question adapted

from Bergami and Bagozzi (20 0 0) , anchored by: 

“How well did [company X] reflect the kind of person you are?”

0 = “not at all”, 6 = “very well”. 

The following antecedents of ASA measures are created based

on research by Aspara et al. (2008) . We include three an-

tecedents, namely group-related ASA, company-people related ASA,

and idea/ideal related ASA in the model. 1) Group-related ASA and

2) Company-people related ASA are both measured by 5 points Lik-

ert scale type questions as follows; 

Please identify yourself on the 5 points Likert scale below where: 

1 = “absolutely don’t agree”, 5 = “absolutely agree”

1. “I think that [company X] is supportive to and reflects the

groups I like and I feel close to.”

2. “I think that [company X] employs the people I like and I feel
close to.” i
Idea/Ideal related ASA is hypothesized to be a hierarchical la-

ent variable including two first order factors; namely SRI related

deas and nationality related ideas. It is difficult to develop a la-

ent variable which involves all the ideas/ideals that an investor

ay value. However, the aforementioned two ideas are greatly dis-

ussed in the literature and they are among the most studied ideas

eflected in people’s investment and consumption decisions. 

As it is explained above, SRI related ideas have different dimen-

ions contributing to the formation of the construct; hence, we

ypothesized it to be a formative construct. SRI related ideas are

easured by a 5 point Likert scale questions as follows: 

Please identify yourself on the 5 points Likert scale below where: 

1 = “absolutely don’t agree”, 5 = “absolutely agree”

“I think that [company X] meets my below stated non-financial

priorities and concerns: 

1) Concerned for animal welfare 

2) Environmentally- responsible 

3) Concerned for fair labor practices 

4) Supportive to social responsibility projects”

The next first order construct; nationality related ideas, is mea-

ured by a two-item reflective scale which addresses the ideas na-

ional brand, national development, domestic production, domestic

apital. It is anchored by 5 points Likert scale type questions as

ollows: 

Please identify yourself on the 5 point Likert scale below where: 

1 = “absolutely don’t agree”, 5 = “absolutely agree”

“I think that [company X] meets my below stated non-financial

priorities and concerns: 

1) National brand owner and depends on domestic capital 

2) Domestic production and contributes to national development 

.2. Sampling and data 

The questionnaire is a voluntary-based online survey, sent as

 link with a cover letter, and participants were not paid for an-

wering the questionnaire. Our sample of interest is composed

f non-professional individual stock investors as the past research

uggests that these individuals deviate the most from the ratio-

ality assumptions of traditional finance (e.g., Grinblatt and Kelo-

arju, 20 0 0, 20 01; Lee et al., 1991; Odean, 1998; Poteshman and

erbin, 2003; Warneryd, 2001 ). Participants were asked to an-

wer questions about the attitudinal and affective evaluations of

heir investment decisions in certain companies which are publicly

raded companies listed in BIST30. More specifically, four compa-

ies which have publicly known brands and products are selected

n order to have healthy evaluations about the brand and the prod-

cts of the companies. 1 

In order to eliminate any potential performance and industry

elated biases we conducted cluster analysis to BIST companies

ased on the return and standard deviation of returns during

he year prior to the survey, and we made sure that the selected

ompanies are from the same cluster but in different industries.

ompany 1 is a bank, company 2 is a retailer, company 3 is a

olding (conglomerate) and company 4 is a manufacturing firm.
ndustry. 
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Affect-based extra investment motivation scale 

Fig. 1. Frequency distribution of answers to the affect-based extra investment mo- 

tivation question. 
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hus, we select companies with similar return- risk profiles in

rder to eliminate any potential bias due to performance. In

ddition, each company’s return during the year/quarter prior to

he survey is compared with the corresponding industry average

o check whether there are any possible performance advantages

f the selected companies compared to their industry. Results

ndicate that the average returns of the selected companies during

he year/quarter prior to the survey are below their corresponding

ndustry averages. Hence, we are confident that performance

elated bias is not a serious concern. The cluster information and

ompany-industry comparison are presented in Appendix A . 

In the first step of the questionnaire, respondents choose the

ompany of which they currently hold stocks among the 4 com-

anies presented to them and then continue to the second step to

nswer the questions based on the investment decision they re-

eal in the first step. 2 As a population of interest, individual Turk-

sh stock investors in Turkey, especially in the three biggest cities

n Turkey; namely Istanbul, Ankara and Izmir, are selected (total

opulation of close to 20 million). The online survey was sent to

ll intermediary agencies in Turkey via email and the follow up

alls are made only to several intermediary bank/agency offices

nd head offices in the three biggest cities. Note that almost 55%

f the branches and almost 50% of the head offices of all interme-

iary agencies are located in these biggest 3 cities. Moreover, the

ontacted intermediary agencies account for 33% of the transaction

olume in Turkey. 3 Hence, the sample is potentially an indicator

f the Turkish stock investors who are investing in the specific 4

ompanies. 

We sent 363 requests, and received 151 replies in total. Follow-

ng Aspara and Tikkanen (2011a) , we screened away the individu-

ls who reported negative attitudinal evaluation which reflects the

verall affective evaluation about the company as our hypotheses

re only applicable to individuals who have positive affect (as op-

osed to negative) towards the company. So, 13 of the replies were

creened away due to negative attitude and 5 of them were elim-

nated because they were incomplete. So, after eliminating unus-

ble and incomplete replies, we end up with 133 usable answers

hich yield a fairly good response rate of 36.6% When we com-

are the answers that arrived early with those that arrived late,

e see no significant differences between the two groups, which

ignal that non-response bias was not a serious concern. The re-

ulting sample of 133 replies is appropriate for the methodology

sed (see Chin and Newsted, 1999 ). 

When we compare our sample with the Turkish stock investor

opulation, we observe a quite similar profile. Our sample indi-

ates a female-male ratio of 25.6%–74.4% respectively, which is al-

ost the same as that of the population which is 25.2% −74.8% 

4 

espectively. When the age distribution is concerned, however, our

ample has much higher young investor respondents than the ac-

ual data reveals. This is not surprising as the participation rate of

ounger population to online surveys is higher compared to that

f older population ( Bech and Kirstensen, 2009; Graefe et al., 2011;

aplowitz et al., 2005 ). 

The descriptive statistics for the investors participated in the

tudy are demonstrated with respect to the four companies in the

ppendix B . The table shows the demographic variables such as

ender, age, marital status, education, and income as well as in-

estor characteristics such as tracking activity, risk attitude, in-

estor size, and financial literacy. 5 The overall characteristics of the
2 Each respondent takes the questionnaire only for one company and we did not 

ncounter a case in which the respondent selected more than one company. 
3 Source: www.cmb.gov.tr . 
4 Source: https://www.mkk.com.tr/en/ . 
5 The data for the average holding period, which is another indicator of the 

nvestor characteristics, was also collected in order to be included as a control 

v

i

C

c

a

ndividual investors participated in the study are middle aged, uni-

ersity or higher educated, moderately risk averse and small in-

estors with a fundamental financial literacy. In general, the data

oes not reveal significant differences between the characteristics

f different company investors except for number of stocks owned,

nvestor size, tracking activity, and financial literacy. This confirms

ur assumption that the investors of the firms in this study are

rom the same population. 

. Analyses and results 

Fig. 1 illustrates the responses to the first item of affect-

ased extra investment motivation question. 80% of the respon-

ents show affect-based extra investment motivation, either low

r high in magnitude, which is averaged to be around 2.5. This

upports our presumption that the investors may have extra affect-

ased motivations in the investment decision. The responses to the

ain variables in the model are also presented in the Appendix C ,

o provide a general picture of the tendencies of the answers. 

Following Aspara and Tikkanen (2011a) we chose to use Par-

ial Least Squares Structural Path Modeling, PL S-PM. PL S-PM has

ained wider usage among empirical researchers due to less re-

trictive assumptions concerning the data than CBSEM techniques

e.g. sample size, data distribution, independency of observations,

ndicator type, etc.) as well as its superior convergence, reduced

omputational demands and exploratory capabilities in the ab-

ence of a theoretical foundation ( Henseler et al., 2009; Sosik et

l., 2009; Chin and Newsted, 1999; Fornell and Cha [1994] ). Specif-

cally, we use the software SmartPLS, developed by Ringle et al.

2015 ). Significance results are based on a bootstrapping procedure

ith 20 0 0 resamples as suggested by Hair et al. (2011) . 

As suggested by Chin (1998) , we employed a two-step evalu-

tion of the model. At the first step the measurement model is

ested for internal consistency and construct validity separately

or reflective and formative measures, at the second step struc-

ural paths are tested for significance. All reflective constructs ex-

ibit good internal consistency implied by high Cronbach’s alphas 6 

nd composite reliability scores 7 ; exceeding the threshold of 0.70

 Nunnally and Bernstein, 1994 ). Construct validity is attained by a

ombination of discriminant validity and convergent validity. Con-

ergent validity is supported by high AVE 8 ; above the threshold
ariable in the model. But since it is missing in more than half of the responses, 

t is excluded from the path model. 
6 Reflective constructs; affect, positive attitude, nationality related ideas, reveal 

ronbach’s alpha scores of 0.908, 0.773, and 0.870 respectively. 
7 Reflective constructs; affect, positive attitude, nationality related ideas, reveal 

omposite reliability scores of 0.956, 0.898, and 0.936 respectively. 
8 Reflective constructs; affect, positive attitude, nationality related ideas, reveal 

verage variance extracted score of 0.916, 0.815, and 0.880 respectively. 

http://www.cmb.gov.tr
https://www.mkk.com.tr/en/
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Table 1 

Multitrait-multimethod matrix (MTMM) analysis for SRI related ideas. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 2. 2nd order construct idea/ideal related ASA demonstrated with the weights 

of the 1st order constructs. 
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of 0.50 as suggested by Fornell and Larcker (1981) . Concerning

discriminant validity, we use HTMT criterion which is shown to

have superior performance compared to the classical approaches of

Fornell–Larcker criterion and cross loadings ( Henseler et al., 2015 ).

All of the HTMT values 9 are below the conservative threshold of

0.85, implying good discriminant validity ( Kline, 2015 ). Thus, re-

flective constructs meet the reliability and validity requirements. 

Concerning the formative construct, SRI related ideas, we

assess the weights of the indicators and VIF scores for construct

reliability and evaluate modified MTMM matrix for discrimi-

nant validity as suggested by Andreev et al. (2009) . All of the

indicator weights in SRI related ideas are above the threshold

value of 0.10 10 ( Andreev et al., 2009 ). As Diamantopoulos and

Winklhofer (2001) suggest insignificant indicators are preserved

since they represent the domain aspect which is theoretically

explained above. Multicollinearity seems not to be an issue, as

it is addressed by VIF scores lower than 3.3 11 ( Diamantopoulos

and Siguaw, 2006 ). Finally, Table 1 presents the modified MTMM

matrix which addresses indicator-to-construct, and construct-to-

construct correlations. Correlations between the constructs are all

below the threshold value of 0.71 ( MacKenzie et al., 2005 ), indi-

cating good discriminant validity. Moreover, indicator-to-construct

correlations reveal that the 4 indicators are more correlated

with their corresponding construct than they are with the other

constructs. Hence discriminant validity is established. 

Fig. 2 demonstrates the last construct; idea/ideal related ASA,

which is a second order formative construct, composed of two first

order factors; SRI related ideas and nationality related ideas. Fol-

lowing Becker et al. (2012) , we employ two-stage approach with

mode B for the hierarchical model. At stage one, the outer weights

and loadings are calculated for the first order variables; SRI related

ideas and nationality related ideas. At the second stage, the latent

variable scores for the first order variables are used as indicators
9 HTMT values for affect-positive attitude, affect-nationality related ideas and 

positive attitude-nationality related ideas are 0.409, 0.394 and 0.477 respectively. 
10 Weights of the indicators of the formative construct, SRI related ideas are 0.356 

for animal welfare, 0.356 for environmental-responsibility, 0.203 for fair labor prac- 

tices, and 0.259 for volunteer activities. 
11 The VIF scores of the indicators of the formative construct, SRI related ideas, 

are 2.797 for animal welfare, 2.934 for environmental-responsibility, 1.563 for fair 

labor practices, and 1.811 for volunteer activities. 

s  

v  

t  

h

0

f the second order variable; idea/ideal related ASA. The construct,

dea/ideal related ASA exhibit good construct reliability implied by

ignificant indicator weights higher than the threshold of 0.10 12 

 Andreev et al., 2009 ) along with the VIF scores below the thresh-

ld value of 3.3 13 ( Diamantopoulos and Siguaw, 2006 ). 

Finally, Table 2 presents the modified MTMM matrix for dis-

riminant validity. The discriminant validity of idea/ideal related

SA is supported by low construct-to-construct correlations, which

re all below the threshold value of 0.71 ( MacKenzie et al., 2005 ).

oreover, correlations of indicators are higher with their corre-

ponding construct than with others, indicating good discriminant

alidity. Hence, construct reliability and discriminant validity is es-

ablished at the second stage as well as at the first stage of the

ierarchical latent variable modeling. 
12 Weights of the indicators of the formative construct; idea/ideal related ASA, are 

.684 for SRI related ideas, and 0.560 for nationality related ideas. 
13 The VIF scores of the indicators of the formative construct; idea/ideal related 

ASA, are 1.088 for both SRI related ideas and nationality related ideas. 
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Table 2 

Multitrait-multimethod matrix (MTMM) analysis for idea/ideal related ASA. 

Fig. 3. The structural model with significant paths reported. 
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Fig. 3 depicts the structural model with significant path coeffi-

ients. The model explains 39.8% of ASA and 38.4% of Affect-based

xtra investment motivation. 

Table 3 demonstrates the summary of the structural model

ndings. Positive attitude towards the company has significant di-

ect effect on the dependent variable. As positive attitude towards

 company increases affect-based extra investment motivation

ncreases. Likewise, Antecedents of ASA; namely, group related,
ompany-people related, and idea/ideal related ASA’s, are signifi-

antly mediated by ASA which is significantly correlated with the

ependent variable; affect-based extra investment motivation. That

s, the antecedents of ASA included in the analysis have significant

ffects on the ASA aroused in the investor which, in turn, increases

he affect-based motivations to invest in the investee company;

mplying significant indirect effects on the affect based extra

nvestment motivation. Moreover, all of the antecedents of ASA
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Table 3 

Summary of the structural model. 

Variables Path 

coeff. 

p -value 

Positive attitude towards the company - > Affect 0.216 0.034 ∗∗

Affective self-affinity (ASA) - > Affect 0.202 0.023 ∗∗

Group related ASA - > ASA 0.366 0 ∗∗∗

Idea/ideal related ASA - > ASA 0.128 0.089 ∗

Company-people related ASA - > ASA 0.252 0.002 ∗∗∗

Group related ASA - > Affect 0.074 0.037 ∗∗

Idea/ideal related ASA - > Affect 0.026 0.145 

Company-people related ASA - > Affect 0.051 0.053 ∗

Controls 

Age - > Affect 0.059 0.261 

Male investor - > Affect -0.133 0.054 ∗

Married - > Affect -0.145 0.05 ∗∗

University education - > Affect -0.141 0.052 ∗

Daily tracker - > Affect -0.011 0.447 

Good financial literacy - > Affect -0.163 0.011 ∗∗

High risk taker - > Affect -0.080 0.182 

Small investor - > Affect -0.012 0.45 

Company dummy controls 

Investee company 1 - > Affect -0.235 0.021 ∗∗

Investee company 2 - > Affect 0.093 0.202 

Investee company 3 - > Affect 0.010 0.46 

Company dummy moderators 

ASA for the company ∗Investee company 1 - > Affect -0.149 0.143 

ASA for the company ∗Investee company 2 - > Affect 0.046 0.357 

ASA for the company ∗Investee company 3 - > Affect -0.002 0.493 

Attitude towards the company ∗Investee company 1 - > 

Affect 

0.051 0.348 

Attitude towards the company ∗Investee company 2 - > 

Affect 

0.036 0.387 

Attitude towards the company ∗Investee company 3 - > 

Affect 

-0.095 0.261 

∗∗∗ Significant at the 0.01 level (1-tailed) 
∗∗ Significant at the 0.05 level (1-tailed). 
∗ Significant at the 0.1 level (1-tailed). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 4 

Summary of the structural model with performance dummy. 

Variables Path 

coeff. 

p -value 

Positive attitude towards the company - > Affect 0.259 0.011 ∗∗

Affective self-affinity (ASA) - > Affect 0.197 0.027 ∗∗

Group related ASA - > ASA 0.366 0 ∗∗∗

Idea/ideal related ASA - > ASA 0.128 0.084 ∗

Company-people related ASA - > ASA 0.252 0.001 ∗∗∗

Group related ASA - > Affect 0.072 0.046 ∗∗

Idea/ideal related ASA - > Affect 0.025 0.143 

Company-people related ASA - > Affect 0.05 0.055 ∗

Controls 

Age - > Affect 0.113 0.128 

Male investor - > Affect -0.069 0.212 

Married - > Affect -0.175 0.016 ∗∗

University education - > Affect -0.13 0.051 ∗

Daily tracker - > Affect -0.053 0.252 

Good financial literacy - > Affect -0.158 0.006 ∗∗∗

High risk taker - > Affect -0.129 0.063 ∗

Small investor - > Affect -0.052 0.303 

Good performance - > Affect 0.069 0.196 

Performance dummy moderators 

Positive attitude towards the company ∗Good performance 

- > affect 

-0.088 0.257 

ASA ∗Good performance - > affect 0.02 0.42 

∗∗∗ Significant at the 0.01 level (1-tailed) 
∗∗ Significant at the 0.05 level (1-tailed). 
∗ Significant at the 0.1 level (1-tailed). 
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except for idea/ideal related ASA, have significant direct effects on

the extra affective investment motivation. 

Group related and company-people related ASA’s have higher

significance than the idea/ideal related ASA variable in the indi-

rect paths. As for the idea/ideal related ASA, we included only two

dimensions, SRI related ideas and nationality related ideas, which

have been studied heavily in the literature. Increasing the dimen-

sions of this variable, hence covering more ideas/ideal, may re-

sult in higher significances. Moreover, idea/ideal related ASA does

not have significant direct paths to the main dependent variable

whereas the other two antecedents have significant direct paths.

Hence, the idea/ideal related ASA is fully mediated by the mediator

variable, ASA, whereas the other two antecedents are not. Increas-

ing the dimension of the idea/ideal related ASA may also influence

the significance of direct path from idea/ideal related ASA to the

affect-based extra investment motivation. The signs of the coeffi-

cients are all as we expected, confirming our hypotheses. An in-

crease in any of the antecedents increases the affective self- affin-

ity towards the investee company which will further increase the

affect-based extra investment motivation. 

Most of the company dummy controls and interaction effects

are insignificant; except for company 1 dummy. Thus, there seem

to be no difference in the findings between different companies.

As for the controls, male investors demonstrate less affect-based

extra investment motivation compared to female investors (con-

sistent with De Acedo Lizarraga, 2007 ). The same effect follows

for married investors. Likewise, investors with higher education

(university or higher) and with higher reported financial literacy,

show less affect-based motivations in investment decision (consis-

tent with Forgas, 1995 ). 
Although the four companies have similar return/risk profiles

ccording to the cluster analysis, and don’t have a performance ad-

antage compared to the corresponding industry we further test

or good performance by including a good performance dummy

n the path model. Table 4 presents the results for the structural

odel with performance dummy. Results indicate that the good

erformance dummy fails to be significant along with the dummy

oderators. Moreover, significance levels and the coefficients of

he main variables are almost the same as the previous results.

o, we are confident that the results we present are not subject

o performance related bias. 

. Conclusion 

The current paper has several contributions to the behavioral

nance literature. It combines the theoretical background of the

arketing, social psychology and finance to explain the affective

nd attitudinal evaluations of companies influence on the invest-

ent decision in the company’s stock. More specifically, it exam-

nes the antecedents of affective self-affinity (ASA) - namely, group

elated ASA, company-people related ASA, and idea/ideal related

SA - and how they are related to the ASA for the company and

ffect-based extra investment motivations empirically. 

The results of the study suggest that as the ASA increases for

 specific person, for a specific group, and/or a specific idea/ideal

ncrease, the ASA for the company which employs that particu-

ar person, supports that particular group, or supports that par-

icular idea/ideal also increases. The ideas discussed in this study

re socially responsible investing (SRI) related ideas and national-

ty related ideas. In other words, as individuals’ ASA for SRI re-

ated ideas increases, their ASA for a company supporting that

dea or engaging in activities which feeds or signals that idea will

lso increase. In a similar manner, as individuals’ ASA for nation-

lity related ideas increases, their ASA for the company support-

ng that idea or engaging in activities which feeds or signals that

dea will also increase. Furthermore, any increase in ASA results in

n increase in the affective investment motivation to the particular

ompany’s stock. Likewise, positive attitude towards the investee
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ompany may further explain the extra affective investment moti-

ation. Hence, companies may use people, groups, and/or different

deas/ideals such as SRI related ideas and nationality related ideas

o create a bond between the company and the investor. This may,

n turn, create extra motivation for investment into those compa-

ies’ stocks. 

Our results have implications for both researchers and practi-

ioners. For researchers in the behavioral finance field, it is neces-

ary to incorporate marketing, sociology, psychology, etc. to under-

tand the dynamics of investors since past research has suggested

hat investors are influenced by other externalities and do not nec-

ssarily always behave rationally in their investing decisions. We

ave introduced ASA from the marketing field with a foundation of

IT to assist in attempting to further the field in explaining invest-

ng decisions. As SIT suggests that individuals identify themselves

ith groups, people, ideas/ideals and companies, our research sug-

ests that investors do identify themselves with certain aspects of

 firm and will invest accordingly. The implications for practition-

rs suggest that investors are motivated by externalities over and

eyond basic numerical data. As such, externalities such as SRI or

ationality can influence investors. Top managers can utilize this

nowledge to influence current and future investors by strategi-

ally focusing on positioning their firm favorably in the eyes of

he potential investor to develop ASA. From a marketing point of

iew, communicating such aspects to the public is beneficial for

he company because it attracts the particular investor profile that

s sensitive about those aspects. From a finance point of view, how-

ver, ASA may work against the fundamentals and hence mitigate

he financial efficiency especially when affective and cognitive cues

re diverging. The literature suggests that in such instances, the af-

ective side tends to dominate the final decision ( Ness and Klaas,

994; Rolls, 1999 ). Yet, there is a conflicting experimental study

uggesting that as the number of cognitive cues increases it out-

eighs the affective cues which results in a decision that does

ot work against the efficiency of the financial markets ( Su et al.,

010 ). 

There are certain limitations in this study. Due to the restric-

ions on the data concerning the contact information of the stock

nvestors in Turkey our sample size is limited, yet we feel we

ere able to accumulate enough data for the methodology used.

s suggested by Falk and Miller (1992) and Shamir et al. (20 0 0) ;

ve observations per parameter is the minimum requirement to

e able to use PLS modeling. In our model, the largest structural

odel includes four latent variables which require a minimum of

wenty observations. Our dataset meets this requirement, yet, it

s important to replicate the study to make more generalizable

onclusions. We are aware of more conservative recommendations

uch as 10 observations per parameter though ( Chin and Newsted,

999; Hair et al., 2011 ). The size of our sample could be an is-

ue in evaluating the significance of the structural paths. As Chin

nd Newsted (1999) argue by using Monte Carlo simulations that

ow structural path coefficients are difficult to detect in studies

ith small sample sizes (such as 20). So, this works against us in

etecting the significant paths, meaning the ones that we detect

ay probably get higher significance when the sample size gets

igher. 

In addition, the data concerning the affective evaluations of the

ompanies are self-reported which may create some biases. First

f all, we don’t have the information regarding the timing of the

articular investment decision so we cannot control for it being
elatively recent. However, we know that the participants hold the

tocks at the time they take the questionnaire. Given that the av-

rage holding period for Turkish stock investors in Turkey has av-

raged to be 79.2 days and has never been greater than 103 days

etween 2011 and 2015, 14 we may be confident to some extent

hat the decision was made relatively recent (especially when it

s compared to similar studies which refers to 1.5 year time pe-

iod as recent ( Aspara and Tikkanen (2011a) ). However, it would

e better to control for the timing of the investment to alleviate

he possibility of “recalling wrong” as much as possible. Even if we

ad the timing of the investment and accept the responses with

ecent investment decisions, individuals may still not correctly re-

all the motivations underlying the investment decision. This may

ead to retrospection related biases in which respondents exagger-

te their positive evaluations about the company by committing

o the past investment decision ( Bem, 1972 ). However, we may

lso consider that even if they cannot recall correctly their affec-

ive evaluation about the company and motivations in investing the

tock of the company, they may engage in self-impression man-

gement which could result in over rationalizing accounts of the

espondents due to the natural tendency to rationalize the behav-

or. That is, our findings concerning the affect-based motivations in

tock investment may even be more conservative than the actual

tate. 

The measures of antecedents of ASA, although based on past

esearch, are used empirically for the first time in our study. By

ature, PLS-PM is successful in exploring the possible relationships

hich have not been studied before. Although the validity and re-

iability indicators of the new measures are strong, replicating our

tudy with different measures will be a necessary next step. 

In the current study, we collected the responses regarding an

nvestment decision of the investor because we are interested in

hether there exists an extra motivation which is affect-based in

ddition to the financial motivations when an individual makes an

nvestment decision. However, collecting the individuals’ evalua-

ions regarding the firms that were considered for investment but

ere not chosen in the final decision would be beneficial in un-

erstanding the relationship between the degree of affect (whether

igh or low) and the final investment decision (whether to invest

r not to invest). This would provide further insights about the af-

ect mechanism and how it manifests itself in the final decision.

his is left for further research. 

Note also that, in the current study we did not address the

ffects of negative attitude/negative affective evaluations towards

he company on the investment decision (whether to invest or

ot to invest) and motivation. The resulting effect of negative at-

itudes/affective evaluations on the investment decision may be

imply the negative of that of positive attitudes/affective evalu-

tions. However, it is not necessarily the case. The hypotheses

f the current study are based on the literature of positive af-

ective/attitudinal evaluations, identification, affect and emotions 

 Zajonc, 1980; Damasio, 1994, 20 03; Slovic et al., 20 02 . See Aspara

t al. (2008) for a detailed discussion), and consistency between

hose evaluations and behavior ( Abelson et al., 1968; Festinger,

957; McGuire, 1969 ). The opposite side of the story, meaning the

ffect of negative attitude/affective evaluations towards a company

n the investment/divestment motivation, requires new hypothe-

es which are based on the corresponding literature. Hence, this

s a topic for a separate study which would be grounded on the

elated theory and needs to be tested empirically. 
14 http://www.tuyid.org/files/BIST _ Trends _ Report _ XV.pdf . 
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Appendix A. Cluster information and company-industry return comparison 

BIST companies are clustered using two stage clustering method with respect to return and standard deviation of return during the 

year prior to the survey. 

Cluster information 

Average return Average standard deviation Number of companies 

Cluster 1 0.0 0 01 0.0343 199 

Cluster 2 −0.0 0 08 0.0215 211 

Company-industry return comparison 

Industry Banks Retailers Holding Manufacturing 

1 year return comparison 

Number of companies 16 10 51 24 

Average industry return ∗ −0.054% 0.123% 0.009% −0.027% 

Selected company return ∗ −0.095% 0.014% 0.002% −0.031% 

1 quarter return comparison 

Number of companies 16 10 51 24 

Average industry return ∗ −0.159% −0.070% 0.167% −0.015% 

Selected company return ∗ −0.192% −0.071% 0.094% −0.334% 

The selected four companies belong to the second cluster. 
∗Returns are calculated during the year prior to the survey. 
∗Returns are calculated during the quarter prior to the survey. 

Appendix B. Personal & investor characteristics of the investors participating in the study 

Company 1 Company 2 Company 3 Company 4 Overall sample Chi square p value 

Total responses 46 32 33 22 133 

Gender 

1 Male 65.2% 78.1% 87.9% 68.2% 74.4% 

2 Female 34.8% 21.9% 12.1% 31.8% 25.6% 

Overall sample 34.6% 24.1% 24.8% 16.5% 100.0% 5.869 0.118 

Age 

1 18–25 6.5% 6.3% 0.0% 9.1% 5.3% 

2 26–40 76.1% 50.0% 63.6% 68.2% 65.4% 

3 41–60 15.2% 43.8% 36.4% 22.7% 28.6% 

4 over 60 2.2% 0.0% 0.0% 0.0% 0.8% 

Overall sample 34.6% 24.1% 24.8% 16.5% 100.0% 12.859 0.169 

Marital status 

1 Married 69.6% 53.1% 78.8% 59.1% 66.2% 

2 Single 28.3% 40.6% 21.2% 36.4% 30.8% 

3 Other 2.2% 6.3% 0.0% 4.5% 3.0% 

Overall sample 34.6% 24.1% 24.8% 16.5% 100.0% 6.557 0.364 

Education 

1 Primary/secondary school 0.0% 0.0% 0.0% 0.0% 0.0% 

2 High school 2.2% 0.0% 0.0% 4.5% 1.5% 

3 Vocational high school 2.2% 0.0% 0.0% 0.0% 0.8% 

4 Associate degree/2years college 2.2% 3.1% 9.1% 4.5% 4.5% 

5 College/bachelor 56.5% 65.6% 54.5% 72.7% 60.9% 

6 Master 32.6% 15.6% 27.3% 18.2% 24.8% 

7 Doctoral degree 4.3% 15.6% 9.1% 0.0% 7.5% 

Overall sample 34.6% 24.1% 24.8% 16.5% 100.0% 15.434 0.421 

Tracking activity 

1 Several times a day 65.2% 31.3% 45.5% 27.3% 45.9% 

2 Daily 26.1% 56.3% 30.3% 40.9% 36.8% 

3 Weekly 2.2% 9.4% 15.2% 27.3% 11.3% 

4 Monthly 4.3% 3.1% 6.1% 4.5% 4.5% 

5 Yearly or less than seldom 2.2% 0.0% 3.0% 0.0% 1.5% 

Overall sample 34.6% 24.1% 24.8% 16.5% 100.0% 22.792 .030 

( continued on next page ) 
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Company 1 Company 2 Company 3 Company 4 Overall sample Chi square p value 

Total responses 46 32 33 22 133 

Risk attitude 

1 No risk taker 0.0% 0.0% 3.0% 0.0% 0.8% 

2 Highly risk averse 6.5% 0.0% 0.0% 9.1% 3.8% 

3 Risk averse 10.9% 6.3% 9.1% 13.6% 9.8% 

4 Moderate risk averse 39.1% 56.3% 54.5% 40.9% 47.4% 

5 Risk seeker 32.6% 28.1% 21.2% 31.8% 28.6% 

6 Highly risk seeker 2.2% 6.3% 6.1% 4.5% 4.5% 

7 Very highly risk seeker 8.7% 3.1% 6.1% 0.0% 5.3% 

Overall sample 34.6% 24.1% 24.8% 16.5% 100.0% 15.054 0.658 

Investor size 

1 Small investor 87.0% 62.5% 66.7% 81.8% 75.2% 

2 Medium-sized investor 13.0% 37.5% 27.3% 18.2% 23.3% 

3 Large investor 0.0% 0.0% 6.1% 0.0% 1.5% 

Overall sample 34.6% 24.1% 24.8% 16.5% 100.0% 13.356 0.038 

Financial literacy 

1 Can do technical analysis 52.2% 28.1% 33.3% 22.7% 36.8% 

2 Have a fundamental knowledge 39.1% 71.9% 45.5% 54.5% 51.1% 

3 Have a little knowledge 6.5% 0.0% 15.2% 22.7% 9.8% 

4 Don’t have a clear idea 2.2% 0.0% 6.1% 0.0% 2.3% 

5 Don’t have an idea 0.0% 0.0% 0.0% 0.0% 0.0% 

Overall sample 34.6% 24.1% 24.8% 16.5% 100.0% 20.858 0.013 

Appendix C. The breakdown of the responses to the main variables in the model 

Scale The variables 

Affect-based extra investment motivation Affective self-affinity (ASA) 

Item 1 Item 2 

0 20% 21% 3% 

1 17% 19% 4% 

2 20% 15% 11% 

3 14% 17% 9% 

4 11% 9% 23% 

5 11% 12% 43% 

6 8% 8% 7% 

Mean 2.4 2.4 4.0 

Positive attitude toward the company ∗

Item 1 Item 2 

0 11% 10% 

1 34% 20% 

2 37% 51% 

3 18% 19% 

Mean 1.6 1.8 

Antecedents of affective self-affinity (ASA) 

Group related ASA Company-people related ASA 

1 10% 13% 

2 17% 17% 

3 18% 22% 

4 28% 31% 

5 27% 17% 

Mean 3.5 3.2 

Idea-ideal related ASA 

Socially-responsible investing related ideas Nationality-related ideas 

Item1 Item2 Item3 Item4 Item 1 Item 2 

1 2% 3% 0% 2% 4% 5% 

2 7% 5% 9% 4% 8% 14% 

3 59% 42% 42% 36% 16% 13% 

4 19% 38% 34% 42% 37% 29% 

5 14% 12% 15% 17% 35% 39% 

Mean 3.3 3.5 3.5 3.7 3.9 3.8 

∗ Note: The responses with negative scores on this variable are eliminated from the sample as we are interested in the positive attitude 

rather than negative attitude towards the company. 
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