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Abstract

The aim of this study is directed at assessing voluntary simplicity lifestyles and life satisfaction in term of the 

tradition	value.	A	survey	was	conducted	for	this	purpose	with	the	tradition	values	section	of	the	Schwartz	

Values	Scale,	the	Life	Satisfaction	Scale,	and	the	Voluntary	Simplicity	Lifestyle	Scale	using	the	easy	sampling	

method	with	203	people	at	Düzce	University,	mostly	consisting	of	academic	and	administrative	 staff,	 as	

well as students. The study uses the quantitative research method and has collected the primary data with 

the	survey	technique.	The	obtained	data	has	been	analyzed	with	the	package	program,	SPSS	23.0.	In	the	

study firstly, the factors of the internal tradition value and the value of external tradition value have been 

determined for the variable of tradition value, the factor of life satisfaction for the variable of life satisfaction, 

and the variables of planned shopping, self-sufficiency, and non-material life for the variable of voluntary 

simplicity	 lifestyle.	Afterward,	 the	 existence	was	 attempted	 to	be	determined	 for	 the	 relationship	of	 the	

sub-dimensions identified above for the tradition value and the sub-dimensions of voluntary simplicity 

lifestyle	 with	 life	 satisfaction.	 As	 a	 result	 of	 the	 performed	 analyses,	 individual’s	 internal	 and	 external	

tradition values were determined to have a relationship with planned shopping, self-sufficiency, and non-

material	lives	(again,	the	sub-dimensions	of	the	individuals’	voluntary	simplicity	lifestyles).	Additionally,	

individuals’ tradition value and levels of self-sufficiency were detected to have a meaningful relationship 

with life satisfaction.
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The culture of consumption, which had begun being shaped together with the 
product richness and variety that emerged in the markets, has caused individuals 
to gradually move away from simplicity and brought about a stimulating effect on 
hedonic behaviors. Individuals’ struggle to explain the place, status, and importance 
of the values they possess in society through their consumption leaves the world 
facing a dangerous situation environmentally that is open to criticism socially. In this 
respect, with the increase of consumption having begun to reach serious dimensions, 
voluntary simplicity lifestyles (VSL) that support and promote simplicity and 
basicness in every aspect of life have again come to the agenda. Opinions are found 
on the point of this movement, which advocates spiritual richness in one’s inner world 
and material simplicity in one’s outer world (consequently increasing one’s level of 
life satisfaction), that have the ability to replace the society of consumption (Elgin, 
1993). In this context, the study intends to evaluate individuals’ voluntary simplicity 
lifestyles and life satisfaction in terms of the tradition value.

In accordance with this purpose, a survey has been conducted using simple random 
sampling with 203 people comprised from Düzce University’s administrative staff, 
academic staff, and students. The study uses the Schwartz Values Scale (which has 
the values known in the literature as moral values, human values, and individual 
values; Schwartz, 1992) for measuring the tradition value; the Life Satisfaction Scale 
(LSS), developed by Diener et al. (1985) and adapted to Turkish by Yetim (1991) for 
measuring life satisfaction levels; and the Voluntary Simple Lifestyles Scale, formed 
by Özgül (2008) and benefitting from the Voluntary Simplicity Life Styles Scale 
developed by Iwata (1997).

Referencing the collected data, the study performs an exploratory factor analysis 
of the variables of life satisfaction, voluntary simplicity lifestyles, and the tradition 
value for the purpose of finding the factors and to produce a theory that draws from 
the relationships among the variables; a correlation analysis was performed over the 
variables emerging from the factor analysis directed at examining the relationships 
among two or more variables without manipulating them.

In accordance with the results of the correlation analysis, a positive, low-level, 
and significant relationship was detected among the internal tradition value (one 
sub-dimension of the tradition value) with planned shopping, self-sufficiency, and 
non-material life ( r = 0.314, r = 0.240, r = 0.251, respectively; sub-dimensions of 
voluntary simple lifestyles). Again, a positive, low-level, and significant relationship 
was reached in the results for these same variables (r = 0.282, r = 0.331, r = 0.158, 
respectively) with the external tradition value (the other sub-dimension of the tradition 
value). While life satisfaction was seen to also have a positive, low-level, significant 
relationship with the internal tradition value (r = 0.307), it was not observed to have 
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a significant relationship with the external tradition value. Lastly, according to the 
results of the correlation analysis performed for life satisfaction with the variables of 
voluntary simplicity lifestyles, while a positive, low-level, and significant relationship 
was seen between life satisfaction and the variable of self-sufficiency (r = 0.149), 
no meaningful relationship was seen for the variables of planned shopping or non-
material life with life satisfaction. In other words, according to the results obtained 
here in the study, a positive and significant relationship can be interpreted for the 
tradition value with voluntary simplicity lifestyles and life satisfaction, which the 
behaviors of leading a self-sufficient life, searching for satisfaction more in spiritual 
life than in material matters, and preferring simple products significantly explain.

Voluntary simplicity is an alternative lifestyle that contains attractive opportunities 
for businesses and consumers prone to hedonistic behavior. On this point, different 
lifestyles lead to different opportunities for businesses. Those with voluntary 
simplicity who monitor the quality of products and services can choose businesses 
more that give importance to environmental, social, and individual development.

In line with the given information and the results of analysis, it can be concluded 
that the individuals increasingly give more importance to voluntary simplicity 
these days. The businesses would benefit from following this trend in their future 
activities and from revising their programs in line with this results.. The example 
of longer-term sustainability can be developed for consumers trending voluntary 
simplicity lifestyles and who have tradition values by considering simple and green 
(environmental) products and religious sensitivities.

Having individuals adoption of the tradition value would be more useful for future 
related studies on this topic; adding training methods (values education) that can be 
applied and mentioning details would be more beneficial in running their lives.
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