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Abstract - This paper deals with the concept of Conspicuous Consumption to gain the theoretical knowledge regarding the 
same. Numerous articles have been reviewed in order to gain the clarity regarding the concept of Conspicuous Consumption 
and its association with other variables. 
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I. INTRODUCTION 
 
Conspicuous consumption is the spending of money 
on and the acquiring of luxury goods and services to 
publicly display economic power-of the income or of 
the accumulated wealth of the buyer. To the 
conspicuous consumer, such a public display 
of discretionary economic power is a means of either 
attaining or maintaining a given social status. 
In the 19th century, the term conspicuous 
consumption was introduced by 
the economist and sociologist Thorstein 
Veblen (1857–1929), in the book The Theory of the 
Leisure Class: An Economic Study in the 
Evolution of Institutions (1899), to describe the 
behavioural characteristics of the nouveau riche (new 
rich) social class who emerged as a result of capital 
accumulation during the Second Industrial 
Revolution (c. 1860–1914). In that 19th-century 
social and historical context, the term "conspicuous 
consumption" was narrowly applied to describe the 
men, women, and families of the upper class who 
applied their great wealth as a means of publicly 
manifesting their social power and prestige, either 
real or perceived. 
Veblen (1918) was the first to report and analyze the 
visible display of wealth, referring to this tendency as 
“Conspicuous Consumption”. He defined 
conspicuous consumption as a “lavish” spending on 
goods and services that are acquired mainly for the 
purpose of displaying income or wealth. Also, in the 
mind of a conspicuous consumer, such displays serve 
as a means of attaining or maintaining social status. 
In the theory of leisure class, Thorsten Veblen(1899) 
coined the phrase ‘Consumption Consumption’ to 
designate the act of purchasing certain goods and 
services not in order to survive but to identify oneself 
to others as having superior wealth and social 
standing. 
Conspicuous Consumption generally refers to the 
consumption of luxury items (eg. jewellery, 
automobiles, Designer clothes, hand-bags, watches, 
perfumes etc.) targeted toward upmarket (i.e., 

upscale) and specific segments of consumers (e.g. 
those with high incomes); Schiffman and Kanuk 2004 
However, more recently, conspicuous consumption 
has been seen in unusual territories. For instance, it 
has been observed among consumers with limited 
financial resources (Frank 1999).  
This global trend is particularly observed in emerging 
countries (eg. Brazil, India, China etc.) where the 
luxury market growth rate ranges from 20% to 35%, 
boosted by affluent customers and social status 
seekers who purchase luxury brands (Krauss 2008). 
Growing consumers’ interest in luxury products may 
partially be explained by their intent to display wealth 
and social status and enhance the self-concept 
through the consumption of branded items. 
 
II. REVIEW OF LITERATURE 
 
Aastha V. Vohra (2016), explained that various 
authors have implicitly or explicitly defined 
materialism, impulse buying and conspicuous 
consumption as behavioural traits; such as 
demographics, globalization, family structure, store 
environment, usage of credit cards, fashion, social 
status, Artistic stimuli, culture, reference groups etc.  
Findings show that the important common factors 
that collectively affect all the three traits in a 
consumer are globalization, consumer demographics 
and culture.  
P.S.Chacko, Hareesh N.Ramanathan (2015), 
examines the extent of materialism and conspicuous 
consumption in a consumption based economy like 
Kerala. This study explores the comparative 
prominence of the sub-traits of materialism. Results 
of the survey showed that though materialism was 
high among respondents, conspicuous consumption 
was just above average. The study also showed that 
possessiveness was the major materialistic trait that 
was found prominent among consumers followed by 
non-generosity and envy. 
Nizar Souiden, Bouthaina M’Saad, Frank 
Pons(2011), attempts to demonstrate the purchase of 
branded fashion accessories which  is motivated by 
consumers’ desire to reflect their social status, convey 
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their self-image, and boost their self-esteem and 
examine the cross-culture effect of conspicuous 
consumption of branded fashion accessories. Results 
of this study show that consumer’s conspicuous 
consumption in both cultures (Canada and Tunisia) is 
directly and positively influenced by social status 
display. Also, in both cultures, consumers believe that 
their social status may affect their self-image, which, 
in turn, stimulates them to exhibit conspicuous 
behaviour. Conspicuous consumption however is 
found to be higher in individualist cultures than in 
collectivist ones. Additionally, in collectivist cultures, 
social status is found to play a significant role in 
influencing consumers’ self-esteem. 
Himadri Roy Chaudhuri, S. Mazumdar, A. Ghosal 
(2011), states that conspicuous consumption is a 
deliberate engagement in symbolic and visible 
purchase, possession and usage of products and 
services imbued with scarce economic and cultural 
capital with the motivation to communicate a 
distinctive self-image to others. Conspicuous 
consumption can be regarded as an inmate trait level, 
individualistic variable that motivates consumer to 
engage in visible forms of consumption in order to 
exhibit their uniqueness, as expressed through 
product selection and usage. 
John and Brady (2011) in their study examines how 
ethnocentric tendencies and conspicuousness of 
foreign products influence consumer preferences in 
the context of imports from South Africa, the most 
developed SADC State, into Mozambique, the least 
developed SADC State. The survey involved 273 
representatives of different ethnic groups. Structure 
equation modelling was employed to test the model 
and hypothesis. The paper suggests that the outcome 
of consumer dilemma between ethnocentric 
consumption of domestic products on the one hand, 
and conspicuous consumption of foreign products on 
the other depends upon the consumption mode of 
products- whether products are publically or privately 
consumed. 
Gupta (2009) concluded in his study that 
consumption behaviour of the Indian consumers 
should be understood in the light of specific cultural 
context in which it takes place because Asian culture 
is based on the interpersonal construal of self. Asian 
value group goals more highly and there are cultural 
factors underlying luxury consumption. While 
conspicuous consumption may be global, the 
perception of its desirability and its motivation seems 
to be founded on cultural values.  
Paurav Shukla, Ekta Shukla, Sangeeta Sharma 
(2008), addresses the issue of conspicuous 
consumption among the British and Indian 
consumers, focusing on the psychological and brand 
antecedents, using the context of alcoholic beverages 
while employing a cross-sectional, survey-based 
methodology. The findings suggest that in both 
countries psychological and brand antecedents are of 
crucial importance among consumers in influencing 

their conspicuous consumption. The findings provide 
marketers an opportunity to engage with consumers 
by coupling the right mix of standardization and 
customization. It was observed that British consumers 
focused on their actual self-concept in comparison to 
the Indian consumers who focus on others self-
concept while consuming conspicuous brands. The 
study provides interesting implications for marketers 
regarding how to develop and manage meaningful 
engagement with customers in cross-national context. 
Shukla Paurav (2008) conducts the study to address 
the issue of conspicuous consumption among middle 
age consumers (40-60), focusing on the psychological 
and beans antecedents, using the context of 
automobile buying behaviour. Author initially 
examined the extent of positive relationships between 
psychological and brand antecedents with 
conspicuous consumption among the middle-aged 
consumers. Significant relationships were discovered.  
Chaudhari & Majumdar (2006), stipulate the meaning 
of the word conspicuous conveys a variety of 
lexicographic entries including “eye-catching” and 
“prominent”. They add that in the context of 
consumption, the word acquires a significantly 
different connotation that indicates consumers’ 
“wasteful and lavish consumption” in order to 
enhance their social prestige. 
Chaudhari & Majumdar (2006), explained 
conspicuous consumption in India is defined by the 
English-speaking Indian middle class who are in a 
transitional phase and actively adopt a new product 
which enhance their personality, but is different from 
what is being practised by the rich and wealthy. 
Schiffman & Kanuk (2004) define conspicuous 
products and classify them in two groups: a visually 
conspicuous product (i.e. a product that can be easily 
noticed such as luxury and novelty items) and a 
verbally conspicuous product (i.e. a product that is 
highly interesting and can be easily described to 
others). They also add that conspicuous products, 
which may reflect individuals’ social status, are those 
that are most likely to be purchased with a reference 
group in mind. 
According to Spero and Stone(2004), middle aged 
consumers possesses higher income, stable career and 
associated higher access to credit and debit which 
makes them a lucrative untapped segment in the area 
of conspicuous consumption. 
O’Cass and Mc Ewen (2004) explained that 
underlying characteristic of an individual decides 
their consumer behavior, for example, young status 
conscious consumers are more likely to be affected 
by interpersonal influence ; the clothes which they 
wear also tells about their status and group dynamics. 
Aron O’Cass, Himly Frost (2002), seeks the 
contribution to the status literature by examining four 
key brand associations in the context of status 
consumption and conspicuous consumption 
tendencies. The brand associations used for this 
research include: brand familiarity, brand symbolism, 
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brand-aroused feelings, self-image, and brand-image. 
This study also focuses on whether brands are 
identified as status brands and consequently used for 
status consumption and conspicuous consumption 
purposes. 
Fernando Jaramillo and Fabien Moizeau (2002), 
develops the idea that conspicuous consumption has 
an impact on social segmentation, i.e., on the partition 
of the society into communities. Agents are divided 
into different communities; they are competing in a 
signalling race in order to benefit from social 
interaction within a community. First, authors study 
the equilibria of this model defining the optimal 
strategies and the equilibrium partition that 
characterise pooling and separating equilibria. In a 
second step, as conspicuous consumption is a pure 
waste of money, they study a possible Pareto-
improving taxation policy. 
Podoshen and Andrzejewski (2002) states that 
consumer buys certain goods in the hope of being 
seen more favourable in social hierarchy. This leads 
to the use of conspicuous consumption in an attempt 
to find greater social status. 
Additionally, a clearer meaning provided by Trigg 
(2001) suggests that conspicuous consumption is 
behaviour whereby an individual can display wealth 
through extensive leisure activities and luxury 
expenditure on consumption and services. 
Longman American Dictionary (2000) defined 
conspicuous consumption as the act of buying lot of 
things especially expensive things that are not 
necessary, in a way that people notice. 
O’Cass (2000), states that fashion clothing not only 
forms an important part of everyday consumption 
decisions, but is implicitly a central component of 
almost all daily events, influencing what we eat, how 
we dress, how we talk, and even the very nature of 
our thinking processes. 
Eastman, Goldsmith & Flynn (1999), define 
conspicuous consumption as “motivational process 
by which individuals strive to improve their social 
status/ standing through conspicuous consumption of 
consumer products that confer or symbolize status for 
both the individuals and surrounding others”. 
Byrne (1999) highlights the perception that 
acquisition of material goods is one of the strongest 
measures of social success and status, indicating that 
people will be more likely to purchase and display 
goods than services to show off their success and 
status. 
Langer (1997), observed that brands create value for 
consumers through potential benefits of recognition 
of significant others, create positive feelings, aid-self-
expression, coupled with an overall feeling of having 
personal good taste in brand choice. Status brands in 
particular have higher perceived quality, luxury or 
prestige described to them and their consumption. 
The viewpoint is further substantiated by Wong 
(1997) who observes that with conspicuous 

consumption, product satisfaction is derived from 
audience reaction rather their utility in use. 
 
Bagwell & Bernheim (1996) explains that 
conspicuous consumption is undertaken or pursued in 
order to enhance one’s position in society, which can 
be achieved through signalling wealth, public 
demonstration and communicating affluence to 
others. “Veblen’s theory of conspicuous consumption 
is based on the premise that those who put wealth in 
evidence are rewarded with preferential treatment by 
social contacts. Whereby, Veblen effect depends 
upon a comparison of the desirability of signalling 
through Price, quantity or quality”. 
Jardine, L. (1996), states that conspicuous 
consumption and the related status consumption are 
as old as hills. Prehistoric war leaders had fancier 
swords and decorations, food and drink were 
employed to provide ostentations displays of a 
person’s wealth and influence and the best artisans-
painters, sculptors, designers were employed to show 
the powerful as just that powerful. 
Goldsmith, Flynn and Eastman (1996) stipulated that 
one of the most important forces influencing 
consumer behavior is their desire to seek social status 
from the acquisition of luxury goods. 
Moreover, Richins (1994) found that due to the 
consensual nature of public meanings related to 
conspicuous products, they influence the type of 
possessions people choose to communicate – aspects 
of themselves – to others 
 
Coleman (1983) gives a sociological explanation to 
conspicuous consumption and suggests that 
consumers tend to use conspicuous products in order 
to impress others and display their wealth. 
As observed by Underhill and Cadwell(1983) those 
consumers feel on an average 8 to 9 years younger 
than their actual age and so there is a difference 
between their chronological age and cognitive age as 
well as their spending habits. 
Duesenberry (1949) argued that an individual’s 
conspicuous consumption depends not only on the 
actual level of spending but also spending compared 
with that of others. He emphasized on the importance 
and the effects of an individual’s reference groups to 
their consumption patterns which has been supported 
by various researchers. (Easterlin, 1995; Congleton, 
1989; Rauscher, 1993). 
 
CONCLUSION 
 
This study undertakes the extended review of 
literature to deeply understand the term “Conspicuous 
Consumption”. The term was introduced by 
economist and sociologist Thorstein Veblen to 
designate the act of purchasing certain goods and 
services not in order to survive wealth and social 
standing. Abundant numbers of articles have been 
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reviewed to gain the familiarity towards the Concept 
Conspicuous Consumption.  
For further research purpose primary study can be 
done to know the relationship of Conspicuous 
consumption with other distinct variables. 
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