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Abstract - A human being has unlimited wants and desires. All the wants are insatiable but any particular want can be 
satisfied to an extent. Consumerism and Humanism are the two sides of the same coin of an individual behaviour where the 
‘person’ and the ‘behaviour’ entity is common but he tends to behave differently in different situations. Nevertheless in both 
the cases, the ultimate objective is to attain the state of Happiness and sustain this happiness for long. As a consumer, he 
obtains happiness when he thinks that the utility derived from the consumption of a commodity is equal to the price he paid 
for a commodity as explained by ‘Marshallian Cardinal Utility approach to demand analysis theory’. The more he consumes 
the same commodity at the same time given his income and other options, the marginal utility derived shows diminishing 
returns followed by zero and then negative returns.  On the other hand a human being shows irrational behaviour when his 
wants are unlimited and his resources to fulfil it limited. He derives happiness when he has worked to an extent of earning 
enough money.  The money earned in his life time is good enough to take care of all his reasonable wants and some luxuries. 
With the passage of time when his income increases to take care of his demands of goods, his happiness quotient increases at 
an increasing rate and then finally comes a stage when it becomes saturated i.e the further increase in the financial wealth of 
reasonable man does not change his happiness index and later on it diminishes with the increase in money because of 
associated stress and worries. This is termed as ‘Hedonic Treadmill theory’. Both the theories are related with human 
behaviour in the two different contexts, one pertains to materialistic aspect and another to spiritual or peaceful insight of 
human being. At last, peace overrides all aspects of life without any ambiguity, but the development of understanding take 
years to understand. 
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I. INTRODUCTION 
 
Behaviour is defined as the manner of conducting 
oneself in response to the outside stimulus. An 
individual is a human and also a consumer, showing 
different behavioural pattern in different situations. 
The consumer behaviour/ consumerism pops up when 
he is out in a market to buy a product. The main 
objective underlying the consumer’s choice making 
behaviour of what to consume lies in the 
‘maximization of Utility’ at the best price .Whether 
the commodity in question is local made or branded. 
It may be in lacs or in a few rupees , the individual 
behaves like a consumer by negotiating  with the 
seller as he has a mindset that the seller charges high 
margins whenever the selling price is quoted by him. 
In Indian context, negotiating with the seller for the 
best price seems to be a bona fide right. The more 
powerful is the negotiation to arrive at the best selling 
price of a good, the more happiness it renders to the 
buyer. Also he browses innumerable available 
websites to compare the price of the same brand of a 
commodity in order to maximize the utility.  
 
In economic theory, the Consumer behaviour refers to 
how a consumer decides  
(a)  what to consume and  
(b)  how much to consume  
 
so that his/her total utility can be maximised given his 
/her income and options. 
According to Cardinal Utility approach to the 
analysis of consumer demand given by Marshall; 

‘utility is measured cardinally’.  In economic   
terminology utility is described as a psychological 
phenomenon; it is feeling of satisfaction, happiness, 
pleasure, wellbeing derived on the consumption of 
the commodity by the consumer. In other words 
utility is the want satisfying power of a commodity. 
The happiness or the satisfaction derived from the 
consumption of a commodity is measurable in 
cardinal numbers like 1, 2, 3,4 and so on. 
The decision pertaining to the choice of consuming a 
commodity lies in the axiom of ‘Utility 
maximization’ or to put it differently we can say 
‘maximization of Happiness ’. 
And the other second important decision of the 
consumer on how much the commodity is to be 
bought is regulated by the Law of Diminishing 
Marginal Utility.  
 Marshall’s Cardinal utility analysis of the consumer 
behaviour is governed by the Law of Diminishing 
Marginal Utility which helps the consumer in 
deciding the amount of commodity to be purchased. 
It is a relationship between the quantity consumed 
and the utility derived from each successive unit 
consumed. 
The basic nature of human beings is that they have 
unlimited wants which are insatiable in nature. 
However a particular want or desire is satiable.  
Further, the intensity of satisfying that specific want 
starts diminishing as the consumer starts consuming 
more and more units of the same commodity. With 
the consumption of each successive unit of a similar 
commodity, the additional utility derived in the 
process keeps on decreasing (provided the 
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consumption of all other goods remains constant). 
This finds its basis on the fact that the satisfaction or 
the utility derived from the commodity depends upon 
the urgency or the dire intensity of that thing at that 

particular time. As more and more units of that 
commodity are consumed the need gets satisfied and 
eventually the urge or the intensity to consume it 
diminishes.

 

  
The diagram above explains the concept of total and 
diminishing marginal utility.  Assume the consumer 
to be very thirsty. On the consumption of first glass 
of water he derives 40 utils of satisfaction. 
(Measurement unit of utility is expressed in utils). 
The satisfaction derived here is maximum as the 
intensity of thirst is at its peak.   On the consumption 
of second glass of water the total utility derived is 70 
utils which is on a rise but at a diminishing rate, 
meaning thereby that the marginal utility  decreases 
with consumption.  In order to quench his thirst he 
keeps consuming water (Total utility is increasing) 
till the time he is totally satisfied as seen here it 
happens with the intake of fifth glass of water (Total 
utility is maximum or the highest and Marginal utility 
is zero).  And soon after the consumption of sixth 
glass of water leads to negative utility as it causes 
discomfort, stomach ache, etc 
 
But as far as Human behavioural  theory is concerned 
the moot point of deriving happiness, which is the 
birth right and the ultimate goal of life with reference 
to Hedonic Treadmill concept is more applicable and 
acceptable and thus should override the consumer 
behavioural pattern in life.   Assume a consumer feels 
that buying an expensive watch will give him great 
happiness. Well, he goes ahead with the purchase. 
Certainly he enjoys wearing it. But the happiness 
derived from the possession of that expensive, fancy 

watch is short lived may be for a week or so. The 
pleasure of carrying it fades away with time. This 
phenomenon is termed as HEDONIC  
ADAPTATION  by the Psychologists. Before long, 
the charm, the happiness that one derived from 
wearing it the first fortnight will no longer will be the 
same, it will blend into his surroundings and no 
sooner his mind will fixate on some other commodity 
that will be presumed to make him happy. For 
example he will not think of buying a higher model of 
a car that will make him happier. 
 
This is commonly referred to as HEDONIC 
TREADMILL; a cycle that tends to repeats itself. The 
happiness that the consumer was trying to seek by the 
mere acquisition of the pleasurable things is no longer 
sustainable. In no less time the amount of utils or 
satisfaction that it had added initially diminishes. And 
the urge to possess something else crops up that he 
perceives will render him happy. And thus the cycle 
goes on. 
The Hedonic Treadmill beautifully elaborates the 
state of mind of the wealthy people. With time as 
they acquire more wealth, fame, status the seeking 
urge to hoard more of it also increases as the human 
mind is not able to contain the happy state for long 
until it fixes its mind on something else. It is 
surprising to know that why the successful people are 
not happy with their lives after they have worked 
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very hard, sacrificed, invested and pushed themselves 
every bit every day to reach to the top to land 
themselves in the state of restlessness and 
despondency. 
However researches have shortlisted a few things that 
will contribute to the sustained level of our happiness; 
in a way that minimizes the Hedonic adaptation. One 
of them is - Work to the extent of making 
‘ENOUGH’ money. 
Undoubtedly money plays a vital role to accomplish 
Happiness but to a limited extent. A study conducted 
by Daniel Kahneman and Angus Deaton reported that 
there is a positive correlation between money and 
happiness but upto an annual income of 

approximately$75,000 USD per year, which 
represents an income in the top third of US 
households. This income level is quite achievable as 
the average household income in the study was 
$71,500. 
A reasonable person should  earn enough money to 
cover the necessities and a few luxuries. Beyond a 
certain level, he starts experiencing diminishing 
returns i.e. every $he earns will not provide him with 
the same amount of utility. Beyond the point of 
Diminishing Returns, the acquisition of more income 
does not add to ones happiness rather may add to his 
stress level. 

 

 
 
In our study, we have taken household per capita 
income variable on X axis which is an important 
indicator of living standard domain. It basically 
implies the household income  of an individual 
consumer. We have tried to formulate the relationship 
between this indicator and the happiness quotient 
/index of the individual. 
 
As per the diagram one can easily gauge that as the 
household per capita income of the consumer 
increases, his happiness quotient increases 
simultaneously but at more than proportionate level. 
This is because as already stated above that a 
consumer has unlimited want 
 
CONCLUSION 
 
Both the theories deal with the behavioural pattern. 
An individual is a consumer at one point of time in a 
day when he is buying and consuming goods, and the 
same person is a human being when he is not in a 
market environment. Consumer Behaviour is just   a 
momentary or a  transient phase while Human 
Behaviour is a phase which stays for maximum time 

so one should not allow consumer behaviour to 
override the human behaviour as wants cannot be 
filled in toto by anyone.  Hedonic Treadmill theory is 
more realistic and ideal. One should stick to 
humanism even at the time when he is acting as a 
consumer. He should refrain from assuming that the 
vendor will not charge profit and thus sustain his 
happiness quotient. Both the theories are related with 
human behaviour in the two different contexts, one 
pertains to  materialistic aspect and another to 
spiritual or peaceful insight of human being. At last, 
peace overrides all aspects of life without any 
ambiguity, but the development of understanding take 
years to understand. 
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