2016 6
32 3

Jun. 2016

’

: F713.55

(1

:2016-04-18

1987-

50

CONSUMER ECONOMICS Vol. 32 No.3
1 2 3
130117 2. 130012
130033
T A : 1007-5682(2016)03-0050-07

@, Hayakawa  Brown!"

[5-6]
-8
[9-10] _
N
Eastman 1999
12JZD028 12A7ZD021
1964—
N N 1986-



[15-16]
o

17
o

18]

«

)

o Hirsch

o 1985

Positional goods

[12]
o]

Hirsch

- Eastman

[13-14]
o

9-21]

Significant others ~

221

Frank

[23]

Eastman

€

Frank

[24]
o

[29]
o

Kilsheimer™

01988

28]

Eastman™

Grossman

[26]
o

Kim

Jang

Shapiro

51



0’ Cass o

McEwen
31
o
o
o N Y N N
[15]
[34]
o
o Eastman
o Truong = Eastman o
0’ Cass B Truong™
[33] o
1899 ;311
¢ ) 18]
o o
[e]
o
Flaunt wealth N
[13]
[e]
(e}
N N Chao  Schor™
o o
Bock 331
o
o
[32]
[e]
o
o
o
2
[36] [33 37]
o N
o Heaney SN N
[33]
3 Social comparison S

52



[40-41]
o

1 Dubois
Duquesne™
o Marcoux 9
o Clark
Goldsmith™
o
Role-relaxed o Wong
Ahuvia®™ Heath  Scott*.Shukla™" N
o Shukla™ N
[e]
Goldsmith [
(o]
N [e]
[33]
[e]
[50]
o
. 0’
Cass  Frost™ N
[e]
o Tian
B Trigg
2?1, Eastman
Eeastman™

Redding
[5310
Wong  Ahuvia
1, Shukla

]

|48]o

Tian  Belk

34, Ustiiner
[55]O

Holt

o Ozcan

53



Kocak

(2]
o Grotts
Millennial consumers
& Y
« 7 o O’ Cass
60, Kim
56,
o Nguyen N
Siok 571
[lZ]O N
Eastman Liu 1946-
1964 X 1965-1976 Y
1977-1987
[58]o Y
X
o Y
° Soloman
Y
o Shukla
. . [48]O

54

Johnson

Jang

Y

Y

27

159]
o

Eastman

o1



Eastman

Pettit

(1]

2]

(3]

[4]

(5]

o
o Eastman
[52]
Y Y (e}
[e]
[47]
o
o
1993 Eastman
o
- Sivanathan
[62]
[e]
o
o
[e]
[ ]

Dawson, S., Cavell, J.. Status Recognition in the 1980S: Invidious
Distinction Revisited[]J]. Advances in Consumer Research,1987, 14
(1):487-491.

Burn, SM.. Groups: Theory and Practice [M]. Toronto,Ontario:Record—
ing for the Blind and Dyslexic,2004.

Hayakawa, S.I.. Symbol, Status, and Personality[M]. NewYork Har—
court Brace & World, 1963.

Brown, D.E.. Human Universals[M]. Philadelphia: Temple Univer—
sity Press,1991.

Zahavi, A.. Mate Selection—A Selection for a Handicap[J].Journal
of Theoretical Biology,1975, 53(1): 205-214.

[6]

(7]

(8]

191

[10]

[11]

[12]

[13]

[14]

[15]

[16]

[17]

[18]

[19]

[20]

[21]

[22]

[23]

[24]

[25]

[26]

Miller, G.. The Mating Mind: How Sexual Choice Shaped the Evo—
lution of Human Nature[M]. New York:Random House LLC,2011.
Frank, R.H.. Luxury Fever: Weighing the Cost of Excess [M].
Princeton:Princeton University Press,2010.
Veblen, T.. The Theory of the Leisure Class
Kelley Bookseller,1899.

Corneo, G., Jeanne, O.. On Relative Wealth Effects and the Opti—
mality of Growth([]]. Economics Letters,1997, 54(1): 87-92.
Futagami, K., Shibata, A.. Keeping One Step Ahead of the Joneses:

[M]. New York:AM

Status, the Distribution of Wealth, and Long Run Growth[J]. Journal of
Economic Behavior & Organization,1998, 36(1): 109-126.

Barkow, J.H.. Darwin, Sex, and Status: Biological Approaches to
Mind and Culture [M].Toronto:University of Toronto Press,1989.
Eastman, J.K., Goldsmith, R.E., Flynn, L.R.. Status Consumption
in Consumer Behavior: Scale Development and Validation[J]. Jour—
nal of Marketing Theory and Practice,1999, 7(3):41-52.

Mason, R.. Conspicuous Consumption: A Literature Review[]]. Eu—
ropean Journal of Marketing, 1984, 18(3): 26-39.

Mason, RS.. Conspicuous Consumption: A Study of Exceptional Con—
sumer Behaviou{M]. Manchester:University of Salford Press,1980.

0° Cass,A., Frost, H.. Status Brands: Examining the Effects of
Non-Product-Related Brand Associations On Status and Conspic—
uous Consumption [J]. Journal of Product and Brand Management,
2002, 11(2): 67-88.

Vigneron, F., Johnson, L.W.. A Review and a Conceptual Frame—
work of Prestige—Seeking Consumer Behavior[J]. Academy of Mar—
keting Science Review,1999, 1(1): 1-15.

Gabriel, Y., Lang, T.. The Unmanageable Consumer [M]. London:Sage
Publications,2006.

Goldsmith, R.E., Flynn, L.R., Eastman, J.K.. Status Consumption
and Fashion Behaviour: An Exploratory Study[A] in Proceedings of
the Association of Marketing Theory and Practice D L. Moore, ed.,
G A. Stateshoro. Association of Marketing Theoryand Practice[C].
GA Statesboro,1996.

Bell. S.S., Holbrook, M.B., Solomon, M.R.. Combining Esthetic and
Social Value to Explain Preferences for Product Styles with the In—
corporation of Personality and Ensemble Effects[]J]. Journal of So—
cial Behavior and Personality,1991,6(6):243-274.
McCracken, G.. Culture and Consumption: A Theoretical Account
of the Structure and Movement of the Cultural Meaning of Con-—
sumer Goods[J]. Journal of Consumer Research,1986,11: 71-84.
O°Shaughnessy, J.. Explaining Buyer Behavior: Central Concepts
and Philosophy of Science Issues|M]. Oxford:Oxford University Press,
1992.

Hirsch, F.. Social Limits to Growth, 1976[M]. Boston:Harvard Uni-
versity Press,1977.

Frank, R.H.. The Demand for Unobservable and Other Nonpositional
Goods|J]. The American Economic Review,1985a,75(1): 101-116.
Grossman, G.M., Shapiro, C.. Foreign Counterfeiting of Status
Goods[J]. The Quarterly Journal of Economics,1988,103(1):79-100.
Kuksov D, Ying X. Competition in a Status Goods Market [J]. Jour
nal of Marketing Research,2012, 49(5): 609-623.

Ozcan, Y.Z., Ko?ak, A.. Research Note: A Need Or a Status Sym—
bol? Use of Cellular Telephones in Turkey[J]. European Journal of

55



(27]

(28]

[31]

(32]

[33]

[34]

[35]

[36]

[38]

[39]

[40]

[41]

Communication,2003, 18(2): 241-254.

Kim, D., Shawn Jang, S.. Motivational Drivers for Status Con-—
sumption: A Study of Generation Y Consumers [J]. International
Journal of Hospitality Management,2014, 38(4): 39-47.

Chao, A., Schor, J.B.. Empirical Tests of Status Consumption: Evi—
dence From Women’s Cosmetics[J]. Journal of Economic Psycholo—
2y,1998, 19(1): 107-131.

Trigg, A.B.. Veblen, Bourdieu, and Conspicuous Consumption[J].
Journal of Economic Issues,2001,35(1): 99-115.

Kilsheimer, J.C.. Status Consumption: The Development and Im-—
plications of a Scale Measuring the Motivation to Consume for Sta—
tus[D]. Tallahassee:Florida State University,1993.

O’Cass, A., McEwen, H.. Exploring Consumer Status and Conspicuous
Consumption|J]. Journal of Consumer Behaviour,2004, 4(1): 25-39.
Truong, Y., Simmons, G., McColl, R., Kitchen, PJ.. Status and Conspic—
uousness —are They Related? Strategic Marketing Implications for
Luxury BrandqJ]. Journal of Strategic Marketing2008, 16(3): 189-203.
Heaney, J., Goldsmith, R.E., Jusoh, W.J.W.. Status Consumption
Among Malaysian Consumers: Exploring its Relationships with
Materialism and Attention—To—Social—Comparison—Information [J].
Journal of International Consumer Marketing,2005, 17(4): 83-98.
Van Kempen, L.. Fooling the Eye of the Beholder: Deceptive Sta—
tus Signalling Among the Poor in Developing Countries|J]. Journal
of International Development,2003, 15(2): 157-177.

Bock, D.E., Eastman, J.K., McKay, B.. The Impact of Economic
Perceptions On Status Consumption: An Exploratory Study of the
Moderating Role of Education [J]. Journal of Consumer Marketing,
2014, 31(2): 111-117.

Marcoux, J., Filiatrault, P., Cheron, E.. The Attitudes Underlying
Preferences of Young Urban Educated Polish Consumers Towards
Products Made in Western Countries [J]. Journal of International
Consumer Marketing,1997, 9(4): 5-29.

Eastman, J.K., Fredenberger, B., Campbell, D., Calvert, S.. The Rela—
tionship Between Status Consumption and Materialism: A Cross —
Cultural Comparison of Chinese, Mexican, and American Students|J].
Journal of Marketing Theory and Practice,1997, 5(1): 52-66.

Solomon, M.R.. The Role of Products as Social Stimuli: A Symbol -
ic Interactionism Perspective [J]. Journal of Consumer research,
1983,10(3): 319-329.

Roberts, J.. Consuming in a Consumer Culture: College Students,
Materialism, Status Consumption, and Compulsive Buying[J]. Mar—
keting Management Journal,2000, 10(2): 76-91.

Amaldoss. W., Jain, S.. Conspicuous Consumption and Sophisti—
cated Thinking[J]. Management Science,2005, 51(10): 1449-1466.
Han, Y.J., Nunes, J., Dréze, X.. First Impressions: Status Signaling
Using Brand Prominence[R]. Marshall School of Business Working
Paper No. MKT,2008: 15-09.

Engel, J.F., Blackwell, R.D., Miniard, P.W.. Consumer Behaviour,
7th ed[M]. Fort Worth:TX Dryden, 1993.

Dubois, B., Duquesne, P.. The Market for Luxury Goods: Income
Versus Culture|J]. European Journal of Marketing,1993, 27(1): 35-44.
Clark, R.A., Zboja, J.J., Goldsmith, R.E.. Status Consumption and
Role —Relaxed Consumption: A Tale of Two Retail Consumers|J].
Journal of Retailing and Consumer Services, 2007, 14(1): 45-59.

56

[45]

[46]

[47]

[48]

[49]

[50]

[51]

[52]

[53]

[54]

[55]

[56]

[57]

[58]

[59]

[60]

[61]

[62]

Wong, N.Y., Ahuvia, A.C.. Personal Taste and Family Face: Luxu—
ry Consumption in Confucian and Western Societies|J]. Psychology
and Marketing,1998, 15(5): 423-441.

Heath, A.P., Scott, D.. The Self—Concept and Image Congruence
Hypothesis: An Empirical Evaluation in the Motor Vehicle Market[J].
European Journal of Marketing, 1998, 32(11/12): 1110-1123.
Shukla, P.. Conspicuous Consumption Among Middle Age Con-—
sumers: Psychological and Brand Antecedents [J]. Journal of Prod—
uct and Brand Management,2008, 17(1): 25-36.

Shukla, P.. Status Consumption in Cross—National Context: Socio—
Psychological, Brand and Situational Antecedents [J]. International
Marketing Review,2010, 27(1): 108-129.

Goldsmith, R.E., Flynn, L.R., Kim, D.. Status Consumption and
Price Sensitivity[J]. The Journal of Marketing Theory and Practice,
2010, 18(4): 323-338.

Leigh, J.H., Gabel, T.G.. Symbolic Interactionism: Its Effects On
Consumer Behaviour and Implications for Marketing Strategy [J].
Journal of Services Marketing,1992, 6(3): 5-16.

Tian, K.T., Bearden, W.0., Hunter, G.L.. Consumers’ Need for U-
niqueness: Scale Development and Validation [J]. Journal of Con—
sumer Research,2001, 28(1): 50-66.

Eastman, J.K., Eastman, K.L.. Perceptions of Status Consumption
and the Economy[J]. Journal of Business and Economics Research,
2011, 9(7): 9-20.

Redding, S.G.. The Spirit of Chinese Capitalism [M]. Walter de
Gruyter, 1990.

Tian, K., Belk, R.W.. Extended Self and Possessions in the Work —
place[]]. Journal of Consumer Research,2005, 32(2): 297-310.
Ustiiner, T., Holt, D.B.. Toward a Theory of Status Consumption in
Less Industrialized Countries [J]. Journal of Consumer Research,
2010, 37(1): 37-56.

07 Cass, A., Lee, W.]., Siahtiri, V.. Can Islam and Status Consumption
Live Together in the House of Fashion Clothing?[J]. Journal of Fash—
ion Marketing and Management,2013, 17(4): 440-459.

Nguyen, T.T.M., Siok, K.T.. Antecedents and Consequences of
Status Consumption Among Urban Vietnamese Consumers [J]. Orga—
nizations and Markets in Emerging Economies,2011, 2(1): 75-98.

Eastman, J.K., Liu, J.. The Impact of Generational Cohorts On
Status Consumption: An Exploratory Look at Generational Cohort
and Demographics On Status Consumption[J]. Journal of Consumer
Marketing,2012, 29(2): 93-102.

Grotts, A.S., Johnson, T.W.. Millennial Consumers’Status Con—
sumption of Handbags [J]. Journal of Fashion Marketing and Man—
agement,2013, 17(3): 280-293.

Eastman, J.K., Iyer, R., Liao—-Troth, S., Williams, D. F., Griffin,
M.. The Role of Involvement on Millennials” Mobile Technology
Behaviors: The Moderating Impact of Status Consumption, Innova—
tion, and Opinion Leadership [J]. The Journal of Marketing Theory
and Practice,2014, 22(4): 455-470.

Solomon, M.R.. Consumer Behaviour: A European Perspective[M].
New Jersey: Pearson Education,2006.

Sivanathan, N., Pettit, N.C.. Protecting the Self through Consump—
tion: Status Goods as Affirmational Commodities [J].Journal of Ex—

perimental Social Psychology,2010, 46(3): 564-570.



