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Abstract

This study explores the perceptions of sustainability among consumers engaging in
conspicuous consumption in two distinct societies: Egypt and Italy. Drawing from literature’s
suggesting that environmental concern extends beyond Western societies, we investigate
whether conspicuous consumption correlates with a tendency towards green or sustainable
consumption in these contexts and whether attitudes towards sustainability and climate change
mediate or enhance this relationship. Additionally, we examine the correlation between
perceived inequality and conspicuous consumption across these societies, considering the
mediating role of status-seeking behaviors. Utilizing survey data, our study reveals significant
differences in consumer behaviors and perceptions between Egypt and Italy, with Egypt
exhibiting higher levels of perceived inequality, status-seeking, and conspicuous consumption
compared to Italy. Contrary to prevailing literature, we find no significant correlation between
perceived inequality and conspicuous consumption. We explored potential explanations,
including the use of a self-report survey and questions about perceived inequality. Furthermore,
we reveal significant positive associations between consumers' attitudes, intentions, and
reported purchase behavior towards green products, challenging previous findings and
emphasizing the importance of understanding and shaping positive attitudes and intentions
towards sustainability to drive actual adoption and consumption (Mostafa, 2007). Additionally,
we uncover positive correlations between perceived inequality and attitudes towards climate
change in both societies, highlighting the potential link between sensitivity to socioeconomic
disparities and environmental concerns. These findings have significant implications for
policymakers, businesses, and researchers aiming to promote sustainable consumption

practices and address climate change and inequality on a global scale.
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Introduction

Economic inequality manifests through uneven distribution of income and unequal
access to resources, such as health, employment, and public services, leading to widening
disparities among the richest, middle, and poorest segments of society (Van de Werthorst &
Salverda, 2012; Stiglitz, 2012). This inequality not only exacerbates social tensions but also
contributes to elevated crime rates, mortality, and declining social cohesion (Wilkinson &
Pickett, 2009; Sommet et al., 2018). Moreover, research indicates that income inequality
correlates with various societal, psychological, and economic indicators of diminished well-
being, implicating social status and its psychological and physiological ramifications (Kasser,
2002; Wilkinson & Pickett, 2018; Wilkinson & Pickett, 2010).

Particularly relevant to psychological perspective, the impact of economic inequality
extends beyond objective measures to include perceived disparities (Lembregts & Pandelaere,
2014; Nishi et al., 2015; Garcia-Sanchez et al., 2018). This perception influences decision-
making and consumer behavior, with psychological processes playing a significant role
(Walasek and Brown, 2015, 2016; Jetten & Peters, 2019). Relevant for this thesis, the
consequences of income inequality not only affect individual well-being but also sustainability,
as affluent societies exhibit higher carbon footprints due to increased consumption levels
(Gibson et al., 2011; Wilkinson & Pickett, 2022). Mounting carbon emissions, surpassing
critical thresholds, pose a grave threat to the environment, necessitating a shift towards more
sustainable consumption patterns (Hansen et al., 2013). Understanding the drivers of
consumption and identifying pathways towards sustainable solutions have become imperative
in mitigating environmental degradation and promoting societal well-being.

Inequality and status-seeking

In societies characterized by wider inequality gaps, emphasis is placed on income and
social status, leading to heightened social comparison, resource competition, and a stronger
drive to attain status (Bowles & Park, 2005; Wilkinson & Pickett, 2009; Corak, 2013). This
social stratification fosters greater social distance and promotes behaviors centered around
status-seeking, such as pursuing prestigious employment or acquiring symbols of social
standing (Rege, 2008; Hopkins & Kornienko, 2009; Bertrand & Morse, 2013; Bricker et al.,
2014; Walasek & Brown, 2015, 2016; Sanchez-Rodriguez et al., 2019).

Social status refers to an individual's relative position within a group in terms of
significant dimensions like resource possession, physical attractiveness, wealth, or knowledge
(Nelissen & Meijers, 2011). Status-seeking behavior involves endeavors aimed at enhancing

one's social standing by investing in resources to improve socioeconomic position (Walasek &



Brown, 2015, 2016). Recent studies have underscored the positive association between the
purchase of positional or high-value goods and objective economic inequality (Walasek and
Brown, 2015, 2016; Du et al., 2021). Positional goods, in this context, confer elevated social
status upon their possessors (Walasek et al., 2018). For instance, Walasek & Brown (2015)
demonstrated a correlation between greater income inequality in North American states and
increased online searches for status-related products like jewellery, luxury clothing, and
designer brands. Similarly, Du et al. (2021) found that heightened perceptions of inequality
prompted greater pursuit of positional goods in low-status conditions. These findings highlight
the interplay between economic inequality and consumption patterns, status-seeking behavior,
materialism, and spending habits (Bertrand & Morse, 2013; Charles & Lundy, 2013; Walasek
& Brown, 2015, 2016; Ryabov, 2016).
Status Consumption and Conspicuous Consumption

In the extant literature, status consumption and conspicuous consumption are often
treated as synonymous, yet they possess distinct characteristics. Status consumption, defined
as the pursuit of higher social standing by acquiring products that symbolize status, differs from
conspicuous consumption, which focuses more on the obvious display of wealth and social
position (Kilsheimer, 1993; O’Cass & McEwen, 2004). While previous studies have explored
links between conspicuous consumption and status goods, little attention has been paid to
understanding the relationship between status tendencies and conspicuous consumption
behaviors (Bernheim, 1994; Echikson, 1994; Ireland, 1992; Bourdieu, 1984).

Conspicuous consumption, associated with enhancing prestige through public
demonstrations of wealth, encompasses expenditures aimed at ego inflation and ostentatious
displays of affluence (Veblen, 1899; Mason, 1981). In contrast, status consumption revolves
around the desire to gain prestige through ownership of status-laden products, with less
emphasis on public demonstration (O’Cass & McEwen, 2004). Status consumption focuses on
acquiring symbols of high class and luxury, linked to social success and achievement, driven
by intrinsic motivations (Chan et al., 2015; Jaikumar & Sarin, 2015; Amatulli et al., 2018).
Conversely, conspicuous consumption involves purchasing goods to gain recognition in society
by flaunting wealth, influenced by extrinsic factors such as social comparison and approval-
seeking behavior (Veblen, 1899; Chaudhuri & Majumdar, 2006; O’Cass & McEwen, 2004).

While both concepts involve acquiring products signalling social position, status
consumption is driven by internal motivations and aims to signal status through luxury brands,
while conspicuous consumption responds to social comparison by openly displaying

possessions (O’Cass & McEwen, 2004). Thus, understanding the distinctions between these



constructs enhances comprehension of consumer behavior and motivations in relation to social
status and wealth display (Mazzocco et al., 2012).
Materialism and Consumption

Consumption of status goods is often supported by attitudes and beliefs emphasizing
materialism, where individuals prioritize material possessions as markers of social success
(Kasser & Kanner, 2004). Materialism, as defined by Richins & Dawson (1992), revolves
around the centrality of material acquisition in individuals' lives, viewing possessions as crucial
to their happiness and personal success. Highly materialistic individuals tend to gauge success,
both their own and others', based on the quantity and quality of possessions owned (Richins &
Dawson, 1992). This value system influences consumption preferences, with materialistic
individuals often prioritizing products that signify status (Wang & Wallendorf, 2006).
Additionally, they attribute utilitarian functions to their possessions, viewing them as sources
of security, happiness, and recognition (Kim et al., 2017).

However, high levels of materialism can lead to adverse individual and societal
outcomes, including reduced personal well-being (Kasser & Kanner, 2004; Wang et al., 2020)
and increased consumerism, which poses environmental concerns (Hurst et al., 2013). These
consequences underscore the complex interplay between materialistic values, consumption
behaviors, and their broader societal implications.

Materialistic orientations have been linked to lower life satisfaction and diminished
well-being, potentially leading to compensatory and overconsumption tendencies (Sukhdev &
Shallu, 2013). Moreover, materialistic values may hinder pro-social and public-welfare
behaviors, reducing engagement in sustainable practices (Kasser & Sheldon, 2000; Good,
2007; Kilbourne & Pickett, 2008; Podoshen & Andrzejewski, 2012; Sukhdev & Shallu, 2013).

Conversely, sustainable consumption is associated with self-transcendence and
collective-oriented values, emphasizing selflessness, concern for public welfare, and
interconnectedness (Pepper et al., 2009; Segal & Podoshen, 2013; Sevgili & Cesur, 2014).
Research suggests a negative relationship between materialism and sustainable consumption,
indicating that materialistic tendencies may impede environmentally responsible behavior
(Kilbourne & Pickett, 2008; Bakirtas et al., 2014; Bergman et al., 2014; Ku & Zaroff, 2014).
Overall, materialism and conspicuous motives are perceived as obstacles to achieving
sustainable consumption and a sustainable society.

Recent academic research has increasingly focused on status as a driver of sustainable
consumption (Griskevicius et al., 2010; Dastrup et al., 2012; Zabkar & Hosta, 2013; Sexton &
Sexton, 2014; Brooks & Wilson, 2015; Van der Wal et al., 2016). Sustainable products,
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although often more expensive or lower in quality compared to conventional alternatives, allow
consumers to signal their willingness to bear additional costs for the benefit of nature and
society (Griskevicius et al., 2010). Addressing consumer status motives can potentially
promote their preference for greener products (Griskevicius et al., 2010), a concept termed
"conspicuous conservation" (Sexton & Sexton, 2014). However, positive effects of status
motives on sustainable consumption may be contingent on factors such as product visibility
and perceived costs. Visible, high-cost ecological products are more likely to enhance social
status than less visible, cost-saving consumption-reducing behaviors (Griskevicius et al., 2010;
Brooks & Wilson, 2015). Therefore, while conspicuous motives can drive sustainable
consumption under specific conditions, such as when visibility and costliness align, they may
not always lead to environmentally friendly behaviors.
Overview of the study

Contrary to an often-used argument that environmental concern is a post-material value
that tends to be evident in western societies only, consumers in developing countries are also
concerned about environmental or social issues and are increasingly willing to pay additional
money for sustainable products (Auger et al., 2010; Mohamed et al., 2012; Guarin &
Knorringa, 2014; Shaban & El-Bassiouny, 2017).

Our research aims to delve into the perception of sustainability among consumers
engaging in conspicuous consumption in two distinct societies: Egypt and Italy. Specifically,
we seek to understand whether being a conspicuous consumer correlates with a tendency
towards green or sustainable consumption in these contexts. In this year’s Climate Change
Performance Index CCPI, Italy is ranked 44th, while Egypt dropped two places to 22nd,
positioning it among the medium-performing countries (Burck et al., 2023). Egypt and Italy
present intriguing cases for comparison due to their diverse cultural and religious contexts.
Egypt, predominantly Muslim, often emphasizes modesty and communal values, potentially
influencing consumption habits. In contrast, Italy, with its predominantly Catholic population,
may have different attitudes towards consumption, influenced by its rich cultural heritage.
Exploring these differences and similarities can provide valuable insights into how cultural and
religious factors shape consumer behavior and sustainability attitudes in different societal
contexts. Moreover, we aim to investigate whether attitudes towards sustainability and climate
change moderate or enhance this relationship, as illustrated in Figure 1. Additionally, we plan
to revisit the established correlation between perceived inequality and conspicuous
consumption (Bricker et al., 2014; Walasek & Brown, 2015, 2016; Velandia-Morales et al.,

2022), comparing the findings across the two societies. We will also examine whether status-
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seeking behaviors mediate this connection, drawing from the work of Velandia-Morales et al.
(2022), as depicted in Figure 1. Studying the Egyptian and Italian markets offers a compelling
opportunity for comparison, particularly in the context of the relationship between income
inequality and conspicuous consumption. Given that much of the empirical research in this area
has predominantly focused on developed economies (as highlighted by Charles et al., 2009;
Ordabayeva & Chandon 2011), examining these two distinct societies provides a unique
perspective.

Our study aims to replicate and extend these results to Egypt and Italy, determining if
similar patterns emerge in these cultural contexts. In summary, our study aims to shed light on
the intricate dynamics between conspicuous consumption, sustainability attitudes, perceived
inequality, and status-seeking behaviors, comparing these dynamics across different cultural

contexts.

Attitudes Towards
Climate Change

Perceived Inequalit Conspicuous Sustainable
qualty Consumption Consumption

Status-seeking

Figure 1: Theoretical Framework

Methods

Participants

Participants in our study were drawn from the university community, including
undergraduates, postgraduates, professors, and faculty members. In Egypt, the sample
comprised 350 participants, including 184 females, with a mean age of 24.79 years (SD = 7).
Similarly, in Italy, the sample consisted of 326 participants, including 235 females, with a mean
age of 24.13 years (SD = 6.66). To determine sample size, we conducted a sensitivity power
analysis for a bivariate correlation of a sample of 350 and 326 participants. This sample size
allows us to detect an effect size as small as .17 with a power of .90 (and an alpha level set at

05).
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Procedures and Measures

We developed an online survey on the Qualtrics platform and distributed it through
social networks using Facebook and WhatsApp groups comprising students from various
classes and departments at the Arab Academy for Science, Technology, and Maritime
Transport in Alexandria, Egypt. In Italy, participants were gathered from the University of
Padua. The distribution message included basic information about the survey and a link for
access. The survey was identical for both samples, with only the country name adjusted in the
items to reflect the respective location. Each item was translated into Arabic and Italian, while
also displaying the English version. All constructs in the study were measured using various
items on five-point Likert-type scales (1 = completely disagree; 5 = completely agree).
Attitudes are best measured using multiple measures, and environmental issues are typically
measured through several items rather than single-item questions (Gill, Lawrence, & Taylor,
1986). All items are based on scales that have been previously validated. The survey was
divided into seven sections as follows.
Perceived Inequality

Perceived inequality was measured using two items from the Attributions for Cross-
Country Inequality Scale (ACIS) (Vezzoli et al., 2024). Participants were asked to respond to
the following statements: "Overall, how much do you think is the wealth gap between the
poorest and richest people in Egypt/Italy?" and "Actual economic differences between rich and
poor people in Egypt/Italy are too large". ACIS was chosen for its validity in assessing causal
attribution for cross-national inequality and its reliability across countries, having been
validated in Italy, the UK, and South Africa. Additionally, one item from the ACIS scale was
used to measure status perception, specifically: "To which of the following social classes would
you say your own family belongs?".
Status Seeking

We employed the Kilsheimer Status Scale (Kilsheimer, 1993), consisting of five items,
such as "I would buy a product solely for its status" and "I would pay a premium for a product
if it conveyed status" to examine status-seeking behaviors. This scale, also utilized in a recent
study by Velandia-Morales et al. (2022) on the relationship between perceived inequality and
conspicuous consumption, demonstrated its relevance in delineating the mediating role of
status seeking.
Conspicuous Consumption

Utilizing the Social Consumption Motivation Scale (Moschis, 1981), we gauged

conspicuous consumption tendencies, focusing specifically on the conspicuous dimension.
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This scale, featuring four items such as "Before making a purchase, it is essential to consider
what friends think of different brands or products" highlights the emphasis on social validation
in consumption decisions. Notably, this scale's relevance was underscored in the recent study
by Velandia-Morales et al. (2022), further validating its applicability.

Attitudes/Perception Towards Climate Change

To assess attitudes towards climate change, we employed the scale developed by
Christensen & Knezek (2014), comprising 10 items such as "I am concerned about global
climate change" and "I believe there is evidence of global climate change". This scale is divided
into two parts: one-part measures attitudes or beliefs towards climate change, while the other
part assesses intentions. For our study, we focused on using the part related to attitudes, which
captures individuals' beliefs and attitudes regarding climate change in straightforward
language. Its selection was influenced by its simplicity, originally tailored for middle school
students, ensuring accessibility and ease of comprehension. Additionally, for measuring
intentions related to green or sustainable purchase, we utilized another scale, Green Purchase
Intention Scale GPI, which will be mentioned below.

Green Purchase Attitudes Scale (GPA)

This scale was employed to gauge participants' attitudes toward green purchases,
consisting of three items: "I (1= dislike; 5= like) the idea of purchasing green", "Purchasing
green is a (1= bad; 5= good) idea", and "I have a/an (1= unfavorable; 5 = favorable) attitude
toward purchasing a green version of a product". This scale has been established as both valid
and reliable (Taylor & Todd, 1995). Previous research has utilized this scale, which employs
three statements coded by five-point semantic-differential scales, to operationalize the global
measure of attitudes toward green purchases (Chan, 2001). Furthermore, Mostafa (2007)
adapted this scale to Arabic and utilized it in a study in Egypt to investigate the Green
Consciousness of the Egyptian Consumer, underscoring its relevance and applicability across
different cultural contexts.

Green Purchase Intentions Scale (GPI)

Similarly, this scale was utilized to assess participants' intentions to engage in green
purchase behavior. This scale, comprising three items, includes the following statements:
"Over the next month, I will consider buying products because they are less polluting", " Over
the next one month, I will consider switching to other brands for ecological reasons" and "Over
the next one month, I plan to switch to a green version of a product". It was adapted from Ling-
Yee (1997) and has been previously used by Chan (2001) to study the intentions of Chinese

consumers regarding green purchases. Furthermore, Mostafa (2007) adapted this scale to
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Arabic, indicating its suitability for assessing purchase intentions across diverse cultural
backgrounds.
Green Purchase Acceptance Scale (AGP)

Finally, the construct of AGP was operationalized using a two-statement semantic
differential scale, which are: "I (1= never; 5= always) buy the products because they are less
polluting" and " I (1=never; 5= always) switch to other brands for ecological reasons". Adapted
from Chan and Lau’s (2000) study on the antecedents of green purchases in China, this scale
measures the actual green purchase behavior. Mostafa (2007) also adapted this scale to Arabic,
underscoring its utility in assessing green purchase acceptance in various cultural contexts.

Results
Reliability Analysis

The reliability analysis indicated satisfactory internal consistency for all measured
constructs. The Cronbach's alpha values were as follows: Status-seeking scale (a = 0.78),
Conspicuous consumption (a = 0.78), Attitudes towards climate change (a = 0.88), Green
Purchase Attitudes Scale (GPA) (a = 0.81), Green Purchase Intentions Scale (GPI) (a = 0.85),
and Green Purchase Acceptance Scale (AGP) (correlation between its two items » = 0.76).
Mean Comparison

Comparing the mean scores of each construct between Egypt and Italy revealed notable
differences as you can find in Table 1. In Egypt, Perceived Inequality (M =4.73, SD = 0.52)
was higher compared to Italy (M =4.09, SD = 0.72). Similarly, Egypt exhibited higher mean
scores for Status-seeking (M =2.84, SD = 0.58) and Conspicuous Consumption (M =2.89, SD
= 0.92) compared to Italy status-seeking: (M = 2.5, SD = 0.61); conspicuous consumption: (M
= 2.28, SD = 0.93). However, Italy demonstrated slightly higher mean scores for Attitudes
Towards Climate Change (Egypt: M = 4.3, SD = 0.66; Italy: M = 4.45, SD = 0.49). Green
Purchase Attitudes Scale (GPA) reflects individuals' underlying beliefs and attitudes towards
environmentally friendly products. In Egypt, respondents exhibited a mean score of 4.18 (SD
= 0.68), indicating a generally positive attitude towards green products. In Italy, the mean score
was slightly higher at 4.31 (SD = 0.58), suggesting a marginally stronger inclination towards
sustainability in purchasing behaviors among Italian consumers. Green Purchase Intentions
Scale (GPI) captures individuals' expressed intentions or willingness to engage in future
purchases of environmentally friendly products. In Egypt, the mean score on this scale was
3.72 (SD = 0.85), indicating a moderate intention towards green purchasing behavior.
Similarly, in Italy, the mean score was 3.65 (SD = 0.83), suggesting a comparable level of

intention to engage in sustainable consumption practices. Green Purchase Acceptance Scale
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(AGP) measures the actual adoption of green products by consumers, providing insights into
the tangible manifestation of sustainability attitudes and intentions. In Egypt, respondents
reported a mean score of 2.82 (SD = 1.02), indicating a moderate level of acceptance or
integration of green products into their purchasing habits. In contrast, Italian respondents had
a slightly lower mean score of 2.74 (SD = 0.92), suggesting a similar but marginally lower

level of actual adoption of green products compared to their Egyptian counterparts.

Egypt Italy
Parameters Mean Std. Dev. | Mean Std. Dev.
Perceived Inequality 4.73 0.52 4.09 0.72
Status-seeking 2.84 0.58 25 0.61
Conspicuous Consumption 2.89 0.92 2.28 0.93
Attitudes Towards Climate Change 4.3 0.66 4.45 0.49
Green Purchase Attitudes Scale (GPA) 4.18 0.68 4.31 0.58
Green Purchase Intentions Scale (GPI) 3.72 0.85 3.65 0.83
Green Purchase Acceptance Scale (AGP) 2.82 1.02 2.74 0.92

Table 1: Mean and Standard Deviation. Marked in bold means that emerged as different (p<.05) in the t-test
comparison.

T-test between Egypt and Italy

The t-test comparisons between Egypt and Italy further underscored the differences
between the two societies. Perceived inequality (¢ =-13.3646, p < 0.0001), status-seeking (¢ =-
7.61138, p < 0.0001), and conspicuous consumption (¢ =-8.56487, p < 0.0001) exhibited
statistically significant differences between the two countries. However, attitudes towards
climate change (¢ =3.338748, p < 0.9996), GPA (¢ = 2.776726, p < 0.9972), GPI (t = -1.15373,
p < 0.1245), and AGP (r =-1.1043, p < 0.1349) did not show significant differences.
Correlation between constructs in each country

In Egypt Between Perceived inequality and Conspicuous consumption equals » = -
0.07033, p = 0.186, and between perceived inequality and Status seeking equals » = 0.0009, p
= 0.987, between conspicuous consumption and status seeking equals » = 0.427, p < 0.001.
Between Conspicuous consumption and Attitudes towards climate change » = -0.01199, p =
0.822, and between Conspicuous consumption and Green Purchase Acceptance Scale (AGP) r
= 0.060148, p = 0.258, and between attitudes towards climate change and Green Purchase
Acceptance Scale (AGP) » = 0.117407, p = 0.027.
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Pearson's Correlations — Egypt
Variable PI IA SS cC ATCC GPI GPA | AGP

Perceived Inequality !
p-value —

0.243 #++ —
p-value < .001 —

Tnequality Aversion

0.0009 0.021 —

Status-seeking !
p-value  0.987 0.697 —

Conspicuous r -0.07 0.01 0.427 #* —
Consumption  |p-value 0.186 085 | <.001 —
Attitudes Towards |1 0.213 =+ 0.107 *| -0.016 -0.012 —
Climate Change  |p-value < .001 0.045 0.763 082  —
GPI r 0.059 0.061 | 0.00006 -0.02  0.479 *+* —
p-value  0.269 0.249 0.999 0.703 < .001 —
GPA r 0.185 ***| 0.066 | -0.053 -0.069 0.489 ***| 0.601 *** —
p-value < .001 0.213 0.316 0.192 <.001 <.001 —
AGD r -0.056 | -0.097 0.055 0.06 0.117*% | 0492+ 047 —

p-value  0.292 0.067 0.298 0.258 0.027 <.001 <.001 —
*p <05, ¥ p< .01, ¥ p <001

Table 2: Correlations - Egypt

In Italy: Between Perceived inequality and Conspicuous consumption » = 0.0236, p =
0.669, and between perceived inequality and Status seeking » = -0.013, p = 0.808, between
conspicuous consumption and status seeking » = 0.5238, p < 0.001. Between Conspicuous
consumption and Attitudes towards climate change » = -0.0158, p = 0.775, and between
Conspicuous consumption and Green Purchase Acceptance Scale (AGP) r=-0.1411, p <0.01,
and between attitudes towards climate change and Green Purchase Acceptance Scale (AGP) r

=0.2954, p <0.001.
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Pearson's Correlations - Italy
Variable PI IA SS CcC ATCC GPI GPA AGP
Perceived Inequality ! o
p-value —
Inequality Aversion 0.576 7 o
p-value <.001 —
Status-seeking ! -0.013 -0.043 T
- p-value 0.808 0413 —
Conspicuous T 0.024 -0.027 0.524 =+ —
Consumption  |p-value 0.669 0.625 <.001 —
Attitudes Towards |r 0.116 * 0.238 #=+| -0.161 ** | -0.016 —
Climate Change  |p-value  0.035 | <.001 0.003 0.775 —
GPI r -0.021 0.117* |-0.145* | -0.05 0.48 *+* —
p-value 0.7 0.033 0.008 0.368 | <.001 —
GPA r 0.14 * 0.277 ##+| -0.175 ** | -0.133 *| 0.596 ***| 0.561 *** —
p-value 0.011 <001 0.001 0.015 |<.001 <.001 —
AGP r -0.00064 0.11 % |-0.165** | -0.141 *| 0.295 ***| 0.625 ***| 0.525 ***
p-value 0.991 0.047 0.003 0.0l |<.001 <.001 <.001
*p <05, ¥ p < .01, B p<.001

Table 3: Correlations - Italy

GPA, GPI, and AGP

In Egypt: The correlation between Green Purchase Attitudes Scale (GPA) and Green
Purchase Acceptance Scale (AGP) equals 0.47, and the correlation between Green Purchase
Intentions Scale (GPI) and Green Purchase Acceptance Scale (AGP) equals 0.492.

In Italy: The correlation between GPA and AGP equals 0.525, and the correlation
between GPI and AGP equals 0.625.
Perceived Inequality and Attitudes Towards Climate Change

In both Egypt and Italy, our study revealed a correlation between perceived inequality
and attitudes towards climate change. While the correlation coefficients were modest (r=0.213
for Egypt and r = 0.116 for Italy), they indicate that perceived inequality is associated with
climate change attitudes in both countries.

Discussion

The mean comparisons between the two societies revealed significant differences in
various constructs, shedding light on the distinct consumer behaviors and perceptions prevalent
in each country.

In terms of perceived inequality, Egypt exhibited higher sensitivity compared to Italy,
indicating potentially differing socio-economic landscapes that could influence consumer
behaviors. Similarly, Egypt demonstrated higher mean scores for status-seeking and

conspicuous consumption, suggesting a stronger emphasis on materialistic displays and
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consumption habits in the Egyptian society compared to Italy. This is in line with the findings
of studies such as Charles et al. (2009), which highlight the role of socio-economic factors in
shaping conspicuous consumption behaviors. These perspectives possibly suggest that as
socio-economic factors are influential, cultural differences may also contribute to variations in
consumer behaviors across different societies.

Italy displayed marginally higher mean scores for attitudes towards climate change,
indicating a potentially stronger inclination towards sustainability among Italian consumers.
This observation suggests that environmental consciousness might be more prevalent in Italy
compared to Egypt.

Perceived Inequality and Consumer Behavior: Departure from prevailing literature:
Our findings diverge from the prevailing literature on the relationship between perceived
inequality and status-seeking or conspicuous consumption. Notably, we observed no
significant correlation between perceived inequality and these constructs, contrary to the
established connection often documented in prior research. We can interpret this lacking link
as the result of various factors, which we will discuss through exploring some potential
explanations.

Perceived vs. Objective Inequality: One potential explanation for this disparity is our
focus on perceived inequality rather than objective measures such as the Gini coefficient. Our
decision to focus on perceived inequality is also supported by Andrew E. Clark and Conchita
D'Ambrosio's research (2015) as they argue convincingly that perceived inequality better
elucidates consumer behavior and psychological outcomes, influencing well-being and
attitudes towards redistribution. By aligning with this perspective, our study aimed to tap into
different psychological mechanisms underlying individuals' responses to inequality.

This approach contrasts with studies such as those by Lukasz Walasek and Gordon D.
A. Brown (2015, 2016), where the correlation between objective inequality and Internet
searches for status goods served as a proxy for status-seeking. Similarly, Saravana Jaikumar
and Ankur Sarin (2015) utilized objective inequality measurements, primarily the Gini
coefficient, in their investigation. These studies, while informative, may not fully capture the
nuanced interplay between perceived inequality and status-related behaviors.

Methodological Considerations: Another notable difference lies in the methodology
employed between our study and some existing literature. Unlike experimental procedures
utilized in studies like that of Velandia-Morales et al. (2022), where perceptions of economic
inequality were manipulated using the Bimboola Paradigm, our study relied solely on survey

data without any experimental manipulation.
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Experimental paradigms such as the Bimboola Paradigm offer controlled environments
to manipulate perceptions of economic inequality. However, they come with inherent
limitations. The artificial setting of experiments may not accurately reflect real-world
behaviors, potentially leading to discrepancies between experimental outcomes and actual
behaviors. Additionally, ensuring participant engagement with the manipulated scenario can
be challenging, potentially introducing response biases. Moreover, the simplified manipulation
of economic inequality may not fully capture the multifaceted nature of real-world inequality.
This limitation is exacerbated by the homogenous assignment of all participants to the middle-
income group in some experimental designs, restricting the diversity of perspectives.

In contrast, correlational studies like ours capture data in naturalistic settings, offering
higher external validity and reflecting the nuanced complexity of economic inequality in real-
world contexts through the self-reported survey method, without manipulations or hypothetical
scenarios, and focusing on measuring income inequality as perceived by participants within
their societies. However, correlational designs inherently lack the ability to establish causal
relationships as effectively as experimental designs. Despite this limitation, surveys provide
broader generalizability and offer a more realistic portrayal of societal dynamics by directly
measuring participants' perceptions of inequality and reporting their actual perspectives
without manipulation.

Both methodologies present distinct strengths and weaknesses, emphasizing the
importance of employing complementary approaches to comprehensively understand the
relationship between perceived inequality and status-seeking or conspicuous consumption.
Nonetheless, a limitation of our study is the disproportionate gender representation in the
Italian sample, where female participants outnumber male participants. This imbalance could
affect the generalizability of our findings and should be considered when interpreting the
results.

Global Perspective: Our study's focus on Egypt and Italy provides fresh insights into
how perceived inequality influences consumer behavior in both developing and developed
country contexts. Most existing research on conspicuous consumption and consumer behavior
in relation to inequality has concentrated on developed countries. For example, studies like
those by Charles et al. (2009) and Ordabayeva & Chandon (2011) have extensively examined
these phenomena within the United States, while Walasek & Brown (2015, 2016)
predominantly included developed nations in their cross-national analyses. These studies often
overlook developing countries, leaving a gap in understanding how inequality impacts

consumer behavior in different economic contexts. By including Egypt, our research addresses
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this gap and offers a comparative analysis that highlights potential differences and similarities
in consumer behavior across diverse socioeconomic landscapes. This broader perspective is
essential for developing a more comprehensive understanding of how perceived inequality
shapes consumer behavior globally.

Conspicuous Consumption and Green Purchase Behavior: The correlations
between conspicuous consumption and the Green Purchase Acceptance Scale (AGP) in both
countries were relatively weak, indicating that conspicuous consumption may not strongly
predict actual adoption of green products. This finding underscores the importance of
considering various factors beyond conspicuous consumption in shaping sustainable
consumption behaviors, such as environmental awareness, personal values and beliefs, social
influence, economic factors, convenience and accessibility, brand trust and perception, as well
as cultural and religious values.

Attitudes, Intentions, and Green Purchase Behavior: Additionally, the correlations
between Green Purchase Attitudes Scale (GPA), Green Purchase Intentions Scale (GPI), and
Green Purchase Acceptance Scale (AGP) in both Egypt and Italy reveal significant associations
between consumers' attitudes, intentions, and actual purchase behavior towards green products.
These findings align with the notion that consumers' attitudes towards green purchases play a
crucial role in shaping their intentions to engage in sustainable consumption practices.
Specifically, the strong correlations observed between GPA and AGP, as well as between GPI
and AGP, suggest that favorable attitudes towards green products and intentions to purchase
them are strong indicators of actual green purchase behavior.

These results challenge the findings of previous studies, such as Mostafa's research on
the Egyptian market, which suggested a weak link between intention and actual purchase
behavior (2007). Contrary to this assertion, our study indicates that in both Egypt and Italy,
consumers' attitudes and intentions towards green purchases align with their reported adoption
of green products. This suggests that despite potential discrepancies between declarative
statements of environmental concern and actual behavior, consumers who hold positive
attitudes towards sustainability and express intentions to purchase green products are more
likely to follow through with their intentions and make environmentally friendly purchasing
decisions.

Therefore, the strong correlations observed in our study underscore the importance of
understanding consumers' attitudes and intentions towards sustainability in predicting their
reported green purchase behavior. These findings have significant implications for marketers,

policymakers, and businesses aiming to promote sustainable consumption practices,
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highlighting the need to focus on shaping positive attitudes and intentions towards green
products to drive actual adoption and consumption.

Perceived Inequality and Attitudes towards Climate Change: In both Egypt and
Italy, our study uncovered a correlation between perceived inequality and attitudes towards
climate change. While the strength of these correlations was modest, the consistency of the
association across two culturally and socioeconomically distinct nations is noteworthy. These
findings suggest that perceptions of societal inequality may influence individuals' attitudes
towards climate change, indicating a potential link between socioeconomic disparities and
environmental concerns. Such insights underscore the importance of considering broader
societal factors when examining attitudes and behaviors related to environmental issues,
highlighting the interconnectedness of social, economic, and environmental dynamics. Further
research exploring the underlying mechanisms driving this relationship could provide valuable
insights for policymakers and practitioners seeking to address both climate change and
inequality on a global scale.

Conclusion

Through an in-depth exploration of consumer behaviors and perceptions in Egypt and
Italy, this study has illuminated various facets of how perceived inequality, conspicuous
consumption, and attitudes towards climate change intersect within diverse socioeconomic
contexts. Our findings challenge conventional wisdom by revealing nuanced relationships and
shedding light on the complex interplay between societal dynamics and consumer behavior.
By focusing on perceived inequality rather than objective measures, we have contributed to a
deeper understanding of the psychological mechanisms underlying individuals' responses to
inequality and its implications for consumer behavior. Additionally, our comparative analysis
between Egypt and Italy underscores the importance of considering cultural, economic, and
environmental factors in shaping consumer attitudes and behaviors on a global scale. These
insights have significant implications for policymakers, businesses, and researchers alike,
emphasizing the need for holistic approaches to address pressing societal challenges such as
inequality and climate change. As we move forward, further interdisciplinary research and
collaborative efforts will be crucial in developing effective strategies to promote sustainable

consumption practices and foster more equitable societies worldwide.



22

References

Amatulli, C., De Angelis, M., Korschun, D., & Romani, S. (2018). Consumers’ perceptions
of luxury brands’ CSR initiatives: An investigation of the role of status and
conspicuous consumption. Journal of Cleaner Production, 194, 277-287.
https://doi.org/10.1016/j.jclepro.2018.05.111

Auger, P., Devinney, T. M., Louviere, J. J. J., & Burke, P. F. (2009). The Importance of
Social Product Attributes in Consumer Purchasing Decisions: A Multi-Country
Comparative Study. SSRN Electronic Journal. https://doi.org/10.2139/ssr.1270474

Bakirtas, 1., CetiN, M. A., & Bakirtas, H. (2015). Effects of Utilitarian and Hedonic Shopping
Value and Consumer Satisfaction on Consumer Behavioral Intentions. Ege Akademik
Bakis (Ege Academic Review), 15(1), 91-91. do0i:10.21121/eab.2015118002

Bergman, R., Puettmann, M., Taylor, A., & Skog, K. E. (2014). The Carbon Impacts of
Wood Products. Forest Products Journal, 64(7-8), 220-231.
https://doi.org/10.13073/FPJ-D-14-00047

Bertrand, M., & Morse, A. (2016). TRICKLE-DOWN CONSUMPTION. The Review of
Economics and Statistics, 98(5), 863—879. http://www.jstor.org/stable/24917120

Bourdieu, P. (1984). Distinction: A social critique of the judgement of taste (R. Nice, Trans.).
London: Routledge.

Bowles, S., & Park, Y. (2005). Emulation, inequality, and work hours: Was Thorsten Veblen
right?. The Economic Journal, 115(507), F397-F412.

Bricker, J., Henriques, A. M., Krimmel, J. A., & Sabelhaus, J. E. (2015). Measuring Income
and Wealth at the Top Using Administrative and Survey Data. Finance and
Economics Discussion Series, 2015(030), 1-63.
https://doi.org/10.17016/FEDS.2015.030

Brooks, J. S., & Wilson, C. (2015). The influence of contextual cues on the perceived status
of consumption-reducing behavior. Ecological Economics, 117, 108—117.
https://doi.org/10.1016/j.ecolecon.2015.06.015

Burck, J., Uhlich, T., Bals, C., Hohne, N., & Nascrimiento, L. (2023, December 8). Climate
Change Performance Index 2024.

Chan, R. Y. K. (2001). Determinants of Chinese consumers’ green purchase behavior.
Psychology & Marketing, 18(4), 389—413. https://doi.org/10.1002/mar.1013

Chan, W. Y., To, C. K. M., & Chu, W. C. (2015). Materialistic consumers who seek unique

products: How does their need for status and their affective response facilitate the



23

repurchase intention of luxury goods? Journal of Retailing and Consumer Services,
27, 1-10. https://doi.org/10.1016/j.jretconser.2015.07.001

Charles, M., & Lundy, J. D. (2013). The local Joneses: Household consumption and income
inequality in large metropolitan areas. Research in Social Stratification and Mobility,
34, 14-29. https://doi.org/10.1016/j.rssm.2013.08.001

Chaudhuri, H. R., & Majumdar, S. (2010). Conspicuous Consumption: Is That All Bad?
Investigating the Alternative Paradigm. Vikalpa: The Journal for Decision Makers,
35(4), 53-60. https://doi.org/10.1177/0256090920100405

Christensen, R., & Knezek, G. (2015). The Climate Change Attitude Survey: Measuring
Middle School Student Beliefs and Intentions to Enact Positive Environmental
Change.

Clark, A. E., & D’ Ambrosio, C. (2015). Attitudes to Income Inequality. In Handbook of
Income Distribution (Vol. 2, pp. 1147-1208). Elsevier. https://doi.org/10.1016/B978-
0-444-59428-0.00014-X

Corak, M. (2013). Income Inequality, Equality of Opportunity, and Intergenerational
Mobility. Journal of Economic Perspectives, 27(3), 79—102.
https://doi.org/10.1257/jep.27.3.79

Dastrup, S. R., Graff Zivin, J., Costa, D. L., & Kahn, M. E. (2012). Understanding the Solar
Home price premium: Electricity generation and “Green” social status. European
Economic Review, 56(5), 961-973. https://doi.org/10.1016/j.euroecorev.2012.02.006

Du, H., Chen, A., Li, Y., Ma, L., Xing, Q., & Nie, Y. (2022). Perceived income inequality
increases status seeking among low social class individuals. Asian Journal of Social
Psychology, 25(1), 52-59. https://doi.org/10.1111/ajsp.12455

Echikson, W. (1994). The return of luxury. Fortune, 130(8).

Garcia Sanchez, F., Solecki, W. D., & Ribalaygua Batalla, C. (2018). Climate change
adaptation in Europe and the United States: A comparative approach to urban green
spaces in Bilbao and New York City. Land Use Policy, 79, 164—173.
https://doi.org/10.1016/j.landusepol.2018.08.010

Gibson, L., Lee, T. M., Koh, L. P., Brook, B. W., Gardner, T. A., Barlow, J., Peres, C. A.,
Bradshaw, C. J. A., Laurance, W. F., Lovejoy, T. E., & Sodhi, N. S. (2011). Primary
forests are irreplaceable for sustaining tropical biodiversity. Nature, 478(7369), 378—
381. https://doi.org/10.1038/nature10425


https://doi.org/10.1016/B978-0-444-59428-0.00014-X
https://doi.org/10.1016/B978-0-444-59428-0.00014-X

24

Gill, J. D., Crosby, L. A., & Taylor, J. R. (1986). Ecological concern, attitudes, and social
norms in voting behavior. Public Opinion Quarterly, 50(4), 537-554.
https://doi.org/10.1086/269002

Good, J. (2007). Shop 'til We Drop? Television, Materialism and Attitudes About the Natural
Environment. Mass Communication & Society, 10, 365-383.
https://doi.org/10.1080/15205430701407165

Griskevicius, V., Tybur, J. M., & Van Den Bergh, B. (2010). Going green to be seen: Status,
reputation, and conspicuous conservation. Journal of Personality and Social
Psychology, 98(3), 392—404. https://doi.org/10.1037/a0017346

Guarin, A., & Knorringa, P. (2014). New middle-class consumers in rising powers:
responsible consumption and private standards. Oxford Development Studies, 42(2),
151-171.

Hansen, J., Kharecha, P., & Sato, M. (2013). Climate forcing growth rates: Doubling down
on our Faustian bargain. Environmental Research Letters, 8(1), 011006.
https://doi.org/10.1088/1748-9326/8/1/011006

Hopkins, E., & Kornienko, T. (2009). Status, affluence, and inequality: Rank-based
comparisons in games of status. Games and Economic Behavior, 67(2), 552—-568.
https://doi.org/10.1016/j.geb.2009.02.004

Hurst, M., Dittmar, H., Bond, R., & Kasser, T. (2013). The relationship between materialistic
values and environmental attitudes and behaviors: A meta-analysis. Journal of
Environmental Psychology, 36, 257-269. https://doi.org/10.1016/j.jenvp.2013.09.003

Ireland, N. J. (1994). On limiting the market for status signals. Journal of Public Economics,
53(1), 91-110. https://doi.org/10.1016/0047-2727(94)90015-9

Jaikumar, S., & Sarin, A. (2015). Conspicuous consumption and income inequality in an
emerging economy: Evidence from India. Marketing Letters, 26(3), 279-292.
https://doi.org/10.1007/s11002-015-9350-5

Jetten, J., & Peters, K. (Eds.). (2019). The Social Psychology of Inequality. Springer
International Publishing. https://doi.org/10.1007/978-3-030-28856-3

Kasser, T., & Ahuvia, A. (2002). Materialistic values and well-being in business students.
European Journal of Social Psychology, 32(1), 137-146.
https://doi.org/10.1002/ejsp.85

Kasser, T., & Kanner, A. D. (Eds.). (2004). Psychology and consumer culture: The struggle
for a good life in a materialistic world. Washington, DC: American Psychological

Association.


https://doi.org/10.1086/269002
https://doi.org/10.1016/0047-2727(94)90015-9

25

Kasser, T., & Sheldon, K. M. (2000). Of Wealth and Death: Materialism, Mortality Salience,
and Consumption Behavior. Psychological Science, 11(4), 348-351.
https://doi.org/10.1111/1467-9280.00269

Kerwin Kofi Charles, Erik Hurst, Nikolai Roussanov. (2009). Conspicuous Consumption and
Race. The Quarterly Journal of Economics, 124(2), 425-467.
https://doi.org/10.1162/qjec.2009.124.2.425

Kilbourne, W., & Pickett, G. (2008). How materialism affects environmental beliefs,
concern, and environmentally responsible behavior. Journal of Business Research,
61(9), 885-893. https://doi.org/10.1016/j.jbusres.2007.09.016

Kilsheimer, J. C. (1993). Status consumption: The development and implications of a scale
measuring the motivation to consume for status (Doctoral dissertation, The Florida
State University).

Ku, L., & Zaroff, C. (2014). How far is your money from your mouth? The effects of
intrinsic relative to extrinsic values on willingness to pay and protect the environment.
Journal of Environmental Psychology, 40, 472—483.
https://doi.org/10.1016/j.jenvp.2014.10.008

Lembregts, C., & Pandelaere, M. (2014). “A 20% income increase for everyone?”: The effect
of relative increases in income on perceived income inequality. Journal of Economic
Psychology, 43, 37-47. https://doi1.org/10.1016/j.joep.2014.04.008

Liebig, S. (2012). Richard Wilkinson and Kate Pickett (2009): The Spirit Level. Why More
Equal Societies Almost Always Do Better. Allen Lane, London. Social Justice
Research, 25(1), 102—-107. https://doi.org/10.1007/s11211-012-0148-9

Ling-Yee, L. (1997). Effect of Collectivist Orientation and Ecological Attitude on Actual
Environmental Commitment: The Moderating Role of Consumer Demographics and
Product Involvement. Journal of International Consumer Marketing, 9(4), 31-53.
https://doi.org/10.1300/J046v09n04 03

Mason, R. (1981). Conspicuous Consumption: A Study of Exceptional Consumer Behaviour.
Farnborough, Hants: Gower.

Mazzocco, P. J., Rucker, D. D., Galinsky, A. D., & Anderson, E. T. (2012). Direct and
vicarious conspicuous consumption: Identification with low-status groups increases
the desire for high-status goods. Journal of Consumer Psychology, 22(4), 520-528.
https://doi.org/10.1016/}.jcps.2012.07.002


https://doi.org/10.1162/qjec.2009.124.2.425
https://doi.org/10.1300/J046v09n04_03
https://doi.org/10.1016/j.jcps.2012.07.002

26

Mohamed, M. A., Chymis, A., & Shelaby, A. A. (2012). Determinants of organic food
consumption in Egypt. International Journal of Economics and Business Modeling,
3(3), 183-191.

Moschis, G. P. (1981). Patterns of consumer learning. Journal of the Academy of Marketing
Science, 9, 110-126. https://doi.org/10.1007/BF02723571

Mostafa, M. M. (2007). A hierarchical analysis of the green consciousness of the Egyptian
consumer. Psychology & Marketing, 24(5), 445-473.
https://doi.org/10.1002/mar.20168

Nailya Ordabayeva, Pierre Chandon. (2011). Getting Ahead of the Joneses: When Equality
Increases Conspicuous Consumption among Bottom-Tier Consumers. Journal of
Consumer Research, 38(1), 27—41. https://doi.org/10.1086/658165

Nelissen, R. M. A., & Meijers, M. H. C. (2011). Social benefits of luxury brands as costly
signals of wealth and status. Evolution and Human Behavior, 32(5), 343-355.
https://doi.org/10.1016/j.evolhumbehav.2010.12.002

Nishi, A., Shirado, H., Rand, D. G., & Christakis, N. A. (2015). Inequality and visibility of
wealth in experimental social networks. Nature, 526(7573), 426—429.
https://doi.org/10.1038/nature15392

O’Cass, A., & McEwen, H. (2004). Exploring consumer status and conspicuous
consumption. Journal of Consumer Behaviour, 4(1), 25-39.
https://doi.org/10.1002/cb.155

Pepper, M., Jackson, T., & Uzzell, D. (2009). An examination of the values that motivate
socially conscious and frugal consumer behaviours. International Journal of
Consumer Studies, 33(2), 126—136. https://doi.org/10.1111/j.1470-6431.2009.00753.x

Podoshen, J., & Andrzejewski, S. (2012). An Examination of the Relationships Between
Materialism, Conspicuous Consumption, Impulse Buying, and Brand Loyalty. Journal
of Marketing Theory and Practice, 20, 319-333. https://doi.org/10.2307/23243709

Rege, M. (2008). Why do people care about social status? Journal of Economic Behavior &
Organization, 66(2), 233-242. https://doi.org/10.1016/j.jebo.2006.04.005

Richins, M. L., & Dawson, S. (1992). A Consumer Values Orientation for Materialism and
Its Measurement: Scale Development and Validation. Journal of Consumer Research,
19(3), 303. https://doi.org/10.1086/209304

Ryabov, I. (2016). Conspicuous consumption among Hispanics: Evidence from the
Consumer Expenditure Survey. Research in Social Stratification and Mobility, 44,

68—76. https://doi.org/10.1016/j.rssm.2016.02.003


https://doi.org/10.1002/mar.20168
https://doi.org/10.1086/658165

27

Sanchez-Rodriguez, A., Willis, G. B., Jetten, J., & Rodriguez-Bailon, R. (2019). Economic
inequality enhances inferences that the normative climate is individualistic and
competitive. European Journal of Social Psychology, 6, 1114—1127.
https://doi.org/10.1002/ejsp.2557

Segal, B., & Podoshen, J. S. (2013). An examination of materialism, conspicuous
consumption and gender differences. International Journal of Consumer Studies,
37(2), 189—-198. https://doi.org/10.1111/j.1470-6431.2012.01099.x

Sexton, S. E., & Sexton, A. L. (2014). Conspicuous conservation: The Prius halo and
willingness to pay for environmental bona fides. Journal of Environmental Economics
and Management, 67(3), 303-317. https://doi.org/10.1016/j.jeem.2013.11.004

Sevgili, F., & Cesur, S. (2014). The Mediating Role of Materialism on the Relationship
between Values and Consumption. Educational Sciences: Theory and Practice, 14(6),
2083-2096.

Shaban, Y., & El-Bassiouny, N. (2017). The many facets of sustainable consumption, anti-
consumption, and emotional brand attachment in Egypt. African Journal of Business
and Economic Research, 12(1), 163—-204. https://doi.org/10.31920/1750-
4562/2017/v12nla7

Sommet, N., Elliot, A. J., Jamieson, J. P., & Butera, F. (2019). Income inequality, perceived
competitiveness, and approach-avoidance motivation. Journal of Personality, 87(4),
767-784. https://doi.org/10.1111/jopy.12432

Stiglitz, J. E. (2012). The Price of Inequality: How Today’s Divided Society Endangers our
Future. New York, NY: Norton.

Sukhdev, S., & Shallu, S. (2013). Compensatory consumption. Advances in Management,
6(4), 62-70.

Taylor, S., & Todd, P. (1995). Decomposition and crossover effects in the theory of planned
behavior: A study of consumer adoption intentions. International Journal of Research
in Marketing, 12(2), 137-155. https://doi.org/10.1016/0167-8116(94)00019-K

Van De Wertfhorst, H. G., & Salverda, W. (2012). Consequences of economic inequality:
Introduction to a special issue. Research in Social Stratification and Mobility, 30(4),
377-387. https://doi.org/10.1016/j.rssm.2012.08.001

Van Der Wal, A. J., Van Horen, F., & Grinstein, A. (2016). The paradox of ‘green to be
seen’: Green high-status shoppers excessively use (branded) shopping bags.
International Journal of Research in Marketing, 33(1), 216-219.
https://doi.org/10.1016/j.ijresmar.2015.11.004



28

Veblen, T. (1899). The Theory of the Leisure Class. New York, NY: Macmillan.

Velandia-Morales, A., Rodriguez-Bailon, R., & Martinez, R. (2022). Economic Inequality
Increases the Preference for Status Consumption. Frontiers in Psychology, 12,
809101. https://doi.org/10.3389/fpsyg.2021.809101

Vezzoli, M., Valtorta, R. R., Gaspar, A., Cervone, C., Durante, F., Maass, A., & Suitner, C.
(2024). Why are some countries rich and others poor? Development and validation of
the attributions for Cross-Country Inequality Scale (ACIS). PLOS ONE, 19(2),
€0298222. https://doi.org/10.1371/journal.pone.0298222

Walasek, L., Bhatia, S., & Brown, G. D. A. (2018). Positional Goods and the Social Rank
Hypothesis: Income Inequality Affects Online Chatter about High- and Low-Status
Brands on Twitter. Journal of Consumer Psychology, 28(1), 138—148.
https://doi.org/10.1002/jcpy.1012

Walasek, L., & Brown, G. D. A. (2015). Income inequality and status seeking: Searching for
positional goods in unequal U.S. States. Psychological Science, 26(4), 527-533.
https://doi.org/10.1177/0956797614567511

Walasek, L., & Brown, G. D. A. (2016). Income Inequality, Income, and Internet Searches
for Status Goods: A Cross-National Study of the Association Between Inequality and
Well-Being. Social Indicators Research, 129(3), 1001-1014.
https://doi.org/10.1007/s11205-015-1158-4

Wang, C., Pan, R., Wan, X., Tan, Y., Xu, L., McIntyre, R. S., Choo, F. N., Tran, B., Ho, R.,
Sharma, V. K., & Ho, C. (2020). A longitudinal study on the mental health of general
population during the COVID-19 epidemic in China. Brain, Behavior, and Immunity,
87, 40-48. https://doi.org/10.1016/j.bbi1.2020.04.028

Wang, J. (2006). Materialism, Status Signaling, and Product Satisfaction. Journal of the
Academy of Marketing Science, 34(4), 494-505.
https://doi.org/10.1177/0092070306289291

Wilkinson, R., & Pickett, K. (2009). Income inequality and social dysfunction. Annual
Review of Sociology, 35, 493-511.

Wilkinson, R., & Pickett, K. (2010). The Spirit Level: Why Equality is Better for Everyone.
Penguin UK.

Wilkinson, R., & Pickett, K. (2018). The Inner Level: How More Equal Societies Reduce
Stress, Restore Sanity and Improve Everyone’s Well-Being. London: Allen Lane.

Wilkinson, R., & Pickett, K. (2022). From inequality to sustainability. EARTH4ALL: Deep-
Dive Paper, 1, 1-14.


https://doi.org/10.1177/0956797614567511

29

Zabkar, V., & Hosta, M. (2013). Willingness to act and environmentally conscious consumer
behaviour: Can prosocial status perceptions help overcome the gap? International
Journal of Consumer Studies, 37(3), 257-264. https://doi.org/10.1111/1.1470-
6431.2012.01134.x



