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Abstract 

Currently we live in a society of consumption and consuming is inevitable, but over consuming is a world problem and we argue it can be 
prevented. The present consumer society contributes to the development of buying behaviors aimed at the possession of material goods, to 
give, apparently, social status, success, and well-being [1]. This article aims to address overconsumption from a psychological view and the 
repercussions of excessive buying behavior on mental health and personal well-being. “I believe that the very purpose of life is to be happy. From 
the very core of our being, we desire contentment. Since we are not solely material creatures, it is a mistake to place all our hopes for happiness 
on external development alone. The key is to develop inner peace.” Dalai Lama XIV [2].
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Introduction

Over the past 100 years, consumption has been accepted as 
a cultural means of seeking success, happiness, and the populist 
notion of a good life [3]. As reported by Brewer & Porter [4] our 
lives today are dominated by the material objects that proliferate 
all around us, including the prospects and problems they afford. 
In fact, the Industrial Revolution enabled the development of 
new production techniques that promoted mass production and 
technological advances that revolutionized the transport sector, 
which was essential for better movement of goods and raw 
materials and disposal of products. Advertising, marketing sales 
technics and payment facilities incite consumption and make 
individuals consume more than they really need, emerging the 
society of consumption. Hence consumption starts to occupy a 
central place in the lives of individuals [5].

Increased quantity of goods is a great advantage to consumers 
to the extent that the need for disposal of products leads to 
lowering prices. On the other hand, mass consumption and easy 
access induce overconsumption, which is characterized by a set 
of attitudes and behavior leading to unreasonable consumption 
and unforeseen [5]. According to Elkins [6], overconsumption is 
defined as the excessive use of goods and services in the belief 
that the possession and use of many goods and services is the 
main cultural aspiration being understood as the main way to 
happiness, social status, and success. Several studies show that  

 
excessive consumption has a negative impact, not only in terms 
of individual well-being as environmentally (ex.: the overuse of 
natural resources can lead to lack of resources). In these situations, 
individuals act on impulse, carelessly consuming goods that they 
do not need. Credit and payment facilities amplify the existence of 
indiscriminate consumption and situations of over-indebtedness.

A small number of studies have been conducted on how 
to motivate people to change their lifestyles and reduce 
consumption in general. Excessive consumption can emerge from 
several factors: personal, social, and cultural. Cultural factors 
influence values, perceptions and behaviors of a given society, 
i.e., establish standards of rules and behaviors that individuals 
of a given society should be governed. According to Soares et al. 
[7] consumption is often motivated by personal factors such as 
emotional and psychological disorders, low self-confidence, and 
the need for acceptance. It has been created the illusion that 
consuming without limits is synonymous with well-being and 
civilization.” Other authors like Fabber suggests that excessive 
consumption can result from the interaction of biological factors, 
such as serotonin deficiency) psychological factors such as high 
levels of materialism social factors and social acceptance. In fact, 
the current consumer society contributes to the development of 
buying behaviors aimed at the possession of material goods, to 
give apparent status, success, and well-being [1].
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Effects on Mental Well-Being

 The relationship between materialism and well-being is 
complex [3]. Previous studies sustain the idea that the relationship 
between these two constructs depends on other factors like 
religious orientation [8], family background and economic 
resources [9]. Materialism is perceived as an important life value 
[3] placed on the acquisition of material objects. Richins & Dawson 
[10] materialism is defined as “set of centrally held beliefs about 
the importance of possessions in one’s life”. According to Rokeach 
[11], a value is “a centrally held, enduring belief which guides 
actions and judgments across specific situations and beyond 
immediate goals to more ultimate end-states of existence.” Strong 
materialistic values are negatively associated with subjective 
well-being, and it conflicts with collective-oriented values. Some 
researchers suggest that financial and emotional insecurity 
develop strong materialistic values. The belief that well-being 
can be enhanced through one’s relationship with objects is 
one central characteristic of highly materialistic individuals. 
Research suggests that these individuals are less happy and more 
unsatisfied, facing a greater risk of psychological disorders such 
as depression and neuroticism compared with less materialistic 
individuals [3]. 

Well-being consists in three components: cognitive evaluations 
of the conditions of one’s life (e.g., overall life satisfaction); positive 
affective states (e.g., happiness) and negative affective states 
(e.g., depression;) [3]. According to Hoffmann & Lee [12] well-
being on a micro level includes happiness, life satisfaction, and 
subjective and objective well-being oppositely to well-being on a 
macro level which includes societal, environmental, and political 
issues. Authors like Lee & Ahn [2] Iyer and Muncy [13] provided 
conceptual framework that confirms that by reducing one’s level 
of consumption, subjective well-being increases on the micro 
level [12]. As stated by Lee & Ahn [2] in their research, “excessive 
consumption negatively affects consumer well-being.”, although 
ironically, consumers in developed countries still consider that the 
primary source of happiness consists in the possession of material 
goods [2]. In fact, materialistic consumers experience a lack of 
control and autonomy in consumption. Studies demonstrate that 
a greater level of control promotes self-determination and self-
actualization leading to a higher level of consumer well-being [2]. 
The authors consider that materialism cannot lead to an enduring 
state of life satisfaction due to the process of hedonic adaptation. 
According to literature, money can buy happiness only to a certain 
point and consumer materialism is associated with lower levels of 
subjective well-being [12]. 

Based on literature, the less materialistic people report, 
the more life satisfaction. Accordingly with social scientists, 
individuals who focus on the acquisition of material objects have 
a reduced life satisfaction [10], diminished levels of happiness 
[3], since it takes time away from the things that can nurture 
happiness: comprising relationships, spend time with family 

and friends. People with strong materialistic values appear to 
have goal orientations that may lead to poorer well-being [14]. 
In Kasser’s book [14], “The High Price of Materialism”,” research 
shows that “when people organize their lives around extrinsic 
goals such as product acquisition, they report greater unhappiness 
in relationships, poorer moods and more psychological problems” 
[14]. Kasser [14] distinguishes extrinsic goals, which tend to 
focus on possessions, image, status and receiving rewards and 
praise from intrinsic ones, which aims at outcomes like personal 
growth and community connection and are satisfying in and of 
themselves [14]. 

 Authors like Kasser & Ryan [15] propose that materialism (i.e., 
financial success aspiration, [3]) is an extrinsic goal that is less 
effective than intrinsic goals like affiliation and community feeling 
and promoting individual well-being. Also, individuals who aspire 
to financial success have lower levels of self-actualization, vitality, 
and global function and higher levels of anxiety, depression, 
and behavioral disorders than individuals who aspire to more 
intrinsic goals. In a longitudinal study with adolescents about the 
effects of materialism on well-being, Cohen & Cohen [9] found 
that, adolescents’ esteem of materialism is associated with several 
psychological disorders, including attention deficit disorder, 
conduct disorder and narcissism.

It’s expected that individuals who hold oppositional values 
experience value conflict in the form of psychological tension. 
Rokeach & Ball-Rokeach [11,16] emphasis that inconsistencies 
in one’s value system decrease self-satisfaction and motivate 
people to try to realign their values. The notion of value conflict 
(and realignment) can be conceptually linked to classic cognitive 
consistency theories, including balance theory of Heider 
[3] and cognitive dissonance theory of Festinger [3]. Prior 
research confirms that the motives underlying materialism 
(e.g., acquisitiveness, self-centeredness) should conflict with 
the motives underlying more self-transcendent values such as 
religious values, spirituality, and selflessness [3].

Psychological Clinical Aspects of Excessive 
Consumption

Shopping experiences provide pleasure and relaxation, 
although when excessive is a costly way of life [16]. Likewise 
compulsive buyers organize their lives around shopping 
experiences, promoting concerns that can lead to clinical 
disorders. Compulsive buying disorders or “oniomania” are 
not included in contemporary diagnostic systems, such as the 
Diagnostic and Statistical Manual of Mental Disorders (5th ed.; 
DSM-5; APA, [2013]) or the International Classification of Diseases, 
10th edition [16]. Oniomania leads to irrational contraction of 
debts, occupational, interpersonal, marriage, social, and spiritual 
distress [16]. Materialism stands out as one of the most influential 
variables in impulsive buying behavior [17]. Edwards [16] 
suggests that compulsive buying behavior is an “abnormal form 
of shopping and spending in which the afflicted consumer has 
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an overpowering uncontrollable, chronic and repetitive urge to 
shop and spend (that functions) as a means of alleviating negative 
feelings of stress and anxiety” (p.67). According to Rook & Fisher 
[18], the impulsive buying is the “consumer tendency to buy 
spontaneously, without reflection, immediately stimulated by the 
physical proximity of the desired object, dominated by emotional 
attraction and absorbed by the promise of instant gratification” 
(p.306). 

In fact, Rook [19] postulates that impulsive buying is 
composed by five elements, namely:

i. Spontaneity, which is characterized by the sudden need to act 
triggered by a visual stimulus (e.g.: a promotional activity).

ii.  The feeling of psychological imbalance caused by the 
intensity of the desire to suddenly acquire a product.

iii.  The psychological conflict experienced by consumers 
when considering receiving a direct reward from their 
impulsiveness and on the other hand, the negative 
consequences that may arise from the purchase impulsively.

iv. Decreased cognitive ability to make assessments, which 
begins with the intensity of consumer´s emotional stages 
resulting in lack of cognitive control over their final decision.

v.  Disregard of the consequences resulting on anxiety caused 
by impulsiveness, since the consumer does not perform a 
careful evaluation of the purchase alternatives, disregarding 
the possible consequences of the purchase (mainly negative).

In accordance with a study performed by Lin & Chuang [20] 
which aimed to investigate the relationship between emotional 
intelligence and impulse buying in Taiwanese adolescents, it was 
found that adolescents with low emotional intelligence were more 
likely to carry out impulsive purchases, pointing to emotional 
arousal as an important factor of mediation between emotional 
intelligence and impulse buying behavior. Furthermore, one study 
in Portugal on impulse buying also show that there is a negative 
correlation between impulsive buying and self-esteem [21]. 
Additionally, and according to Dittmar & Kasser [22], high levels 
of materialism are associated with low levels of psychological 
well-being and satisfaction with life. 

Factors that Influence Impulsive Buying 

Investigations on consumption have reported significant 
gender differences in buying behavior [23], Otnes & McGrath, 
2001. The literature shows differences between men and women 
about intentions, values, decision-making, processes related to 
the purchase, information processing, types of items purchased, 
motives and reasons to make a purchase, influences in deciding 
what to buy, feelings and emotions in the act of buying, attitudes 
towards consumption and time spent shopping [24]. According 
to Gąsiorowska [25] gender has a moderating effect on the 
relationship between individual differences and the tendency 

to impulsive buying. A study by Silvera & Kropp [26] has shown 
that, women tend to buy more by impulse than men. The sex 
differences in impulse buying may reflect the different buying 
habits of men and women [19]. Another variable that is related 
to impulsive buying is the family income since the greater 
availability of financial resources the more the consumer is likely 
to make impulsive purchases [27]. Research into social practices 
shows that malls and shopping centers are places with physical 
structures oriented to hedonic buying behavior [17] and that a 
person tends to buy on impulse more easily, by being in a shopping 
center [17].

Nowadays, social media has a great influence on social 
behavior. Social media allows consumers to share their shopping 
experiences, being that shared content has a strong impact on 
purchase intentions of users [17]. Holbrook & Hirschman [28] 
emphasized the importance of intangible and subjective aspects 
that are part of the purchase act (for example, emotional, fantasy 
and direct experience with the product at point of sale). Thus, 
the desire of gratification that the individual experiences when 
owning a product is directly related to impulse buying [6], the 
pleasure in shopping is possibly the most strongly related factor 
to the impulsive buying [17]. Therefore, consumers who have the 
greatest tendency to carry out impulse purchases are those who 
are driven by hedonic desires or non-economic reasons, such as 
fun, social, or emotional satisfaction [29]. The brand, more than 
a symbol, is the representation of a value behind that symbol. 
Brands can be interpreted as a synonym of prestige, status, group 
identity and the feeling of belonging [17]. Also, when consumers 
make purchases in the company of other people they tend to 
spend more [30] and tend to make more unplanned purchases 
[31]. Several studies reveal that values influence the decisions of 
consumers [17] since products and their brands represent social 
and cultural values of the consumer [17]. About impulsive buying, 
materialism appears as a prominent value [17].

Final Considerations 

Overconsumption is an overviewed problem with big 
repercussions to personal well-being, since it might repress the 
psychological needs, leading to serious mental health disorders 
if not intervened correctly. Nowadays there is still no standard 
approach for treating compulsive buying disorder [32]. The use 
of information and communication technologies (ICTs) can be 
advantageous in promoting more conscious and prudent buying 
behavior [33]. In addition to interactivity with technology, 
persuasion methods can be personalized to individual needs, 
allowing interventions at critical decision-making points [33]. 

I. E-health is a recent term for healthcare practice 
supported by electronic processes, communication, functions, 
and services involved in the health sector [34]. The main tools of 
E-health consist of health information networks, digital records, 
telemedicine services, health portals, personal devices that 
monitor patients and devices that fall in support for prevention, 
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diagnostic process, treatments, and the subsequent monitoring 
that could be very useful for people who suffers from compulsive 
buying disorders. As reported by Espanha [35] communication 
plays an important role in health by improving health care in 
cases of chronic and acute diseases, and promoting the reduction 
of socio- economic impact, racial, ethnic, or specific diseases in 
their health care and the promotion of health and prevention. 
In agreement with Varela [36] information and knowledge 
about mental and physical health is a strong social component, 
contributing significantly to the strengthening of communities 
through the dissemination of more and better knowledge, 
promoting awareness [37-45].

References
1. Dittmar H (2008) Consumer culture, identity, and well-being: The 

search for the ‘good life’ and the ‘body perfect’. New York: Psychology 
Press.

2. Lee MSW, AHN CSY (2016) Anti-consumption, Materialism, and 
Consumer Well-being. J Cons Affairs 50(1): 18-47.  

3. Burroughs JE, Rindfleisch A (2002) Materialism and Well-Being: A 
Conflicting Values Perspective. Journal of Consumer Research 29(3): 
348-370. 

4. Arnould E, Price L, Zinkhan G (2004) Consumers. In: McGraw-Hill. 
Brewer J, Porter R (Eds.), Consumption and the world of goods (Digital 
printing). Routledge, Boston, London.

5. Allen R (2006) The British Industrial Revolution in Global Perspective: 
How Commerce Created the Industrial Revolution and Modern 
Economic Growth. University of Oxford.

6. Arocas R, Arrieta S, Botero M (2004) La compra impulsiva y el 
materialismo en los jóvenes estudio exploratorio en estudiantes 
universitarios de Barranquilla (Colombia). Psicología desde el Caribe: 
Revista del Programa de Piscología de la Universidad del Norte 14: 
1-26. 

7. Soares L, Lucas CV, Oliveira F, Coelho C, Vasconcelos S (2014) O Caminho 
é feito ao andar. Antologia de textos psicoeducativos. Funchal: Serviço 
de Consulta Psicológica da Universidade da Madeira. 

8. La Barbera PA, Gürhan Z (1997) The role of materialism, religiosity, 
and  demographics in subjective well-being. Psychology and 
Marketing 14(1): 71-97. 

9. Cohen P, Cohen J (1996) Life values and adolescent mental health. L 
Erlbaum Associates, Inc.

10. Richins M, Scott D (1992) Consumer Values Orientation for Materialism 
and Its Measurement: Scale Development and Validation. J Cons Res 
19: 303-316.

11. Rokeach MA (1968) A Theory of Organization and Change within 
Value-Attitude Systems. J Soc Issues 24(1): 13-33. 

12. Hoffmann S, Lee MSW (2016) Consume Less and Be Happy? Consume 
Less to Be Happy! An Introduction to the Special Issue on Anti-
Consumption and Consumer Well-Being. Journal of Consumer Affairs 
50(1): 3-17.  

13. Iyer R, Muncy JA (2016) Attitude toward Consumption and Subjective 
Well-Being. J Cons Affairs 50(1): 48-67.

14. Kasser T (2003) The high price of materialism. Cambridge, Mass 
London: MIT.

15. Kasser T, Ryan RM (1993) A dark side of the American dream: 

Correlates of financial success as a central life aspiration. J Pers Soc 
Psychol 65(2): 410-422. 

16. Aboujaode E, Koran LM (2010) Impulse control disorders. New York: 
Cambridge University Press. 

17. Lins S, Poeschl G, Eberhardt A (2016) Identificando os factores de 
influência da compra por impulso em adolescentes portugueses. 
Análise Psicológica 34(2). 

18. Rook D, Fisher R (1995) Normative influences impulsive buying 
behavior.  J Cons Res 22(3): 305-313. 

19. Rook D (1987) The buying impulse. J Cons Res 14: 189-199.

20. Lin C, Chuang S (2005) The effect of individual differences on 
adolescents’ impulsive buying behavior. Adolescence 40(159): 551-
558. 

21. Fernandes P, Veiga F (2006) Impulsividade do consumidor na 
compra. Artigo apresentado no Simpósio Internacional Activação do 
Desenvolvimento  Psicológico. Aveiro: Universidade de 
Aveiro.

22. Dittmar H, Bond R, Hurst M, Kasser T (2014) The relationship between 
materialism and personal wellbeing: A meta-analysis. J Pers Soc 
Psychol 107(5): 879-974. 

23. Grewal D, Baker J, Levy M, Voss G (2003) The effects of wait 
expectations  and store atmosphere evaluations on patronage 
intentions in service-intensive retail stores. Journal of Retailing 79(4): 
259-268. 

24. Coley A (2002) Affective and cognitive processes involved in impulse 
buying. Master of Science, University of Georgia, Athens.

25. Gąsiorowska A (2011) Gender as a moderator of temperamental 
causes of impulse buying tendency. Journal of Customer Behaviour 
10(2): 119-142. 

26. Silvera D, Lavack A, Kropp F (2008) Impulse buying: The role of affect, 
social influence, and subjective wellbeing. J Consumer Marketing 25: 
23-33.

27. Tifferet S, Herstein R (2012) Gender differences in brand commitment, 
impulse buying, and hedonic consumption. Journal of Product & Brand 
Management 21(3): 176-182.

28. Holbrook M, Hirschman E (1982) The experiential aspects of 
consumption: Consumer fantasies, feelings, and fun. J Cons Res 9: 132-
140.

29. Hausman A (2000) A multi-method investigation of consumer 
motivations in impulse buying behavior. Journal of Consumer 
Marketing 17: 403-426.

30. Sommer R, Wynes M, Brinkley G (1992) Social Facilitation Effects in 
Shopping Behavior. Envi Behav 24(3): 285-297.  

31. Granbois D (1968) Improving the study of customer in-store behavior. 
Journal of Marketing 32(4): 28-33. 

32. Campos P, Soares L, Moniz S, Lopes AG (2019) Look what i did not buy: 
Mitigating Excessive Consumption Through Mobile social media. In: 
Nunes I. (eds) Advances in Human Factors and Systems Interaction. 
AHFE 781: 69-75.

33. Mutsuddi A, Connelly K (2012) Text Messages for Encouraging Physical 
Activity Are they effective after the novelty effect wears off? IEEE.  

34. EU (2004) e-Health – Making healthcare better for European citizens: 
An action plan for a European e-Health Area.

35. Espanha R (2009) Health and Communication in a Networking Society? 
the Portuguese case. 

http://dx.doi.org/10.19080/CRDOJ.2023.16.555957
https://onlinelibrary.wiley.com/doi/10.1111/joca.12089
https://onlinelibrary.wiley.com/doi/10.1111/joca.12089
https://psycnet.apa.org/record/2002-11319-005
https://psycnet.apa.org/record/2002-11319-005
https://psycnet.apa.org/record/2002-11319-005
https://dialnet.unirioja.es/servlet/articulo?codigo=2371359
https://dialnet.unirioja.es/servlet/articulo?codigo=2371359
https://dialnet.unirioja.es/servlet/articulo?codigo=2371359
https://dialnet.unirioja.es/servlet/articulo?codigo=2371359
https://dialnet.unirioja.es/servlet/articulo?codigo=2371359
https://psycnet.apa.org/record/1995-99003-000
https://psycnet.apa.org/record/1995-99003-000
https://onlinelibrary.wiley.com/doi/10.1111/joca.12104
https://onlinelibrary.wiley.com/doi/10.1111/joca.12104
https://onlinelibrary.wiley.com/doi/10.1111/joca.12104
https://onlinelibrary.wiley.com/doi/10.1111/joca.12104
https://onlinelibrary.wiley.com/doi/10.1111/joca.12079
https://onlinelibrary.wiley.com/doi/10.1111/joca.12079
https://mitpress.mit.edu/9780262611978/the-high-price-of-materialism/
https://mitpress.mit.edu/9780262611978/the-high-price-of-materialism/
https://psycnet.apa.org/doiLanding?doi=10.1037%2F0022-3514.65.2.410
https://psycnet.apa.org/doiLanding?doi=10.1037%2F0022-3514.65.2.410
https://psycnet.apa.org/doiLanding?doi=10.1037%2F0022-3514.65.2.410
http://publicacoes.ispa.pt/index.php/ap/article/view/920
http://publicacoes.ispa.pt/index.php/ap/article/view/920
http://publicacoes.ispa.pt/index.php/ap/article/view/920
https://academic.oup.com/jcr/article-abstract/22/3/305/1791744
https://academic.oup.com/jcr/article-abstract/22/3/305/1791744
https://pubmed.ncbi.nlm.nih.gov/16268133/
https://pubmed.ncbi.nlm.nih.gov/16268133/
https://pubmed.ncbi.nlm.nih.gov/16268133/
https://www.sciencedirect.com/science/article/abs/pii/S0022435903000575
https://www.sciencedirect.com/science/article/abs/pii/S0022435903000575
https://www.sciencedirect.com/science/article/abs/pii/S0022435903000575
https://www.sciencedirect.com/science/article/abs/pii/S0022435903000575
https://www.ingentaconnect.com/content/westburn/jcb/2011/00000010/00000002/art00003
https://www.ingentaconnect.com/content/westburn/jcb/2011/00000010/00000002/art00003
https://www.ingentaconnect.com/content/westburn/jcb/2011/00000010/00000002/art00003
https://www.emerald.com/insight/content/doi/10.1108/10610421211228793/full/html
https://www.emerald.com/insight/content/doi/10.1108/10610421211228793/full/html
https://www.emerald.com/insight/content/doi/10.1108/10610421211228793/full/html
https://journals.sagepub.com/doi/10.1177/0013916592243001
https://journals.sagepub.com/doi/10.1177/0013916592243001
https://www.jstor.org/stable/1249334?typeAccessWorkflow=login
https://www.jstor.org/stable/1249334?typeAccessWorkflow=login
https://link.springer.com/chapter/10.1007/978-3-319-94334-3_9
https://link.springer.com/chapter/10.1007/978-3-319-94334-3_9
https://link.springer.com/chapter/10.1007/978-3-319-94334-3_9
https://link.springer.com/chapter/10.1007/978-3-319-94334-3_9
https://ieeexplore.ieee.org/document/6240360
https://ieeexplore.ieee.org/document/6240360


How to cite this article:  Luísa S, Sara M. Overconsumption and the Effects on Mental Health and Well-Being: A Review. Curre Res Diabetes & 
Obes J 2023; 17(2): 555957.DOI: 10.19080/CRDOJ.2023.17.555957005

Current Research in Diabetes & Obesity Journal

Your next submission with Juniper Publishers    
    will reach you the below assets

• Quality Editorial service
• Swift Peer Review
• Reprints availability
• E-prints Service
• Manuscript Podcast for convenient understanding
• Global attainment for your research
• Manuscript accessibility in different formats 

         ( Pdf, E-pub, Full Text, Audio) 
• Unceasing customer service

                   Track the below URL for one-step submission 
       https://juniperpublishers.com/online-submission.php

This work is licensed under Creative
Commons Attribution 4.0 Licen
DOI: 10.19080/CRDOJ.2023.17.555957

36. Varela A (2009) Comunicação da Informação em Saúde: Contribuições 
das teorias  cognitivas. In Duarte Z, e Faris L. (Orgs) A Medicina na 
Era da Informação. (pp. 245-263). Editora da Universidade Federal da 
Bahia: Salvador.

37. Helga Dittmar, Rod Bond, Megan Hurst, Tim Kasser (2014) The 
relationship between materialism and personal well-being: A meta-
analysis. Journal of personality and social psychology 107(5): 879-974. 

38. American Psychological Association (APA) (2013) Diagnostic and 
statistical manual  of mental disorders: DSM-5. 

39. Couto CEP do, Rosas MAM, Mea EC de A (2014) Um novo tempo da 
história: história A. 11. Ano, Pt. 3, Manual: (Ensino secundário, 1. ed). 
Porto: Porto Ed.

40. Tori Deangelis (2004) Consumerism and its discontents. APA 35: 6.

41. Dittmar H, Pepper L (1994) To have is to be: Materialism and person 
perception in working-class and middle-class British adolescents. 
Journal of Economic Psychology 15: 233-251.

42. (2011) 10economicseprc2010.The consumer society: consumerism, 
rights and duties.

43. Lee MSW, Judith M, Denise (2009a) Anti-Consumption and Brand 
Avoidance. J Busi Res 62(2): 169-180. 

44. Lee MSW, Karen V, Fernandez, Michael RH (2009b) Anti-Consumption: 
An Overview and Research Agenda. J Busi Res 62(2): 145-147.

45. Ma Y, Xu B, Bai Y, Sun G, Zhu R (2012) Daily Mood Assessment Based on 
Mobile Phone Sensing. IEEE pp. 142-147.

http://dx.doi.org/10.19080/CRDOJ.2023.16.555957
https://juniperpublishers.com/submit-manuscript.php
http://dx.doi.org/10.19080/CRDOJ.2023.16.555957
https://pubmed.ncbi.nlm.nih.gov/25347131/
https://pubmed.ncbi.nlm.nih.gov/25347131/
https://pubmed.ncbi.nlm.nih.gov/25347131/
https://www.psychiatry.org/psychiatrists/practice/dsm
https://www.psychiatry.org/psychiatrists/practice/dsm
https://bibliografia.bnportugal.gov.pt/bnp/bnp.exe/registo?1905965
https://bibliografia.bnportugal.gov.pt/bnp/bnp.exe/registo?1905965
https://bibliografia.bnportugal.gov.pt/bnp/bnp.exe/registo?1905965
https://www.apa.org/monitor/jun04/discontents
https://www.sciencedirect.com/science/article/abs/pii/0167487094900027
https://www.sciencedirect.com/science/article/abs/pii/0167487094900027
https://www.sciencedirect.com/science/article/abs/pii/0167487094900027
https://ideas.repec.org/a/eee/jbrese/v62y2009i2p169-180.html
https://ideas.repec.org/a/eee/jbrese/v62y2009i2p169-180.html
https://ideas.repec.org/a/eee/jbrese/v62y2009i2p145-147.html
https://ideas.repec.org/a/eee/jbrese/v62y2009i2p145-147.html
https://ieeexplore.ieee.org/document/6200557
https://ieeexplore.ieee.org/document/6200557

