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Abstract

The experiential consumption is defined as the consumption made to acquire life experience,
while the material consumption refers to the consumption aiming to get material possession. Us-
ing the two kinds of research paradigm, the current research explored the effects of consumption
types on happiness. In Experiment 1, subjects were required to recall the most recent material or
experiential consumption, and then their happiness was measured through the scale. Subjects of
Experiment 2 were required to imagine different consumptions when faced with the same object,
based on different materials and experiential terms, and then their happiness was measured. The
results showed that compared with material consumption, experiential consumption is more
likely to make people happy.
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Table 1. The effect of retrospective consumption types on happiness
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Table 2. The effect of imaginary consumption types on happiness
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