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Abstract

As a new consumption phenomenon, anti-consumption behavior has increasingly aroused the atten-
tion of academic circles. This paper aims to explore the psychological motivation and the psychological
mechanism behind anti-consumption behavior. With the enhancement of environmental problems
and social responsibility, more and more consumers begin to reflect on their consumption habits and
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choose to reduce or resist unnecessary consumption. Through a comprehensive analysis of relevant
literature, this paper summarizes the main motivations of anti-consumption behavior, including con-
cerns about environmental protection, reshaping of personal values and reflection on the over-con-
sumption society. In addition, psychological mechanisms such as personal responsibility, guilt and
moral basis play an important moderating role in anti-consumption behavior. Research shows that
consumers’ anti-consumption behavior is not only a reaction to market overconsumption phenome-
non, but also a profound reflection on self-cognition and social values. By revealing these psychological
motivations and mechanisms, this paper hopes to provide a new perspective for understanding anti-
consumption behavior, and provide theoretical basis and practical guidance for research in related
fields. Future research can further explore anti-consumption phenomena in different cultural contexts,
and how to guide consumers to form more sustainable consumption behaviors through policies and
education to meet the global challenges of consumerism.
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1. 518

S BRAT T, VB A — P S A S B R, HCARLYE T LA BRI 9% 2SI BT S5 B 858 i e
TEMCHUR R IO Z ra 55, 90 908 308 SR (3R 552 1 [ I S0 7 A A0 305 R 9 90 S 0 PR 6740 1 2
OFREEIENL. KL, RN AT RGBT, AU T 2% SR R0 S8, AR T X TR
SRIBMIFE. WRENBIR T XTF ERBENDE . AR WA R ZH fi 2, E KT

. SRR FE SR SRR R R AR R . YRR, AR S R T, %
%@ﬁ%%ﬁmim%ﬁ,mAﬁ%§\I%%%ﬂu@%% B, RO IER ARG A, B e
SOMTE ARSI, 36 SR 7 2 UK R A i R

2. RIEBIEOEIS
2.1. RiHBHIEX

% 7H %% (anti-consumption) {E A —FRxT Lyl 9% = LS E sk S, Kot TadsEEm. F
BOAT B PeAsi s, DLSEIAMA S s Am Ak -7 o A0 238 e SO “HR 4 gl AR H
(1) {1 B AT A(Black & Cherrier, 2010), 8% “ # FR il 8 [FISCRE 2 7= i 7 (Lee, 2021). JEEEAE AL —0 1 HH =
WHERRLRET Wb, BRI R (Garma—dc—Frutos etal., 2018; Li et al., 2020), {HiX&85E LRI FH
BT 2 BB fltn, “HE4a7H %% nIRE T B AR S SRR AR i, S i TR (2 27 2 (7K 1
2, 2022).

ARSI S, Makri Z5(2020)4& H SOH B /i 2 A B TS A RO, BIAME I3 I 2 I 15 )
Fr. HlERE SR, MEHERESIEURARAT A X R 13 B IR AT s b (n 22 5 ke sk el i
PR, DA R AT o B — i R BRI (A 2 1 32 ), 34T 2 B AU E A4 (Culiberg et al., 2022) . A5 I,
SO PR T AR Sy, T B I I BV S B L . RS 3EAE), B lml nl s St
Fa) AR T :(Lee & Ahn, 2016). H HAREIEXTHUIHE 9% 32 LHI#E2 7 (Humphery, 2009) J8/0 B
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fH(Kasser, 2016), VLB NTEMME@IABRR R BRI 3248 B (Elgin, 1998; Huneke, 2005).
2.2. RiHTRRISERRAHIE

STH B R S BRARFAE T AR A VSR B 3 9% (e B A ] i ak s 5AS NIRRT 2 e, R
JRARER R ARH N TEEAR IR SR (Lee & Ahn, 2016). Forr,  “dif]” AN B E K5 EPEH 27 (Kashdan &
Breen, 2007), @lW A BRI YE S (W0iRAT 20E) LB (5 A (Carter & Gilovich, 2010). X Fik
T R BV 2% 5 & O E /15 40K (Alexander, 2009; Black & Cherrier, 2010), il SE#E&47 (0
ZEE ARG B S SEAR K (Weinstein & Ryan, 2010). WFFEE—0 R, RIHRE B NE R E EM%E. K
KR OB TR, AT R AR SEAE IE A (Schmuck et al., 2000). 2 EATIR, iH 32 —FhdE A
A S B ST, AR R I A SRR S S A EN, P AMA SRR S TRk R
Z [AIHF J& (Kasser et al., 2014; Zerach, 2016).

3. RiHZHIEIHLLIELS]

SiH B (anti-consumption) {F Y — R Hiid BEVH 2% S0 £ sk, HaEWLRA S S 260, BbA
WHFEAR SO B BRI T2 51 e BN D S5 22L, BE 52 SUE R IR O HR PR 55 17 1) 48
I (Iyer & Muncy, 2009; Chatzidakis & Lee, 2012). FEH BRI B3R5 HSEA BN LIINE], S
AN — PO Bl S SO RHIRGTAT Jy, - (RIS 2 — R s AN 5 SRR AT 7 R B A2 (Sarkar, 2022).

3.1. PABHH

3.1 WERREBRREEL

R 5 3% 55 5K 2 IR BRI (Maslow, 1943), METEW A 2 2R G, SR EEZRELEG
K, wHEKR. BES5EREI. RETATAE S BRI REEMIC: Y RF B0 A 7K
Ja, ARG IR TE FEoRIE SR N 7E K 5 IEAEA (B (Iyer & Muncy, 2009). %141, Pennington (2011)F5H,
HEN B LI B AN 2 B SR B S B A VRV 2, MRS AE SR B . PP AT T “ 5
FET718 7 (Easterlin, 1974) % OF JE——Y B AR LA TH 32488, 107 Sl 2% ml Rg il ad i 2 B 3= M (auton-
omy) -5 fE 71/ (competence)ZF N 7E 753K, #5042 7 & X (Schmuck et al., 2000).

3.1.2. BRBTSSHIARE

E F 15 BB (Carver & Scheier, 1982)58 1, AMAIE I S B S BEAT N DASEEL H AR . TH 9834
FEI R 2 ) S A ) (Lee & Ahn, 2016), HEIHLATREIE T S0 A E R . #ilt, Khan (2017)K3, 4
AMAIN A SE 7 -5 A D (AN FR 08 32 SCERAR T 3 SOATFIT, 23 £ 45 4478 2 DAGERF St — Bk . st4t,
AN RAH T2 (an 5 PR I S5 SR I 45 e L) A T B s & S 2747 H(Zerach, 2016).

3.1.3. REEHESELETR

J 3 B B SR — A S A BOHLRE SRIN ] 1 A 5 RT3 . Huneke (2005)48 HY, I/ 1 27T PG
o AR, M T REIRON 18] FL T SR BE L)) ARORIE B aRA A K (Blgin, 1998)0 A% 15 R RIAN”
(voluntary simplicity)iZ &) —F, HAZ O B k) o7 ik B8 e BB v A4 9% o 22 (A lexander, 2009).

3.14. EEEHSEFLE

AR, RIS R E AR, Albinsson 25010 RIMHAN “HEE" 5 “Ja%
R, RS2 3 (N T s U R (S SRR W B R I RAT R E )
Bl (EL AT o3 P B L 5 S AR K391 9517 (Jackson, 2000).
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3.2. S

3.2.1. FEENSAHELR

PR i) 8t SR A SV 2R A% 0o A 22 B o 3k FE VA 9 T BOBT R AL o AR IR 5 AR K (Kasser, 2016),
TS SR — P 5 B4R 07 58 " (strong alternatives) DL Bk A% Zi 4 OrAE Tt (1 [=1SCR] F) (Portwood-Stacer,
2012). 1, Garcia-de-Frutos Z5(2018) K3, FAG mH 58 IR 1 9 35 50 i jm) T e ik s/ b S A3 2k (T
SUERRSR O ) RIEX AES RGN T

3.2.2. HLEX ST

SO B TR AEONH 2 32 S AN A At A . 2RI E A0 1% AN HVESR 70%00 &) 5 57 TIH)
WA, AV B HE 48 FF unethical brands (Gentina et al., 2016). LRAT AN H FIEMEE &, il g
FESAT BN ZE B TR ) 1 s AR AR AR AIL(Weinstein & Ryan, 2010).

3.23. XM E SR RIE
SH ST — RSO IR TR, 40 2 2 SO B BRI R h(Black & Cherrier, 2010). %401,
“HRAIZ BN (boycott) T HE 44 TE it W (PRI 1) % 35 00 57 A 23 S Bl AR A I 5 (Nepomuceno &
Laroche, 2015). MRITAMUEABUGE X, EREEIS 5 2 B 43\ [F)(Chatzidakis & Lee, 2012).

HEE
PMANIER MBI Patogonia PatogoniaiX# VR EBEUEHBSENER
MO RHERRBERE N PRIE A AR 1R 4 BRI RN,
ENHREERATIAE . R, WARLRIERE (B, RAFEMEE)
WNEEXEE,
MU EE XL EE ENEH
vy . ial 5 ST R 53 1 B B E R S
AN NEIRB S Patogonia, Patogoniaite 5 RE<F * S
ygfmﬁiugjggggigg W B AR AR NFE— P ERNE R
RIBERE A HRBRER, BREL RiH#E o
S BRI MUAAIE (Blgn, XELEEEE MR
HEHEENRS| I RAE)
RiF#

Figure 1. Examples of consumption and anti-consumption at micro, meso, and macro levels (original from, Garima et al., 2025)

L W PRFEYEERE R E RS2 (REL Garima et al., 2025)
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3.3. MATNEH LU ERIXF

FeRE XN NG SEIHUAEERRIR, B FHFEHEAH, Jackson (2009)f5H, #aIHUELH
N ANAME AN RAE il A, T SEARAT B (A PRIz 3h) X RE SR AMA B SO 9 & . B, 254X 3
SELGE(n T H BRI AR, BRI B ST RO AL, SR BIRIEIA (H 223 HL) (Albinsson et
al., 2010). ZIHLENREVERILT “SREER”7 5 “RIET7 MZER: 30 0 = gAML B LA L
), e WU SE T SR B D (Tyer & Muncy, 2009). IXFR XA, 2 shLLREN I [ 9% 3 o0 R4t
PR, TAEAMEAT AN R EE . W SR EAT N E ORI RSB R i IRSS BF TAD R AR
IREG JHFRANAE” iR, & 1 B, Garima %8 AT Fi4E Hi(Garima et al., 2025) R 58 B0 2 75 S e
SOHE BB AERORZ T (NN oW 2 H R B 2 W2 T (R A EE), 5 IR S 22 BE AT
AT I SEmE RO A O . o B S R
4. RIEBIT AN R R R
41. RIERITASEBREREL

Oral Al Joy Yana Thurner i i ¥R 7% S 2 0HH P&t pk g2, RIS 24T e — e R B bEant
T B OB A TR AEME L, X P2 AT REE I 2 Fh o7 SUARII,  ne3e i 90k B B AR U
INAI%E(Oral & Thurner, 2019). Ziesemer %8 N A2 QT AR, W70 50 0K 0 v] ¢ 452 S 78 2 R0 96 B LA
I 2 BT EEHE S AT 2 SOl AT iR E EEAEH, NIRRT NI R A E GG E N2
(Ziesemer et al., 2019). AW FLEH VLR RE G S R FAT N2 R R, FHHEE T HEBEEESE
FEH AT VER, BOVE 9838 %0 B B dh 2 ST I DA R B 2 52 o JHG DR P8 s i 1T 7= A2 1 e 7 2R AT SR 10 1)
(Farah & Shahzad, 2020). 7E— 3 5 & 5= U5 R el 520 e i 9 I i, RIKBE R B HERIES 4
XTAME SO AT R PSR P2 AR 52, SR ) — 2 S W] B 51 AR 3D AN 6 L ()7 B (Casabay et al.,
2020). Culiberg &5 N7 A 17 IEARELAE . T N 2RI N 53 A8 DR A5 JER DT A 16 S 3 24T Pl o () 4
I, a5 RRAARETEE AR S PR BT BL RO B & SRR, #a R = o 7HEE IR 1R
HUS I 9847 M (Culiberg et al., 2022). Lee X [ H P FU3EAT 1 ZE I AD S AQMERIREIR , ARER 11 S0 7t
(R FENKES, D Ja SRRt FRaR At 1By 4 T BEAR HEZEFNBI 2 77 [ 2 7% (Lee, 2022) . X — RINBFFE N2 AN
BT, RNHINT 1O AT 9 59 o ARl R EG 2R DL A J5 B s AL ] o

4.2. NEISUETHRIBERITAZHATR

Vesterinen £ Syrjl JE£E T RBEATIRI TRRLL SOE 9%, 18I R CHRERIA, B4 T iU H AT N
(R Ry SO DR 28 S TR, Wy 2 o IR W R AR L T ST SY AR R e e S T TH S RO BRAT N
[k (Vesterinen & Syrjl, 2022). Boaitey W7t 1 V8 9 # WA S WA FIFR 25 (1 EWUE S5 4P RE T2
SRR, Mo T 28 6 = S ke e SR AR S I B VL 2 R i SLAE AR 03 o LIRS, xR 3 3 iAE )
PR B, T A8 BRI I 34T (Boaitey, 2022). Robson 2 AR 11 2% & BB 1T 9 5 IO %
i 2E B RER AT R UL B H BB M E 2 MR R, RO % # BB AT NE— e 28 L5 R AT M E
KUK, XLAT N G IO HEBIAALEARUE,  anx T 5 230 R AN 45 (Robson et al., 2022) . H 5K
DL “Hor-fiksg” R, iR Ik i 1RO SRR TR R R R AR =, ARRE TS B R,
FEFIL T T8 3 AE SO B A e 1 00 R AR AL ARSI K] 2 (Anderson et al., 2024). 55X AR IR )30 4 ] 3
M= B PR AN N 2, B Fe 8 8 i o N O I TEZEHE I, G2 X NSRRI HBER IR ST [ G PR, 25
R AT ) B LI EHL(Sudbury-Riley & Kohlbacher, 2018). 55T 1 S [A) () ) I B W58, Peng 2%
NGE ST HAEFE ISR A FORELE, ik — D alAb 1 IEE 3 ) SO SR AT NI FE N ZS s IR AT 9812 AT
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e DIRFNHLERAL T S IEMT AR A2 (Peng et al., 2024). Lee XF T [ il 2o 4R35 RB & (0] 8 % i A
fsgm,  DLR A S 2R T AE F A R R S R I 7 o 3R B ST 9 R3S 7 SV S B e e e IR R N x5
e G5 i R RIS B2, AN RI 2R RS 0 3545 JE R 1 S X R 52 1 (0 AR BEE o 7 RV SR AT O BE BN AT UAH ST 9 43,
[ 2 AN A FE R TR 2R . R IT 55 AR 4 = SO 9 EAT IR Al 5 BB B RE,  BUR B R AR
FOETRAT R, ARRT 2 SO PR ER & 5 SO AT ARAE — 8 R 0T 055, 2021). W1 3 SUIH 918 5 25 5%
B, DA RANT, IX ] BE S H Y B AR TN I PV PR, NGO T B AR VR (1B SR, AT R
SO AT OB AR T T A .

43. RiHBITANASE . REGEEXHAR

Ferrell Al Witkowski A7 58 A B2 4875 ST 2847 NAEAN A AL 231 5 B B R IUE 2 BLACH J5 VR J= IR ) A
2 BUATISCARIR R, T80 BAE A HRHIAN nT KRR (AR S5 I S AR R 7L, #h 9 T OH
Fo IR (Ferrell & Witkowski, 2021). AR TR LABACE SPIZE 9, T 58 T RRSE AR 20N B Sl 98 &
SO, IR T AE R SRR, I R MU ASE e S 3 S B SO DA 9 AE A 1RO BE S ALANAT A
3(De Bernardi & Tirabeni, 2018). Garcia-de-Frutos 5 A PRI RESEE I S 2 dEAT Mk [l 22
JR ARG TT RAR S, MR T — MO ERAELE, 9 MFRBE R HRREE A FE A 78 ST AT e fit 1 ER
FEREFIE 5T )7 7] 48 5] (Garcia-de-Frutos et al., 2018). Sarkar MATNEFF#MIE, Rt E A LBGRE iz
FHAH IR B SR S0V 9 3 SCFIHBIRAE BRSSOl BAT A MBI Fe it 1Op BRI A, B Ok 5
TRV 2 ) B 9 P R (Sarkar, 2022). A HFFUAES oA PN b A PRI, EOR R TR
PRV O, AN BRSO S AT N A — B RN, RO BRAT NPT REETH 2 B AE SR B B Sl AR S
it B — b S A R 3 (Fiedler, 20210 5K SE U BB S 2% BRSSO B AT N IT SIERT 7T o %
FU I SEBR AR FIEE AT, IRANIRD SO 2 S AR A o] s SO SR AT A PR AR . AT R IR B R IR
TEANYERE, WONE B SUNME RIHEA] . SR RNAL S AT RR R M 1 DRSS, IR B IR 5 SO AT
N IBAFAE R TR B o A 8 R IR N B SO AT IR o BB LR AL TSGR SCHE, W 13 9
TE SO BAT N 5 T RBeAFAEX AL 2 SRR E &, USOOAE GEiH 9 2 SCUME I S8 4O BRIk
45, 2022). IXEERFFMI S EA, B REZ AR, FE T RIE BT AN RNE, A
TXTHA S OHEBHURT A A B . Kori Nur Liana 25(2019)i8 5 ff f5 /1> — il @AM M 27478,
IR ELHET ORI B, AH OB S I 2 (SOl AT M) — AR B A 7 25, M T S e L Vi
B Nt G 2R TR BT AR T $AT NI AT BB, Garima. Deepak Sangroya £l Yatish Joshi (2025)i8
I RGOCHRERER, X SO S AT S, MR T IREEHESE R SO AT O RIRT R AR A
AR, AT BRSO AT R T N R AL A

5. REKRE

SAE BAT BP0 TR 75 3k — 2P PR o BRI LR PR o AT STk B AR CUx s il 9 astAT 18 0
Hrs ABAEDARGEL, iSRRI 2R I R 2 R AR B A L o ARRHITTE MR £E T 15 AR
Ba, A0S e LA RA AU PG HESE,  DAR Sy 4t A B BRAT R, kR
ONERAEEH B AR SO SRR R D B AR L HIREN P 3R o BT A A SR K 2 07 SR 0 R 34T
MIsm, JEHEAERIERIAE AR, B WA 5 RS S SN o DR R B B 1l 6 77 2 AR AT 7 (1 = 27
Ao S35 SR 50 2R RAE AR AU T 9% 38 72 Sl B R v (T My B AR = B
LA IX S RE AP AR] 5200 FL ) S R SR 9% ST 46E, R AR TR LB RN (T 22

SCUERIE FE A & 1t S B AR T FE I B o 3 5 i 5 s PR TR S 5 05 3K, R LSS It ik
AT ST AT I B BEA  FpARAE AT R 8 e FLAR H 2 2RISR I F 50 R S B8 BERTEAN AT ML
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