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Abstract

To clarify the mechanism of social comparative tendency on conspicuous consumption, this study
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constructs a model with an intermediary role, focusing on the mediating role of self-concept clarity
in the relationship. A total of 229 subjects were selected in this study to investigate social compari-
son, self-concept clarity and conspicuous consumption. The results show that: 1) After controlling
gender, age, culture, household registration and independence, social comparison had a significant
positive prediction effect on conspicuous consumption; 2) Self-concept clarity can play an interme-
diary role in the relationship between social comparison and conspicuous consumption.
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Figure 1. The mediating effect model of self-concept clarity
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Table 1. Demographic descriptive statistical analysis

= 1 AOF#EiEgt o

UNEE-'T el N
5 57

5]
§’8 172
R R LT 7
ALK KEZ(ET AR 181
WA 41
W 99

ok
A pt 130
= 77

REMAE T4

e 152

32. fIRIR

321 LB HIEER

AW 5T K FH B Gibbon A1 Buunk #ffil[29]. EBHUESEAEIT I (Hh2x LR E R (INCOM)) [+ il
[30]. ERAT 11 ANH, KA 5 St = ZEAFE, 5= &), ZERNEMHEN
11~55 43, HH S 5 FI5E 11 MOy RN TH5r . Mt AL S U ks . FEARRF A, @RI
1B o RECH 0.82.

3.2.2. ERMABUIEER

K F Campbell 25 A il 1) H FMESIEME 0 5 [31]. ZEREE 12 AWH, KA 7 800 = 5%
AR, 1= BEMFR). ZERN DB AMIEHY 12~84 7, HrhEREs 6 F1% 11 BUNIERH7y, R
A H BN A3 o 457 s Ui B E SRS TR I R M s . FEAWE T, 2R N TR A o RECN
0.81,

323 KEMERER

SKFH Podoshen %54 il (1) F -0 5 B0 IR IR 9 2R AT M I LR [32], iZmRAE 4 ANTH, KA S
MY (1= BEARFE, 5=%EFE). LZERNDEIIMAILER 4~20 5. 1550w Ui IR 24 A2
JERE . EARBETTH, ZERN TS EM o RECN 0.84.

4. GER
4.1. £FEFFREPTH SH%

oI T A SR A 2 B R RS, RO 1 ) A A AR R (0 8 0, 00 g e G 2 ey e P 3L )
T KA T 45 RNt 22 5 A9l DRl 0 e R A3 R D5 9 22 » 45 A AT S (1 B A B0, SR Harman
BRI HEAT TR AR ZE ROR G, R TP T R H TR R R R TR, AR, R
KT 1735 6 A, Hrb B8 — R R ) R H A2 R 08 29.09%, /D Tl A 40%, BLHIAHTIT

DOI: 10.12677/ass.2025.145385 197 SR EERT


https://doi.org/10.12677/ass.2025.145385

BEPHIE

ANAEAE ™ B FE R T i 22 7]

42. BRTENFEYH. IFEEREXIER

IR RARR T4 RBRYI(WAE 2), A LB 5 B BT 2
SR IR S IR B R R

WEIEMR; BB

Table 2. Results of descriptive statistics and correlation analysis
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Table 4. Decomposition table of total effect, direct effect and mediating effect
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