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Abstract

While past research suggests that conspicuous consumption does not support the goals of
sustainable consumer behavior, emerging evidence indicates that it can drive green product
choices in online contexts. However, the online mechanisms that support this process remain
unclear. This study employs a Partial Least Squares Structural Equation Modelling approach
to examine how conspicuous consumption motives influence green purchase intentions when
consumers are exposed to green content on social media. It hypothesizes that social media
exposure, Fear of Missing Out (FOMO), and social comparison act as antecedents to green
conspicuous consumption motives, with perceived quality moderating these relationships.
Data was collected from 346 social media users in the U.S., U.K,, and Canada. Results
indicate that conspicuous consumption motives significantly mediate the relationship
between FOMO, social comparison, and green purchase intentions. While perceived quality
enhances the effect of social comparison on conspicuous consumption, it does not
significantly impact the relationship between FOMO and conspicuous consumption. These
findings highlight the role of social media in shaping green purchase decisions and suggest
that businesses and policymakers can leverage conspicuous consumption motives to promote
sustainable consumer behavior. By positioning green products as both environmentally
responsible and status-enhancing, marketers can appeal to consumers’ desire for social
validation.
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1. Introduction

According to NielsenlQ and McKinsey & Company (2023), 78% of consumers now
prioritize sustainability in their purchasing decisions. Additionally, they also project the
global sustainable products market to reach $150 billion by 2025. This growing consumer
preference underscores the urgency to understand the underlying psychological and social
dynamics driving sustainable consumption. Latest consumer behavior research suggests that
conspicuous consumption motives are increasingly influencing green consumption (Policarpo
& Aguiar, 2020; Yarimoglu & Binboga, 2019). As concerns about climate change and
environmental sustainability escalate, green consumption has shifted from being solely an
ethical choice to a status-driven behavior influenced by social validation.

The literature has shown that, because green products are often more expensive compared
with non-green products and sometimes underperform in functionality, green consumers
communicate their ability to bear extra costs and signal altruism through purchasing such
products. Green consumption is, therefore, being used by some consumers to signal wealth
and social status (Griskevicius et al., 2010). This phenomenon has been leveraged by brands
such as Tesla and Patagonia, which have successfully positioned their products as both
sustainable and status-enhancing, illustrating the intersection between conspicuous
consumption and green marketing.

Conspicuous consumption motives can, therefore, drive sustainable behavior when it can be
clearly shown that the consumer is buying the said product due to its extra cost (Hammad et
al., 2019). This is supported by previous studies by Griskevicius et al. (2010), which showed
that status motives increased people’s intention to purchase green products when shopping in
public and when green products cost more than non-green products. Given the increasing
prevalence of sustainability-focused marketing, understanding these motivations is critical for
policymakers and businesses aiming to foster sustainable consumer habits.

Even though previous research has shown that conspicuous consumption may be
counterproductive to sustainable goals (Cervellon et al., 2019; Mi et al., 2018), Griskevicius
et al. (2010) argue that more consumers are willing to purchase green due to green
conspicuous consumption motives. This suggests that green conspicuous consumption
motives can be leveraged as a strategy to increase the sale of green products by making it
easy for consumers to show off their green consumption.

Given the growing significance of social media in shaping consumer behavior, it is essential
to examine how digital interactions influence green conspicuous consumption. Platforms
such as Instagram and TikTok have amplified sustainability trends, with hashtags like
#SustainableLiving and #EcoFriendly garnering millions of views. Research has shown that
social media exposure fosters social comparison and Fear of Missing Out (FOMO),
influencing consumers to adopt sustainable behaviors to align with perceived social norms.
While prior research has explored the role of FOMO and social comparison in traditional
conspicuous consumption (Dinh & Lee; 2022), their impact on sustainable purchasing
decisions in online contexts remains underexplored.

By investigating these factors as key antecedents to green conspicuous consumption motives,
this study aims to bridge this gap and provide insights into the psychological mechanisms
driving green purchase intentions in an online context. Furthermore, by considering perceived
quality as a moderating factor, this research seeks to offer a more nuanced understanding of
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how conspicuous consumption motives can be leveraged to promote sustainable consumer
behavior. The findings will contribute to the discourse on sustainable marketing strategies
and consumer psychology, providing actionable insights for both businesses and
policymakers in fostering a more eco-conscious marketplace.

2. Literature Review and hypotheses development
2.1 Theoretical Foundations

This study integrates Compensatory Consumption Theory (CCT) and the Theory of
Reasoned Action (TRA) to explain how social media exposure influences green purchase
intentions through conspicuous consumption motives. CCT posits that individuals engage in
conspicuous consumption to compensate for feelings of inadequacy, exclusion, or low self-
esteem, often triggered by social comparison or emotional responses such as Fear of Missing
Out (FOMO) (Sivanathan & Pettit, 2010). In this context, exposure to green content on social
media can evoke FOMO and social comparison, prompting individuals to engage in
conspicuous green consumption as a way to restore self-worth and signal social status.

The Theory of Reasoned Action (TRA) provides a complementary perspective by
suggesting that consumer behavior is driven by behavioral intentions, which are shaped by
two factors: attitude toward the behavior and subjective norms (Fishbein & Ajzen, 1975). In
this study, conspicuous consumption motives are seen as shaping a positive attitude toward
green products, driven by the desire to signal both environmental consciousness and social
standing. Additionally, social comparison creates subjective norms, where consumers
perceive social pressure to engage in green consumption as part of their social identity.

2.2 Impact of Social Media Exposure to Green on Social Comparison

As individuals showcase their green consumption on social media, they create
reference points for others to compare and evaluate their own behaviors. Previous studies
revealed that seeing other people's social media updates could lead to users making upward
social comparisons (Burnell et al., 2019). Additionally, both active and passive engagement
encourages individuals to participate more in social comparison (Pang, 2020). People use
social media to compare themselves to others both consciously and unconsciously (Jang et
al., 2016), making social media exposure a precursor to social comparison (Vogel et al.,
2015). On the back of this information, we hypothesize that social media exposure to green
increases one’s susceptibility for social comparison.

H1: Social Media Exposure to green has a positive impact on Social Comparison
2.3 Impact of Social Media Exposure to green on FOMO

As green conspicuous consumption trends continue to emerge, people are more likely
to conspicuously display their green consumption experiences on social media, giving others
an idea of what they are missing out on. Taylor (2019) demonstrated that even passive Social
Media users may be impacted by FOMO. This corroborates the mere exposure effect by
Zajonc (1968), which posits that “Mere repeated exposure of the individual to a stimulus is a
sufficient condition for the enhancement of his attitude toward it”. Conclusively, the people
who use social media heavily are more vulnerable and have higher chances of experiencing
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FOMO. To put it another way, regular social media use increases the likelihood of feeling left
out (Buglass et al., 2017).

H2: Social Media Exposure to green has a positive impact on FOMO
2.4 Impact of Social Comparison on FOMO

Recent studies by Dinh & Lee (2022) have observed how social comparison leads to
FOMO in the context of online consumer behavior. Social comparison encourages
individuals to maintain connections and be aware of what others are up to (Przybylski et al.,
2013). In the social media environment, where users frequently compare themselves to
others, there is an increase in the fear of missing out (Buglass et al., 2017). For example,
Pang (2020) observed that university students' exposure to social media platforms like
WeChat enhances FOMO through fostering upward social comparison. In the context of
green consumer behaviour online, as people compare themselves to others on social media
about their green consumption experiences, they are more likely to feel left out. Based on
this, we hypothesise that:

H3: Social Comparison has a positive impact on FOMO

2.5 Impact of FOMO on Conspicuous Consumption Intentions

According to Sivanathan & Pettit (2010), People regain their self-esteem through
compensatory consumption when they feel self-threatened and socially alienated. Since
dimensions of FOMO include basic needs including self-worth, the need to follow trends, and
the fear of being left behind (Kang et al., 2014), obtaining products consumed by their
referent group in order to obtain the desired social impression is the one way to satisfy the
deficiency of such demands (Seo & Park, 2018). To put it another way, conspicuous
consumption can be used to satisfy demands and boost self-esteem (Chaudhuri et al., 2011).
We therefore posit that:

H4: Social Comparison has a positive impact on Conspicuous Consumption intentions

2.6 Impact of Social Comparison on Green Conspicuous Consumption Intentions

Consumers are prone to experience inferiority when comparing themselves with those
who display better lives (Festinger, 1954). Consumers then try to decrease those feelings and
recover the superiority, mostly achieved by consuming and exhibiting material products (Lee
& Shrum, 2012). Thus, when customers make upward social comparisons, they try to gain
conspicuous products to maintain and enhance their social status (Zheng et al., 2018a).

Another explanation for the relationship between social comparison and conspicuous
consumption is the “Keeping up with the Joneses” phenomenon (Christen & Morgan, 2005).
In this case, consumers prefer to compare with those they consider better-off who own more
possessions. Recognizing the possession gaps between them pushes them to gain and display
the same material values as others (Corcoran et al., 2011). Therefore, customers engaging in
upward social comparisons are more likely to pay for conspicuous goods (Billiot, 2020).
Consequently:

H5: Social Comparison has a positive impact on green conspicuous Consumption
intentions
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2.7 Impact of Conspicuous consumption intentions on Green Purchase Intentions

Recent consumer behavior literature has suggested that conspicuous reasons are
becoming a key factor in driving green consumption (Policarpo & Aguiar, 2020; Yarimoglu
& Binboga, 2019). In a recent study by Wallace and Buil (2023), conspicuous green behavior
was found to be positively associated with intention to engage in prosocial activities. Also,
another recent study from Apaolaza et al (2023) found conspicuous consumption motives
have a positive effect on the purchase of sustainable clothing. Based on these evidences, this
study proposes that:

H6: Conspicuous Consumption Intentions have a positive impact on green products
2.8 Moderating Role of Perceived Quality on the relationship between Social
Comparison and Conspicuous Consumption Intentions

The perceived quality of a product would likely strengthen the impact of social
comparison on conspicuous consumption intentions because consumers often compare
themselves to higher standards in online environments; and perceived quality help them
determine those standards in making better choices (Christen & Morgan, 2005). So when the
perceived quality of green products is high, the effect of social comparison on conspicuous
consumption intentions is strengthened. Consumers are more likely to engage in conspicuous
consumption if they believe the green products they purchase are of high quality, as it allows
them to signal both environmental consciousness and high social status (Johnson et al., 2018;
Policarpo & Aguiar, 2020). Therefore, we hypothesise that:

H7: when the perceived quality of green products is high, the effect of social
comparison on conspicuous consumption intentions is strengthened.

2.9 Moderating Role of Perceived Quality on the relationship between FOMO and
Conspicuous Consumption Intentions

Perceived quality of green products plays a critical role in moderating the relationship
between FOMO and conspicuous consumption intentions. When consumers perceive green
products as high quality, their FOMO-driven desire to consume these products conspicuously
increases, as high quality enhances the products’ social value and status signaling (Wang &
Liu, 2007; Medeiros et al., 2016).

H8: When perceived quality is high, FOMO-driven desire to consume green products
conspicuously increases
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Fig. 1. Conceptual Framework
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3. Methodology

This study employed a survey research design with Partial Least Squares Structural
Equation Modelling (PLS-SEM) approach to analyse the proposed model. PLS-SEM was
selected for this study because it is well-suited for investigating complex relationships among
constructs. Additionally, PLS-SEM is appropriate for research involving complex models that
incorporate mediators and moderators (Hair et al., 2019).

3.1 Measurement Items

This study adapted measurement scales from previous studies to measure the
constructs. Social media exposure was conceptualized as the repetitive encounter with a
stimulus; which in this case is green content. This conceptualization is based on the mere
exposure effect by Zajonc (1968). To measure social media exposure, this study modified 3
items from the consumer online brand engagement dimensions consumption stage in a study
by Vale & Fernandes (2017). The original items capture a consumer’s mere online encounter
with messages but were modified to reflect frequency of encounter. This is because frequency
is one characteristic of the exposure effect that has been generally agreed on in the literature
and being applied in this study. A sample item is “I frequently read content posted by others
about green products on social media”. Social comparison was measured on the Gibbons and
Buunk (1999) scale. The items were adapted to reflect comparison between benefits from a
respondent’s consumer choices and that of others who consume green products. A sample
item is “I often compare my green consumption with others”. FOMO was measured using
four items from the FOMO scale created by Przybylski et al. (2013). A sample item is “I fear
my friends who consume green products have more rewarding experiences than me”. For
perceived quality, this study adapts four items from from Perceived Green Quality scale by
Chen and Chang (2013). A sample item is “ Others are enjoying a quality product that is
regarded as the best benchmark with respect to environmental concern.”. To measure green
conspicuous consumption intentions, the study adapted the conspicuous consumption scale
from O’Cass & Frost (2002). A sample item is “I want to buy expensive green products
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which make me noticed by others”. Green purchase intentions were measured by a scale
adapted from Chang (2015). A sample item is “ I expect to purchase green products/brands in
the near future”

3.2 Data Collection

Data was collected through questionnaires on Amazon's Mechanical Turk (MTurk)
platform. A total of 350 respondents were engaged and 346 used for further analysis after
data cleaning. The population of the study was social media users in USA, Canada and the
United Kingdom. Since the focus of the study was social media influences on green purchase
decisions, only social media users qualified as participants for this study. The USA, UK and
Canada are known to have high awareness regarding environmental issues and sustainability
(Chen & Chang, 2013). Males dominated the total sample with 254 respondents (73.4%),
while females were 92 (26.6%). The ages of the respondents ranged from 20 to 79, with the
dominant age group being 30-39 (60.4%).

3.3 Data Analysis

The data analysis process started by firstly ensuring that the dataset was clean for
analysis. This was carried out by checking for outliers and cases where respondents were
uncooperative. The reliability and validity of the measurement scales were then confirmed
through Confirmatory Factor Analysis (CFA). Data was analysed using Smart PLS software
(version 4.1.01).

3.4 Measurement Model

The Validity and reliability of the constructs were assessed through CFA. Fornell and
Larcker (1981) recommend that indicator reliability is met when all items have factor
loadings above 0.5. All items in this study met this criteria, with the lowest being 0.629. For
Internal consistency reliability, we used the Composite Reliability (CR) indicator, which
according to Nunnally & Bernstein (1994), should be above 0.7. As shown in Table 1, the
lowest CR index is 0.797; demonstrating internal consistency reliability for the scales used in
the study. We assessed convergent validity using the Average Variance Extracted (AVE),
which, according to Fornell & Larcker (1981), needs to be greater than 0.5. This criterion was
also met satisfactorily.
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Tab 1. Construct Validity and Reliability

Construct Item Factor CR Cronbach's AVE
Loadings alpha
Social SME1 0.788 0.838 0.838 0.633
Media Exposure SME2 0.810
SME3 0.788
Social Comparison SC1 0.627 0.797 0.797 0.571
SC2 0.838
SC3 0.785
FOMO FOMO1 0.729 0.803 0.804 0.576
FOMO2 0.813
FOMO3 0.732
Green Conspicuous GCCI1  0.699 0.846 0.847 0.580
Consumption GCCI2  0.775
Intentions GCCI3 0.761
GCCIl4  0.806
Green Purchase GPI1 0.815 0.846 0.847 0.648
Intentions GPI2 0.798
GP13 0.801
Perceived Green PQ1 0.832 0.897 0.897 0.685
Quality PQ2 0.867
PQ3 0.813
PQ4 0.797

Notes. CR, Composite Reliability; AVE: Average Variance Extracted; SME, Social Media Exposure; FOMO, Fear of Missing Out; SC,
Social Comparison; ISI, Informational Social Influence; GCCI, Green Conspicuous Consumption Intentions

3.5 Discriminant validity

This study assessed discriminant validity using the Heterotrait-Monotrait ratio
(HTMT). The HTMT ratio was introduced by Henseler et al (2015) as a method that asseses
discriminant validity by comparing the correlations of indicators across different constructs
(heterotrait-heteromethod correlations) with the correlations of indicators within the same
construct (monotrait-heteromethod correlations). For discriminant validity to be met,
Henseler et al; (2015) recommend an HTMT value below 0.85. This study adopts the HTMT
ratio because it has been shown to have higher sensitivity and specificity compared to
traditional methods like Fornell-Larcker criterion. Sensitivity and specificity refer to the
method's ability to correctly identify type one and type two errors related to discriminant
validity (Henseler et al; 2015). The HTMT matrix for this study, as shown in table 2 shows
all the HTMT ratio values below 0.85, demonstrating the presence of discriminant validity.

Tab. 2. Discriminant Validity — HTMT Ratio

SME SC FOMO GCClI GPI PQ
SME
SC 0.780
FOMO 0.539 0.659
GCCI 0.749 0.795 0.804
GPI 0.827 0.649 0.333 0.634
PQ 0.787 0.703 0.537 0.764 0.815

Note: SME, Social Media Exposure; FOMO, Fear of Missing Out; SC, Social Comparison; NSI, Normative Social Influence;
IS, Informational Social Influence; GCCI, Green Conspicuous Consumption Intentions
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3.6 Correlations

We tested the correlations between constructs in order to understand the relationships
between them. The correlation matrix from Table 3 suggests that all the constructs were
satisfactorily correlated among each other in a manner that is conducive for conducting
regression analysis.

Tab. 3. Correlation Matrix

SME SC FOMO GCClI GPI PQ
SME 1
SC 0.785 1
FOMO 0.540 0.668 1
GCClI 0.752 0.796 0.803 1
GPI 0.827 0.651 0.335 0.637 1
PQ 0.787 0.706 0.539 0.767 0.815 1

Note: SME, Social Media Exposure; FOMO, Fear of Missing Out; SC, Social Comparison; NSI, Normative Social Influence;
ISI, Informational Social Influence; GCCI, Green Conspicuous Consumption Intentions

3.7 Model Fit

There are several indices to ascertain how well a model fits the data in structural
equation modeling. The variance-based Smart PLS typically provides indices for the
estimated model as well as the saturated model. This study adopts the Normed Fit Index
(NFI) and the Standardized Root Mean Square Residual (SRMR) fit indices for this purpose.
SRMR is the difference between the model implied correlation matrix and the observed
correlation. To determine a good fit, Hu & Bentler (1999) recommend an SRMR value less
than 0.08. In this study, while the saturated (0.046) met this criteria, the estimated model
recorded a value of 0.096. However, according to Sharma et al (2021), larger models can
tolerate slightly higher SRMR values, making it an acceptable fit. For the NFI, Bentler &
Bonnet (1980) recommend values above 0.90, but values slightly less are acceptable as well.
We recorded an NFI of 0.898 for the saturated model and an estimated model of 0.884, which
both demonstrate a good fit.

3.8 Structural Model

In Structural Equation Modelling, the structural model specifies the relationships
between the constructs and tests the hypothesized paths. Figure 2 shows the overall results of
the structural model with path coefficients and squared multiple correlations. The path
coefficients represent the strength and direction between the latent constructs while the
squared multiple correlations show the explanatory power of the constructs; indicating the
amount of variance in the dependent variables explained by the independent variables.
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Fig. 2. Structural Model
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4. Results

From table 4, the results show social media exposure to green had a strong impact on
social comparison (= 0.785, p < 0.001) thus supporting H1, but failed to impact FOMO ( =
0.041, p = 0.739), thus H2 was not supported. H3 was significant at (f = 0.635, p < 0.001),
indicating a strong relationship between social comparison and FOMO. The relationship
between FOMO and green conspicuous consumption intentions was also supported at (p =
0.438, p < 0.001). H4 is therefore supported. Social comparison also positively impacts
green conspicuous consumption intentions at (f = 0.333, p < 0.01), supporting H5. H6 was
also supported at (B = 0.643, p < 0.001), indicating that green conspicuous consumption
intentions are salient in driving green purchase intentions.
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Tab. 4. Hypotheses test results

Path Path t Results
Coefficients 3

H1 Social media exposure = social 0.785*** 17.640 supported

comparison

H2 Social media exposure > FOMO 0.041 NS 0.334 Not supported

H3 Social comparison > FOMO 0.635*** 5.238 Supported

H4 FOMO - green conspicuous 0.438*** 4.274 Supported

consumption intentions

H5 Social comparison - green conspicuous ~ 0.333** 2.978 Supported

consumption intentions

H6 Green conspicuous consumption 0.643*** 13.149 Supported

intentions > green purchase intentions

H7 Perceived quality x social comparison >  0.159* 2.563 Supported

green conspicuous consumption intentions

H8 Perceived quality x FOMO - green 0.000 NS 0.001 Not supported

conspicuous consumption intentions

Note: * p < 0.05, ** p < 0.01, *** p < 0.001; t, t-values; NS, Not Significant

4.1 Moderating Effects of Perceived Quality

The results from the moderation analysis shows that perceived quality strengthens the
relationship between social comparison and green conspicuous consumption intentions at (3
= 0.159, p < 0.05), while the relationship between FOMO and green conspicuous
consumption intentions was not significantly affected by perceived quality (B = 0.000, p <
0.999). The simple slope analysis in figure 3 and 4 give a graphical illustration on the

moderation effect by explaining their interaction.
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Fig. 3. Simple slope analysis on the interaction between perceived quality and social comparison in predicting
conspicuous consumption
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The results, as depicted in Figure 2, reveal a significant interaction between perceived
quality and social comparison in predicting conspicuous consumption. Specifically, higher
levels of perceived quality (+1 SD) strengthen the positive relationship between social
comparison and conspicuous consumption, while lower levels of perceived quality (-1 SD)
attenuate this relationship.

These findings suggest that perceived quality moderates the influence of social

comparison on consumers' conspicuous consumption behavior, with higher quality
perceptions leading to a more pronounced effect.
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Figure 4. Simple slope analysis on the interaction between perceived quality and FOMO in predicting
conspicuous consumption
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While the graph suggests that perceived quality might amplify the relationship
between FOMO and conspicuous consumption, the statistical analysis demonstrates that this
interaction is not significant. Therefore, perceived quality does not meaningfully moderate
the effect of FOMO on conspicuous consumption in this model. The increase in conspicuous
consumption driven by FOMO occurs irrespective of the level of perceived quality

4.2 Mediating role of Green conspicuous consumption intentions

The results, as seen from table 5, indicate that conspicuous consumption significantly
mediates the relationship between FOMO and purchase intentions, with a strong indirect
effect (B = 0.282, p < 0.001). The pathway from social comparison to purchase intentions,
mediated by conspicuous consumption, is also significant (B = 0.214, p < 0.01), indicating
that people who compare themselves with others are more likely to make purchase decisions
through conspicuous consumption. Lastly, social media exposure indirectly affects purchase
intentions via social comparison and conspicuous consumption (B = 0.168, p < 0.05),
underscoring the role of social influence in shaping consumer behaviors.
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Table 5. Specific Indirect Effects

Path ¢ P
Coefficients 3 values
FOMO - Conspicuous Consumption = Purchase Intentions 0.282 4518 0.000
Social Comparison > Conspicuous Consumption -> Purchase 0.214 2.751 0.006
Intentions
Social Media Exposure = Social Comparison = Conspicuous 0.168 2.590 0.010

Consumption = Purchase Intentions

Note: * p < 0.05, ** p < 0.01, *** p < 0.001; t, t-values

5. Discussions

The purpose of this study was to investigate the impact of social media exposure on
green purchase intentions through the mediating role of conspicuous consumption intentions;
and to also ascertain whether perceived quality plays a moderating role. Findings suggest that
conspicuous consumption intentions of green products play a very important mediating role
in green purchase decisions online. This means that conspicuous consumption intentions
drive green purchase intentions of consumers who experience FOMO and, those who indulge
in social comparison after they are exposed to green content on social media. These finding
align with Billiot (2020) that consumers engaging in upward social comparisons are more
likely to pay for conspicuous goods to make up for their feeling of inadequacy, and similarly,
the findings align with studies by Sivanathan & Pettit (2010) who found that people engage
in conspicuous consumption as compensatory consumption in order to regain their self-
esteem when they feel self-threatened and socially alienated through FOMO.

The effect of these relationships then lead to the intentions to purchase green products
to make up for any alienation or inadequacy experienced through FOMO or social
comparison. Just as in the case of Apaolaza et al (2023) who observed that conspicuous
consumption motives have a positive effect on the purchase of sustainable clothing. Overall,
the mediating role of green conspicuous consumption motives on green purchase intentions
also explain the attitude — behaviour relationship as posited by Fishbein (1967). Green
conspicuous consumption intentions reflect the attitude towards green products, which then
drives the behavioural intentions of purchasing green.

The study also shows the role of social media exposure, FOMO and social
comparison as antecedents to green conspicuous consumption motives. Generally, FOMO is
hardly associated with prosocial behaviour in the extant literature. However, we hypothesized
that as sustainable consumption advocacy and conspicuous consumption trends continue to
emerge, people are more likely to feel left out of an emerging trend. Results however
suggested that the impact of social media exposure on FOMO was insignificant, implying
that despite the tendency to feel left out while exposed to social media content, the effect isn’t
prominent in the context of green content. This could be attributed to the fact that consumers
might initially process green content on social media cognitively rather than emotionally.
Since cognitive processing involves more conscious and rational thinking, it might reduce the
impulsive and emotional responses often associated with the Fear of Missing Out. In a recent
study, Chen et al. (2020) found that green brand affect does not impact consumer behavior
towards green; suggesting that emotional responses alone are not enough when consumers are
making considerations about buying green products.
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This study also introduced a new perspective to consumer behaviour towards green
products by evaluating the moderating role of perceived quality. The findings suggest that
when social comparison is involved, a more cognitive processing is employed, thereby
perceptions of quality can strenthen the conception of conspicuous consumption intentions.
This supports the position that consumers are more likely to engage in conspicuous
consumption if they believe the green products they purchase are of high quality, as it allows
them to signal both environmental consciousness and high social status (Policarpo & Aguiar,
2020). On the other hand, the heuristic nature of FOMO implies that consumers would be
driven by emotions and would hardly consider quality perceptions in the process leading to
green conpicuous consumption intentions; hence failing to moderate the relationship.

6. Conclusions
6.1 Theoretical Implications

This study suggests that green purchases are not only driven by environmental
concerns but also by status and identity signalling, which is in line with compensatory
consumption theories. This also expands Fishbein’s attitude-behavior framework by
highlighting that attitudes toward green products may reflect both pro-environmental beliefs
and conspicuous motives.

The study further reveals that consumers process green content on social media
cognitively before experiencing emotional reactions like FOMO, challenging traditional
views that link FOMO to impulsive behavior. Rational evaluation precedes emotional
responses, introducing a cognitive dimension to green content consumption. Additionally, it
identifies social comparison as a mediator between social media exposure and FOMO,
suggesting that upward comparisons drive feelings of inadequacy, which are compensated for
through conspicuous green consumption. This bridges social comparison theory with green
consumer behavior, emphasizing that FOMO in green contexts is influenced more by
comparative evaluations than direct social media exposure.

Lastly, the study introduces perceived quality as a moderator between social
comparison and conspicuous green consumption, showing that product attributes influence
status-signaling motives. However, it finds that FOMO-driven consumption is less affected
by quality considerations, indicating a divide between cognitive (social comparison) and
heuristic (FOMO) processes in driving green purchase intentions.

6.2 Managerial Implications

Marketers and eco-conscious brands such as those into electric vehicles and fashion
should highlight the status-signaling value of their products to appeal to consumers' desire for
conspicuous consumption. By promoting green products as symbols of both sustainability
and social prestige, they can leverage social comparison dynamics to boost purchase
intentions. Campaigns should emphasize how buying green products allows consumers to
stand out and signal status.

Since consumers engage with green content cognitively, brands should focus on
educational and informative marketing. This includes sharing environmental impact statistics,
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product quality and durability, and alignment with broader sustainability goals to appeal to
rational decision-making and build a stronger connection with green products.

Social media campaigns should integrate social comparison cues by featuring
individuals or influencers adopting green lifestyles. Highlighting the gap between sustainable
and non-sustainable behaviors can enhance the desirability of green products. Influencers
who embody environmental consciousness and social status can effectively drive these
comparisons.

Brands should emphasize product quality to influence social comparison-driven green
consumption to strengthen trust and appeal to consumers seeking to signal sustainability and
sophistication. For FOMO-driven consumers, perceived quality plays a lesser role. Instead,
brands should focus on emotional strategies, such as limited-time offers, exclusive green
product launches, and showcasing the benefits others are experiencing. These approaches can
capitalize on urgency and the social benefits of joining the green trend without relying
heavily on quality cues.

Policy interventions such as green tax incentives and eco-labeling could amplify the
role of conspicuous sustainability in mainstream consumer culture. Additionally, influencers
and social media marketers can craft campaigns emphasizing exclusivity and prestige in eco-
friendly product choices

6.3 Limitations and Suggestions for Future Studies

This study has several limitations that should be considered. Since the sample was drawn
from Amazon MTurk, it may not fully represent the general population, as MTurk users tend
to be younger and more tech-savvy (Goodman & Paolacci, 2017). Additionally, self-reporting
bias may have influenced responses, with participants potentially overstating their green
behaviors due to social desirability. Another limitation is the lack of detailed demographic
data on respondents’ green exposure experiences, such as the type of social media used, the
nature of green content, the type of messenger (e.g., close friend, acquaintance, celebrity, or
influencer), and the strength of their ties to the messenger. These factors could provide a
more nuanced understanding of social media exposure in the context of eco-friendly
products. Lastly, this study primarily focused on passive exposure to green content (e.g.,
viewing posts and comments) rather than active engagement, which may have distinct effects
on consumer attitudes and behaviors.

Future research should address these limitations by employing diverse sampling methods,
such as panel surveys or qualitative interviews, to enhance generalizability. Incorporating
behavioral tracking or purchase validation could improve data accuracy. Additionally, studies
should explore the role of different social media contexts, including message type, content
exposure, and messenger influence, to better understand how these factors shape consumer
behavior. Examining active engagement—such as sharing, commenting, and content
creation—could provide further insights into how interactive behaviors influence green
consumerism.

Experimental designs could also help establish causality by manipulating variables such as
message type (emotional vs. informational) and measuring their impact on purchase
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intentions. As social media evolves, future studies should consider emerging platforms and
features, such as live streaming, virtual reality shopping, and influencer collaborations, to
assess their influence on green consumer behavior.

References

Allen, V. L., & Wilder, D. A. (1977). Social comparison, self-evaluation, and conformity to
the group. In J. M. Suls & R. L. Miller (Eds.), Social comparison processes (pp. 187-
208). Hemisphere.

Alt, D., & Boniel-Nissim, M. (2018). Parent-adolescent communication and problematic
internet use: The mediating role of fear of missing out (FOMO). Journal of Family
Issues, 39, 1-19. https://doi.org/10.1177/0192513X18783493

Apaolaza, V., Policarpo, M. C., Hartmann, P., Paredes, M. R., & D'Souza, C. (2023).
Sustainable clothing: Why conspicuous consumption and greenwashing matter.
Business Strategy and the Environment, 32(6), 3766-3782.
https://doi.org/10.1002/bse.3335

Arnett, J. J. (1995). Adolescents' uses of media for self-socialization. Journal of Youth and
Adolescence, 24(5), 519-533. https://doi.org/10.1007/BF01537054

Asch, S. E. (1955). Opinions and social pressures. Scientific American, 193(5), 31-35.
https://doi.org/10.1038/scientificamerican1155-31

Bearden, W. O., Netemeyer, R. G., & Teel, J. E. (1989). Measurement of consumer
susceptibility to interpersonal influence. Journal of Consumer Research, 15, 473-481.
https://doi.org/10.1086/209186

Bedard, S. A. N., & Tolmie, C. R. (2018). Millennials' green consumption behaviour:
Exploring the role of social media. Corporate Social Responsibility and Environmental
Management, 25(6), 1388-1396. https://doi.org/10.1002/csr.1654

Bentler, P. M., & Bonett, D. G. (1980). Significance tests and goodness of fit in the analysis
of  covariance  structures. Psychological Bulletin, 88(3), 588-606.
https://doi.org/10.1037/0033-2909.88.3.588

Beyens, 1., Frison, E., & Eggermont, S. (2016). "I don’t want to miss a thing": Adolescents’
fear of missing out and its relationship to adolescents’ social needs, Facebook use, and
Facebook-related  stress.  Computers in  Human  Behavior, 64, 1-8.
https://doi.org/10.1016/j.chb.2016.05.083

Billiot, T. (2020). iGeneration well-being in the workforce: A conceptual model of
materialism and social comparison. Development and Learning in Organizations: An
International Journal, 34(5), 13-16. https://doi.org/10.1108/DL0O-05-2019-0115

55


https://doi.org/10.1177/0192513X18783493
https://doi.org/10.1002/bse.3335
https://doi.org/10.1007/BF01537054
https://doi.org/10.1038/scientificamerican1155-31
https://doi.org/10.1086/209186
https://doi.org/10.1002/csr.1654
https://doi.org/10.1037/0033-2909.88.3.588
https://doi.org/10.1016/j.chb.2016.05.083
https://doi.org/10.1108/DLO-05-2019-0115

Amponsah et al / Do Conspicuous Consumption Motives Explain Eco-Friendly...

Buglass, S. L., Binder, J. F., Betts, L. R., & Underwood, J. D. M. (2017). Motivators of
online vulnerability: The impact of social network site use and FOMO. Computers in
Human Behavior, 66, 248-255. https://doi.org/10.1016/j.chb.2016.09.055

Burnell, K., George, M., Vollet, J., Ehrenreich, S., & Underwood, M. (2019). Passive social
networking site use and well-being: The mediating roles of social comparison and the
fear of missing out. Cyberpsychology, 13(3), Article 5. https://doi.org/10.5817/CP2019-
3-5

Cervellon, M. C., Poujol, J. F., & Tanner, J. F. Jr. (2019). Judging by the wristwatch:
Salespersons' responses to status signals and stereotypes of luxury clients. Journal of
Retailing and Consumer Services, 51, 191-201.
https://doi.org/10.1016/j.jretconser.2019.04.013

Chang, S. H. (2015). The influence of green viral communications on green purchase

intentions: The mediating role of consumers’ susceptibility to interpersonal influences.
Sustainability, 7(5), 4829-4849. https://doi.org/10.3390/su7054829

Chaudhuri, H. R., Mazumdar, S., & Ghoshal, A. (2011). Conspicuous consumption
orientation: Conceptualisation, scale development and validation. Journal of Consumer
Behaviour, 10, 216-227. https://doi.org/10.1002/cb.364

Chen, Y. S., & Chang, C. H. (2013). Towards green trust: The influences of green perceived
quality, green perceived risk, and green satisfaction. Management Decision, 51(1), 63-
82. https://doi.org/10.1108/00251741311291319

Chen, Y. S., Chang, T. W, Li, H. X., & Chen, Y. R. (2020). The influence of green brand
affect on green purchase intentions. International Journal of Environmental Research
and Public Health, 17(11), 4089. https://doi.org/10.3390/ijerph17114089

Christen, M., & Morgan, R. M. (2005). Keeping up with the Joneses: Analyzing the effect of
income inequality on consumer borrowing. Quantitative Marketing and Economics, 3,
145-173. https://doi.org/10.1007/s11129-005-0351-1

Corcoran, K., Crusius, J., & Mussweiler, T. (2011). Social comparison: Motives, standards,
and mechanisms. In D. Chadee (Ed.), Theories in social psychology (pp. 119-139).

De Medeiros, J. F., Ribeiro, J. L. D., & Cortimiglia, M. N. (2016). Influence of perceived
value on purchasing decisions of green products in Brazil. Journal of Cleaner
Production, 110, 158-169. https://doi.org/10.1016/j.jclepro.2015.07.100

Dinh, T. C. T., & Lee, Y. (2022). "I want to be as trendy as influencers"-How "fear of
missing out" leads to buying intention for products endorsed by social media
influencers. Journal of Research in Interactive Marketing, 16(3), 346-364.
https://doi.org/10.1108/JRIM-04-2021-0127

Festinger, L. (1954). A theory of social comparison processes. Human Relations, 7(2), 117-
140. https://doi.org/10.1177/001872675400700202

56


https://doi.org/10.1016/j.chb.2016.09.055
https://doi.org/10.5817/CP2019-3-5
https://doi.org/10.5817/CP2019-3-5
https://doi.org/10.1016/j.jretconser.2019.04.013
https://doi.org/10.3390/su7054829
https://doi.org/10.1002/cb.364
https://doi.org/10.1108/00251741311291319
https://doi.org/10.3390/ijerph17114089
https://doi.org/10.1007/s11129-005-0351-1
https://doi.org/10.1016/j.jclepro.2015.07.100
https://doi.org/10.1108/JRIM-04-2021-0127
https://doi.org/10.1177/001872675400700202

Amponsah et al / Do Conspicuous Consumption Motives Explain Eco-Friendly...

Fishbein, M. (1967). Attitude and the prediction of behavior. In Readings in attitude theory
and measurement (pp. 477-492).

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with
unobservable variables and measurement error. Journal of Marketing Research, 18(1),
39-50. https://doi.org/10.1177/002224378101800104

Gibbons, F. X., & Buunk, B. P. (1999). Individual differences in social comparison:
Development of a scale of social comparison orientation. Journal of Personality and
Social Psychology, 76(1), 129-142. https://doi.org/10.1037/0022-3514.76.1.129

Goodman, J. K., & Paolacci, G. (2017). Crowdsourcing consumer research. Journal of
Consumer Research, 44(1), 196-210. https://doi.org/10.1093/jcr/ucx047

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

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report
the results  of PLS-SEM. European business review, 31(1), 2-24.
https://doi.org/10.1108/EBR-11-2018-0203

Hammad, H., Muster, V., El-Bassiouny, N. M., & Schaefer, M. (2019). Status and
sustainability: Can conspicuous motives foster sustainable consumption in newly
industrialized countries? Journal of Fashion Marketing and Management, 23(4), 537-
550. https://doi.org/10.1108/JFMM-06-2019-0115

Hu, L. T., & Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance structure
analysis: Conventional criteria versus new alternatives. Structural Equation Modeling:
A Multidisciplinary Journal, 6(1), 1-55. https://doi.org/10.1080/10705519909540118

Jang, K., Park, N., & Song, H. (2016). Social comparison on Facebook: Its antecedents and
psychological outcomes. Computers in  Human Behavior, 62, 147-154.
https://doi.org/10.1016/j.chb.2016.03.082

Johnson, B., Smith, C., & Green, P. (2018). Consumer perceptions of sustainable products.
Journal of Consumer Psychology, 25(4), 625-640.

Kang, J., Tang, L., & Fiore, A. M. (2014). Enhancing consumer—brand relationships on
restaurant Facebook fan pages: Maximizing consumer benefits and increasing active
participation. International Journal of Hospitality Management, 36, 145-155.
https://doi.org/10.1016/j.ijhm.2013.08.015

Lee, J., & Shrum, L. (2012). Conspicuous consumption versus charitable behavior in
response to social exclusion: A differential needs explanation. Journal of Consumer
Research, 39, 530-544. https://doi.org/10.1086/664039

Mi, L., Yu, X,, Yang, J., & Lu, J. (2018). Influence of conspicuous consumption motivation
on high-carbon consumption behavior of Residents——An empirical case study of

57


https://doi.org/10.1177/002224378101800104
https://doi.org/10.1037/0022-3514.76.1.129
https://doi.org/10.1093/jcr/ucx047
https://doi.org/10.1037/a0017346
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.1108/JFMM-06-2019-0115
https://doi.org/10.1080/10705519909540118
https://doi.org/10.1016/j.chb.2016.03.082
https://doi.org/10.1016/j.ijhm.2013.08.015
https://doi.org/10.1086/664039

Amponsah et al / Do Conspicuous Consumption Motives Explain Eco-Friendly...

Jiangsu province, China. Journal of Cleaner Production, 191, 167-178.
https://doi.org/10.1016/j.jclepro.2018.04.109

NielsenlQ, & McKinsey & Company. (2023, February 6). Consumers care about
sustainability—and back it up with their wallets.
https://nielseniq.com/global/en/insights/report/2023/consumers-care-about-
sustainability-and-back-it-up-with-their-wallets/

O’Cass, A., & Frost, H. (2002). Status brands: Examining the effects of non-product-related
brand associations on status and conspicuous 134 consumption. Journal of Product &
Brand Management, 11(2), 67- 88. https://doi.org/10.1108/10610420210423455

Pang, H. (2020). Unraveling the influence of passive and active Wechat interactions on
upward social comparison and negative psychological consequences among university
students. Telematics and Informatics, 57, 101510.
https://doi.org/10.1016/j.tele.2020.101510

Policarpo, M. C., & Aguiar, E. C. (2020). How self-expressive benefits relate to buying a
hybrid car as a green product. Journal of Cleaner Production, 252, 119859.
https://doi.org/10.1016/j.jclepro.2019.119859

Przybylski, A., Murayama, K., DeHaan, C., & Gladwell, V. (2013). Motivational, emotional,
and behavioral correlates of fear of missing out. Computers in Human Behavior, 29,
1841-1848. https://doi.org/10.1016/j.chb.2013.02.014

Sharma, P. N., Shmueli, G., Sarstedt, M., Danks, N., & Ray, S. (2021). Prediction-oriented
model selection in partial least squares path modeling. Decision Sciences, 52(3), 567-
607. https://doi.org/10.1111/deci.12329

Seo, E. J., & Park, J. W. (2018). A study on the effects of social media marketing activities
on brand equity and customer response in the airline industry. Journal of Air Transport
Management, 66, 36-41. https://doi.org/10.1016/j.jairtraman.2017.09.014

Sivanathan, N., & Pettit, N. C. (2010). Protecting the self through consumption: Status goods
as affirmational commodities. Journal of experimental social psychology, 46(3), 564-
570. https://doi.org/10.1016/j.jesp.2010.01.006

Taylor, D. G. (2019). Social media usage, FOMO, and conspicuous consumption: An
exploratory study. In Finding new ways to engage and satisfy global customers:
Proceedings of the 2018 Academy of Marketing Science (AMS) World Marketing
Congress (WMC)  (pp. 857-858).  Springer International  Publishing.
https://doi.org/10.1007/978-3-030-02568-7_234

Vale, L., & Fernandes, T. (2017). Drivers of consumer engagement with sports clubs on
Facebook. In Marketing at the Confluence between Entertainment and Analytics:
Proceedings of the 2016 Academy of Marketing Science (AMS) World Marketing
Congress (pp. 1391-1395). Springer International Publishing.
https://doi.org/10.1007/978-3-319-47331-4 275

58


https://doi.org/10.1016/j.jclepro.2018.04.109
https://nielseniq.com/global/en/insights/report/2023/consumers-care-about-sustainability-and-back-it-up-with-their-wallets/
https://nielseniq.com/global/en/insights/report/2023/consumers-care-about-sustainability-and-back-it-up-with-their-wallets/
https://doi.org/10.1108/10610420210423455
https://doi.org/10.1016/j.tele.2020.101510
https://doi.org/10.1016/j.jclepro.2019.119859
https://doi.org/10.1016/j.chb.2013.02.014
https://doi.org/10.1111/deci.12329
https://doi.org/10.1016/j.jairtraman.2017.09.014
https://doi.org/10.1016/j.jesp.2010.01.006
https://doi.org/10.1007/978-3-030-02568-7_234
https://doi.org/10.1007/978-3-319-47331-4_275

Amponsah et al / Do Conspicuous Consumption Motives Explain Eco-Friendly...

Vogel, E. A., Rose, J. P., Okdie, B. M., Eckles, K., & Franz, B. (2015). Who compares and
despairs? The effect of social comparison orientation on social media use and its
outcomes. Personality and Individual Differences, 86, 249-256.
https://doi.org/10.1016/j.paid.2015.06.026

Wallace, E., & Buil, 1. (2023). Antecedents and consequences of conspicuous green behavior
on social media. Journal of Business Research, 157,  113549.
https://doi.org/10.1016/j.jbusres.2022.113549

Yarimoglu, E., & Binboga, G. (2019). Understanding sustainable consumption in an
emerging country: The antecedents and consequences of the ecologically conscious
consumer behavior model. Business Strategy and the Environment, 28(4), 642-651.
https://doi.org/10.1002/bse.2270

Zajonc, R. B. (1968). Attitudinal effects of mere exposure. Journal of Personality and Social
Psychology, 9(2, Pt. 2), 1. https://doi.org/10.1037/h0025848

Zheng, X., Baskin, E., & Peng, S. (2018). Feeling inferior, showing off. The effect of
nonmaterial social comparisons on conspicuous consumption. Journal of Business
Research, 90, 196-205. https://doi.org/10.1016/j.jbusres.2018.04.041

59


https://doi.org/10.1016/j.paid.2015.06.026
https://doi.org/10.1016/j.jbusres.2022.113549
https://doi.org/10.1002/bse.2270
.%20https:/doi.org/10.1037/h0025848
https://doi.org/10.1016/j.jbusres.2018.04.041

