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cedents of Conspicuous Consumption, Sta-  CoOnspicuous consumption means consumers prefer to buy expensive items to
tus Aspiration, and Its Consequences: An  show their wealth and status to society. This study objective is to develop a
Empirical Study on Migrant Blue-Collar
Workers in GCC. Open Journal of Business
and Management, 9, 731-751.
https://doi.ore/10.4236/0ibm.2021.92038 workers located in the GCC countries. Primary data was collected with a

structured questionnaire from 400 blue-collar migrant workers in GCC

framework that connects conspicuous consumption variables with the aspira-
tions and consequences and to test the model among the migrant blue-collar
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countries. Eight hypotheses were formed and tested by using factor analysis
and structural equation model analysis. The study concluded that blue-collar
expatriate workers exhibit a high level of lush luxury behavior to gain family
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wellbeing.

1. Introduction

Conspicuous consumption theory was coined by Veblen, accordingly, people
consume luxury items to signal their wealth and social status (Veblen, 1899).
Simmel also supported this view as people who would like to ascend in social
status always emulate the consumption pattern of the upper class (Simmel,

1957). Conspicuous consumption traditionally has been observed as a behavior
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of the wealthy and upper class for showcasing their social status; however
(Charles et al., 2009) observed that those in the lower classes are also engaged in
conspicuous consumption. Researchers noted that people with low income have
higher aspirations for conspicuous consumptions (Srivastava et al., 2020) and
they are willing to sacrifice their basic needs for status consumptions (Joncourt
et al., 2019), which also highlights the financial side. Therefore, a refined view
has been added to the field of study as individuals of all classes are aspirants in
gaining social status, which means consumers who care about social status are
involved in conspicuous consumption. This behavior is quite different from the
frequently purchased goods consumed for basic needs. Van Boven (2005) found
that conspicuous consumption is more of an experience of consumers rather
than mere material products in the modern context. Another trend of modern
consumers is to associate their personality with luxury brands rather than just
looking for status (Bronner & De Hoog, 2018). So, conspicuous consumers
merely do not buy only materials but also care more about symbolic meaning
and values associated with the brands. Consumers of today seek life experience
instead of possessing expensive goods, for example, consumers would like to
spend on vacations and events rather than possessing expensive jewelry (Pine &
Gilmore, 2013). Additionally, several scholars have given various perspectives
and applications in modern brand management (Jhamb et al., 2020). The mo-
tives of purchasing counterfeits (Quach & Thaichon, 2018) and second hands
(Cervellon et al., 2012) of prominent luxury brands for signaling status are also
noted as consequences of conspicuous consumption.

This study has adopted a new framework that links the variables of antece-
dents of conspicuous consumption, aspirations for status, and its positive and
negative consequences, also applied to a new setting of migrant blue-collar
workers. The construct used for this study has not been tested empirically by any
other previous studies to our best knowledge.

The backdrop of this study has been taken from the migrant blue-collar
workers located in the GCC (Gulf Cooperative Council). The six GCC countries
have employed many expatriates in various sectors of their economies, and most
of them are blue-collar workers. As per the national statistics published by these
countries, the majority of the blue-collar workers come from India, Bangladesh,
Pakistan, the Philippines, and Egypt, etc. They work predominantly in sectors
like construction, maintenance, cleaning, and other technical and non-technical
areas. Their wages are relatively lower; however exhibit aspirations of providing
a better standard of living for their family in their natives, to whom they visit
once in two years or less. During such visits they spend most of their saved in-
come and some may take even loans to show a luxury lifestyle. This study is
going to test whether it is the real case among the expatriate blue-collar workers.

The outcome of this study could be used in a wider context of migrant work-
ers and the blue-collar workers of underdeveloped nations.

The research questions
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RQI: Do blue-collar expatriate workers have a higher aspiration for status
consumption?

RQ2: How the antecedents of conspicuous consumption do affect the aspira-
tions of blue-collar expatriate workers?

RQ3: What are the positive consequences of status consumption for blue-collar
expatriate workers?

RQ4: What are the negative consequences of status consumption for blue-collar
expatriate workers?

This study has implications for governmental, non-governmental, and busi-
ness organizations to formulate policies and strategies that protect expatriate
workers from the negative elements of conspicuous consumption, apart from
contributing knowledge to the field of study. This paper chaptered with litera-
ture review and hypothesis of various aspects of antecedents Conspicuous Con-
sumption, Aspiration for Status Consumption among Low-Income People and
Consequences of Conspicuous Consumption, Theoretical Framework of the
Study, research methodology for the study and analyzed variables using with
percentage analysis, KMO and Bartlette’s test, factor analysis, reliability test and
structural equation model.

2. Literature Review & Research Hypotheses

2.1. Antecedents Conspicuous Consumption

The term conspicuous consumption is multidisciplinary and is very popular in
day to day life. More than 100 years ago Veblen (1899) wrote this concept in
“The Theory of the Leisure Class” if according to exogenous preference an indi-
vidual maximizes the utility and the involvement of social factors. He argues that
“wealthy individuals often consume highly conspicuous goods and services to
show their wealth, thereby achieving higher social status”. So, this concept was
initially considered as something only wealthy people could achieve. Simmel
(1957) defended this idea by saying that individuals who would like to rise in so-
cial status emulate the consumption behavior of the upper class. Kahle et al.
(2003) mentioned that consumers buy luxury goods not only for the material
needs but also for their social needs as status. Further Amaldoss & Jain (2005)
viewed that it is not only the rich class but also the middle class and working
class that aspires for prestige and status. This aspiration of the lower class has
been further validated by researchers through their studies (Kapeller & Schuetz,
2015; Srivastava et al., 2020; Kistruck et al., 2013). Social signaling is an impor-
tant condition for conspicuous condition; however, the power is not the same
for all categories (Perez-Truglia, 2013). A study conducted by Kamakura & Du
(2012), identified the goods that have higher signaling ability-for example houses
and cars. Mumel & Snoj (1999) carried out a study for the visibility of 43 prod-
ucts, and then ranked differently. Further, it was noticed that products that have
public consumption need visibility which is a precondition (Heffetz, 2012), and

they want their reference group to see or know their consumer behavior. Here
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we can find two types of consumptions: 1) consumption which can be seen di-
rectly by others 2) indirectly visible to others; the importance of visibility as a
vital aspect of conspicuous consumption and individuals want to show off the
same to others. Another aspect of auto signaling, which means individuals con-
sume luxurious products for attaining a self-feeling of achievement, success, and
pleasure (Lai et al., 2019), is a matter of self-image. From the literature survey, it
has been noticed that several multidisciplinary studies in the field of conspi-
cuous consumption from the viewpoints of economics, marketing, sociology,
psychology, and change in definitions are presented up to date (Byrom & De-
ringer, 2020; Goenka & Thomas, 2020; Jeong & Jeon, 2020; Klabi, 2020).

From the above reviews, it is quite clear that individuals want to increase their
prestige before society by consuming conspicuously, which means their posses-
sion communicates social status. This type of consumer behavior has been ob-
served in all classes of society, including among the poor who engage in this type
of behavior even before meeting their basic needs (Kapferer & Michaut-Denizeau,
2014; Belk et al., 1989). Here we would be considering three important dimen-
sions that trigger the aspirations for conspicuous consumption (Kwon, 2020;
Neave et al., 2020; Qattan & Al Khasawneh, 2020; Verdugo & Ponce, 2020).

1) Consumptions in public context through luxury products and services to
impress the reference group. Researchers observed this as ostentation and sig-
naling, and it influences status consumption (Shukla, 2010; Amaldoss & Jain,
2005; Bagwell & Bernheim, 1996; Sorensen & Hjalager, 2020; Keinan et al., 2019;
Oe et al., 2018; Zhao et al., 2017).

2) Ownership of rare products which many others do not possess, called uni-
queness which help consumers to establish status consumption (Corneo &
Jeanne, 1998; Latter et al., 2010; Blazquez et al., 2020; Greenberg et al., 2020; Na-
bi et al., 2019a; Nabi et al., 2019b; Shaikh, 2019).

3) The symbolic value that has been shared by the luxury brands, which either
meet or surpass the expectation of the reference group is known as social con-
formity. This leads to social visibility and status (Wong & Ahuvia, 1998; Mann &
Sahni, 2015; Amalia et al., 2019; Diallo et al.,, 2020; Kim et al., 2019; Mostafa,
2019; Tofighi et al., 2020; Wang & Qiao, 2020).

The relationship between the above variables and status consumption has al-
ready been identified by several types of research in different contexts and cul-
tures, so this wider perspective is taken into consideration while designing the
model for this study (Mann & Sahni, 2015; Assimos et al., 2019; Arthur et al.,
2020; Assimos et al., 2019; Yarimoglu & Binboga, 2019).

These propose the following three hypotheses and it has verified through fac-
tor analysis.

HO1: Increase in Ostentation and Signaling (OS) leads to higher Aspiration for
Social Consumption (ASC)

HO02: Increase in Uniqueness (UNI) leads to higher Aspiration for Social
Consumption (ASC)

HO03: Increase in Social Conformity (SC) leads to higher Aspiration for Social
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Consumption (ASC)

2.2. Aspiration for Status Consumption among Low-Income
People

Researchers from various disciplines such as sociology, psychology, and eco-
nomics reveal that people with low financial background engage in conspicuous
consumptions to overcome the feeling of deprivation, Sen (1983); Eckhardt et al.
(2015); Jaikumar et al. (2018); Basu (2008) observed that there is a lack of high
return financial institutions in emerging economies like India and Brazil. Due to
this people may not involve their status savings but rather indulge in conspi-
cuous consumption (Jaikumar & Sarin, 2015; Corneo & Jeanne, 1999). This
shows that low-income individuals want to improve their subjective social status
by indulging in conspicuous consumption. Conspicuous consumption among
low-income people has been reported in many studies, for example (Grossman,
2011; Linssen et al., 2011; Bryant & Hill, 2019; Singh & Trott, 2019; Sokolov &
Sokolova, 2019; Srivastava et al., 2020).

There are many concepts and models to elaborate the aspirational consump-
tion tendencies of low-income individuals, which leads to compensatory theory.
Using this theory Subrahmanyan & Gomez-Arias (2008) explained the lush
wedding behavior, Jaikumar et al. (2018) discussed jewelry and ornaments, and
Subrahmanyan & Gomez-Arias (2008) about durable electronics. It shows that
poor individuals with low self-esteem consume status products and compare
themselves with the rich class, also called the trickle-down effect (Colson-Sihra
& Bellet, 2018; Olukoju, 2018; Piotrowska, 2017; Tade & Nnamani, 2017). In the
context of the study, the blue-collar expatriate workers’ incomes are not directly
visible to others, but family and society normally believe that they earn heavily
due to their foreign job. This mounts pressure on them to congruent with the
beliefs of family and friends so the option to live with this is to indulge in con-
spicuous consumption, leading to higher aspirations for status consumption. But
in reality, the income is low, and many are not able to afford it, and their subjec-
tive economic wellbeing is higher because they don’t want to lose their face
against their social belief which has been provided by various researches con-
ducted in different cultures and context (Wai & Osman, 2019; Bricker et al.,
2020; Matos, 2019; Tarola & Zanaj, 2019).

2.3. Consequences of Conspicuous Consumption

This may have positive and negative consequences for poor individuals. Rucker
& Galinsky (2009); Jaikumar & Sarin (2015) observed that conspicuous con-
sumption enhances social status due to which their confidence, happiness and
satisfaction will increase out of their poor life. This could be regarded as a posi-
tive effect of status consumption. However, this will affect their long term living
standard as they must cut down on their basic needs such as food, education,
and health. Cannon & Rucker (2019); Chakravarti (2006) indicated that long-term

DOI: 10.4236/0jbm.2021.92038

735 Open Journal of Business and Management


https://doi.org/10.4236/ojbm.2021.92038

M. Philip et al.

status consumption will put them into debt and poverty. Unfortunately, such as-
piration for conspicuous consumption negatively impacts their long-term finan-
cial sustainability and their areas of priority (Matos, 2019, Kaufman, 2018). Stu-
dies conducted by Mullainathan (2012); Goldsmith & Clark (2012) reveal that
prolonged deprivation of materialistic consumption crushes self-control of the
household and future orientation. Secondly, low-income people indulge in con-
suming used products to satisfy their subjective social status. Secondhand pur-
chase is the purchase of a used product that is functional, already used by a pre-
vious owner (Kessous & Valette-Florence, 2019; Turunen & Leipdmaa-Leskinen,
2015; Cervellon et al., 2012; Ochkovskaya, 2016; Turunen & Poyry, 2019). This
behavior has two sides: 1) it satisfies the brand aspiration (Truong et al., 2010);
2) fits within the financial constraints (Guiot & Roux, 2010; Roux & Guiot,
2008). Thirdly, such individuals resort to counterfeit products, Chaudhry &
Stumpf (2011); Bian et al. (2015); Huh (2014); Srisomthavil & Assarut (2018);
Wiedmann et al. (2012) observed this as one of the means for status. Counterfeit
products are illegal products that duplicate the uniqueness of an original brand.
Liberman et al. (2011); Poddar et al. (2012); Furnham & Valgeirsson (2007)
noted that these products are dangerous to the economy, sold in the black mar-
ket and threaten the patents and copyrights of the original brand.

The positive and negative consequences reviewed above, hypotheses the fol-
lowing:

HO04: Increase in aspiration for social consumption (ASC) leads to higher
self-expression (SE)

HO5: Increase in aspiration for social consumption (ASC) leads to the finan-
cial burden (FB)

HO6: Increase in aspiration for social consumption (ASC) leads to second-hand
buying (SB)

HO07: Increase in aspiration for social consumption (ASC) leads to counterfeit
buying (CB)

HO08: Increase in aspiration for social consumption (ASC) leads to compro-
mising the budget and basic needs (CBB)

The above hypotheses are verified by using Structured Equation Model analy-
sis (SEM).

2.4. Theoretical Framework of the Study
Figure 1 shows the theoretical framework for the study related to Aspiration for

Status Consumption and Consequences Model.

3. Research Methodology
3.1. Sampling

For the study, the primary data was collected with a self-designed structured ques-

tionnaire based on various reviews of literature and expert discussion. Samples
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Figure 1. Aspiration for status consumption and consequences model.

were drawn from the GCC blue-collar migrant workers. Sample size for the

study is 383 respondents which has based on 95% confidence level, 5% marginal
error, 70% estimated response.

3.2. Structure of the Questionnaire and Scales

Section-1: Demographic variables (Age, Nationality, Gender, Monthly Aver-
age Income, Marital Status, and Frequency of Annual Leave)

Section-2: Statements that measure the variables (on a 7-point Likert scale;
1—Highly Disagree to 7—Highly Agree)

1) When you were considering a brand:

Ostentation and signaling—(OS)

I preferred to buy luxury brands

I was ready to pay more for a luxury brand

I was attracted to luxury brands
Uniqueness—(UNI)

I wanted to communicate that I am unique

I wanted to attach my personality with the brand name

I wanted to create a distinctive personal image
Social Conformity—(SC)

I wanted others to accept me

I wanted to create an impression on other people

I wanted others to appreciate me
2) When I am in my hometown:
Aspiration for Status Consumption—(ASC)

I had a high aspiration for a status symbol

I wanted everyone to know that I work abroad

I wanted to show everyone that I am a successful individual
3) Luxury brands give the feeling of:
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Self-Expression—(SE)
e Socially accepted
¢ Distinctive from others
e Acceptance of working abroad
4) After returning from your hometown:
Compromise on budget and basic needs—(CBB)
o [ really must save a lot of money now, for that, I compromise my basic needs
like food, accommodation, and health care
e [ hardly spend money on my clothing and entertainment needs
o [ feel it is better to save money now for the sake of a good and luxurious fam-
ily life
5) I have financial liabilities due to my previous luxurious consumptions:
Financial Burden—(FB)
¢ Ihad to take financial loans
e A good portion of my income is now going for repayment of loans
e [ am anxious about my financial stability
6) Purchase of counterfeits of brands.
Counterfeiting—(CB)
e Due to inadequate finance, I had purchased a few counterfeits of brands to
show conspicuous consumption
e [ knew these products are illegal, however, it helped me to get the image of
luxurious consumption for a shorter period
7) Purchase of used products of the original brands
Second-hand buying—(SB)

Due to inadequate finance, I had purchased a few second hands of brands to

show conspicuous consumption

Second-hand buying helped me to get the image of the luxury brand

3.3. Pilot Study

Pretesting of the questionnaire was conducted before administering the same to
the respondents. A sample size of 30 was used for the pretesting and their feed-

back was used for the refinement of the questionnaire.

4. Analysis
4.1. The Characteristics of the Respondents

Table 1 shows democratic characteristics of the study respondents

4.2. KMO and Bartlette’s Test

Table 2 shows KMO and Bartlette’s test provided the suitability of data for fac-
tor analysis.

The sampling adequacy value of .826 (high value close to 1.0) and high level of
significance (.000 < .005) indicate that the factor analysis for this data is very
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useful.

4.3. Factor Analysis

A factor analysis was carried out to find out whether the items used in this re-

search model discern each other.

Table 1. The characteristics of the respondents.

Characteristics Frequency Inference
Male: 73% Th jorit
Gender e majority are
male workers (73%)

Female: 27%

Indians: 29%

Pakistanis: 20% Most of the respondents
Nationality Bangladeshis: 26% are from India, Pakistan,
Egyptians: 11% and Bangladesh (75%)
Others: 14%
21-29:3%
30 - 39:29% The majority of the respondents
Age 40 - 49: 39% are aged between 30 to 59 years
50 - 59: 28% of age (96%)
60=: 1%
<300: 2%
300 - 399: 8%
400 - 499: 11%
500 - 599: 22% Majority of the respondents
Monthly Income (USD) 600 - 699: 26% having an income range
700 - 799: 21% between 500 to 799 USD (69%)
800 - 899: 7%
900 - 999: 3%
1000 = 0%
Married: 72%
. . Most of the respondents
Marital Status Unmarried: 27% .
are married (72%)

Widower-Widow/Divorced: 1%

>Twice in a year: 0%
Most of the respondents
Frequency of the Annual . p .
used to visit their native

Leave i : 66
Once in two years: 66% home once in two years (66%)

<Once in three years: 3%

Once in a year: 31%

Table 2. KMO and Bartlette’s test.

Kaiser-Meyer-Olkin Measure of Sampling Adequacy .826
Approx. Chi-Square 4681.157
Bartlett’s Test of Sphericity df 98
Sig. .000
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Table 3. Factor analysis.

Table 3 interprets that the percentage of variance, the total variance account-
ing for each factor explains the level of variance. Here it is 97% which is at an
acceptable level. Eigenvalues determine the factors of values to be retained
(greater than 1 as per Kaiser criteria to be retained). The eigenvalue for the item
CBB is only .925, therefore this variable has been deleted from the study model.
The three variables OS, UNI, and SC have high eigenvalues (4.425, 3.902, and
3.720 respectively), which go in congruence with the literature survey of this
study. For the consequence variables, the eigenvalues are validating the model fit
for SE (2.961), FB (2.441), CB (1.836), SB (1.389); all agree with the previous
studies. From the factor analysis, the item CBB doesn’t fit in the model of this
study although it was cited in the previous studies, therefore it has been decided
to eliminate hypothesis (H08) from this study and the framework was updated
accordingly. Figure 2 shows the revised Aspiration for Status Consumption and

Consequences Model.

Factor Eigen Variance
Factor Items . .
Loading Value Explained (%)
I preferred to buy luxury brands .850
(e I was ready to pay more for luxury brand .761 4.425 18.269
I was attracted to luxury brands .751
I wanted to communicate that I am unique .735
UNI I wanted to attach my personality with the brand name 619 3.902 16.950
I wanted to create a distinctive personal image .898
I wanted others to accept me .765
SC I wanted to create an impression on other people 711 3.720 15.890
It wanted others to appreciate me 641
I had a high aspiration for a status symbol .693
ASC I wanted everyone to know that I work abroad .835 3.401 11.965
I wanted to show everyone that I am a successful individual .769
Socially accepted .589
SE Distinctive from others .817 2.961 11.591
Acceptance of working abroad 775
I had to take financial loans .867
FB A good portion of my income is now going for repayment of loans .589 2.441 9.181
I am anxious about my financial stability .643
Due to inadequate finance, I had purchased a few counterfeits of brands to show
CB conspicuous consumption 671 1.836 7,034
I knew these products are illegal, however, it helped me to get the image of .593 ' '
luxurious consumption for a shorter period
Due to inadequate finance, I had purchased a few second hands of brands to show 599
SB conspicuous consumption '697 1.389 6.120
Second-hand buying helped me to get the image of the luxury brand '
I really must save a lot of money now, for that, I compromise my basic needs like 315
food, accommodation, and health care '
CBB . . 487 925 3.000
I hardly spend money on my clothing and entertainment needs 467
I feel it is better to save money now for the sake of a good and luxurious family life '
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Figure 2. Revised aspiration for status consumption and consequences model.

4.4. Reliability Test

To measure the internal consistency and scale reliability Cronbach’s alpha has
been used for the test.

Table 4 interprets that Cronbach Alpha Coefficient is .832 for the 25 items
hence it is indicating that this study has a high internal consistency and reliabil-

ity.
4.5. Structural Equation Model

In the structural equation model, the goodness of fit (GoF) is 62.3%, which is
appropriate for this study. The bootstrapping intervals agree with p values, ex-
cept for the variable counterfeiting.

Table 5 and Figure 3 show that ASC constructs,  values for the independent
variables OS, UNI, and SC are .38, .23 and .29 respectively; all these are statisti-
cally significant with p values less than .005. Therefore, the higher the values of
the independent variables, the higher the ASC. It has also explained the high ef-
fect size of the regression value (82.6%). These indicate an important theoretical
finding as migrant blue-collar workers exhibit higher aspirations for social sta-
tus.

Secondly, it has noted that higher ASC leads to greater SE (p = .77, p-value
=.000 and regression = 72.2%). This is a lush behaviour of the migrant workers
to indulge in luxuries, one of the ways of gaining respect and appreciation from
their community and family.

Thirdly, the relationship between ASC and FB gives a significant positive high
relationship ( = .49, p-value = .032 and regression = 47.3%). This visceral beha-
vior of the workers often leads them into financial traps that have a physiological
and psychological impact on their wellbeing.

Fourthly, this study did not establish a significant relationship between CB
and ASC, which comes against the previous studies. The reason would be 1) Ex-
pected income from abroad 2) Fear of family and friends as it will work against
them over time. This needs further validation through future studies.

Finally, there is only a moderate influence over SB (f = .11, p-value = .042 and

regression = 17.4%), which pointed out that there is no high affinity towards SB.
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The secondhand option varies according to the categories of goods. A detailed

study is recommended to investigate this further.

Table 6 shows the result of framed hypotheses. Out of 7 hypotheses, 6 are ac-

cepted and 1 hypothesis is rejected. It is interpreted that increase in OS leads to
higher ASC, Increase in UNI leads to higher ASC, Increase in SC leads to higher
ASC, Increase in ASC leads to higher SE, Increase in ASC leads to FB and In-

crease in ASC leads to SB however there is evidence on ASC leads to CB.

ASC
R* =82.6%

SB
R*=17.4%

GoF=62.3%

Figure 3. Structural equation diagram.

Table 4. Reliability statistics.

Cronbach’s Alpha Cronbach’s Alpha Based on Standardized Items N of Items
798 25
Table 5. SEM model analysis.
Endogenous Exogenous B Bootstrapping Interval (95%) p-Value R?
oS .38 [.19; .63] .017
ASC UNI 23 [.09; .39] 011 82.6%
SC 29 [.12;.54] .004
SE ASC 77 [.66; .88] .000 72.2%
FB ASC .49 [.40; .59] .032 47.3%
CB ASC .04 [-.01;.11] .197 2.7%
SB ASC 11 [.00; .22] .042 17.4%
Table 6. Testing of hypotheses.
Hypothesis Result

Ho1 Increase in OS leads to higher ASC Accepted
HO2 Increase in UNI leads to higher ASC Accepted
HO03 Increase in SC leads to higher ASC Accepted
Ho4 Increase in ASC leads to higher SE Accepted
HO5 Increase in ASC leads to FB Accepted
HO06 Increase in ASC leads to SB Accepted
Ho7 Increase in ASC leads to CB Rejected
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5. Conclusion

This study has extended the dimensions of the previous research. From the ear-
lier studies it was noted that individuals engage in conspicuous consumption
despite social class, and it was tested in different contexts and cultures already.
However, this study has adopted a different approach to link conspicuous con-
sumption, aspirations, and consequences. Towards this endeavor, this study at-
tempted two things: 1) developing a framework with significant variables, 2)
empirically testing the model within the context of migrant workers. While de-
veloping the framework it is noted that the three dimensions: ostentation and
signaling, uniqueness, and social conformity have higher attributions to trigger
the aspirations which engage them in conspicuous consumption. This goes in
agreement with the literature review and fits with the previous models. Extend-
ing this to a consequence level, this model developed two sets of criteria that af-
fect the positive and negative aspects. This model has been validated with factor
analysis so it could be applied in various contexts in the future. The skeleton
model explored more on the physiological and psychological aspects of workers,
and it could be developed further by adding more variables related to business
environmental aspects. This model could not establish a model fit with the vari-
able that deals with a compromise on the budget and basic needs. We have dif-
ferent takes on this finding 1) in the context of study workers were provided
with accommodation, food and medical insurance by the sponsored companies
which are mandatory as per the laws of the GCC countries; 2) the measurement
scale should need more specific psychological variables to measure these accu-
rately. These have shown the limitations of this study.

From the empirical evidence, it has been observed that the migrant workers
exhibit higher aspirations for conspicuous consumption. This has many psycho-
logical aspects as noted in the finding of this study: 1) workers believe that they
can compensate for their status and absence of being away from their hometown
through conspicuous consumption; 2) they want to show off that they are suc-
cessful individuals since they are working abroad; 3) their society views them
only through lifestyle and has no visibility on their working conditions; 4) it is a
sort of relief from their hard-working conditions and lonely living environment.
The study reveals the lush luxury behavior of the workers which has positive and
negative consequences. Self-expression is considered as one of the most impor-
tant psychological needs for the workers while in their hometown. They are
ready to sacrifice anything to gain this, and it is an important insight as the
power of self-expression seems to be one of the most prominent among human
needs. On the contrary, the negative consequences are having a bigger impact on
their wellbeing. A tradeoff between self-expression and finance is important,
unfortunately, society and businesses do not consider this as important. We be-
lieve the modern business should also include this under their responsibilities

including the financial wellbeing of consumers along with the extrinsic values of
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the brand.

One of the important observations from this study is that the migrant workers
do not attach much attribution towards counterfeit brands. We believe it has
some underpinning reasons: 1) the availability of easy finance options; 2) coun-
terfeits don’t go in tandem with the belief of the expatriate workers; 3) involve-
ment of family and friends in the buying process while workers are in their ho-
metown. This is regarded as a positive move although there are other negative
financial implications. Another observation is about secondhand buying beha-
vior. It seems the secondhand buying behavior should not be viewed through a
single lens. This should go into detail with specific categories and market condi-
tions. For example, a secondhand car market will be very much encouraging if it
provides greater values and tax benefits. This study did not consider this ele-
ment, so it remains as another limitation of this study.

In summary, conspicuous consumption behavior is profound among the mi-
grant workers and they are ready to take any risk although they are working in
hard labor, unstable jobs and financial situations. While preparing this research
COVID-19 has already battered the economy of the GCC nations due to lock-
down and social distancing, nevertheless these elements could not be considered
as the survey part has been completed before this period. There has been a mass
exodus of migrant workers due to job loss and unpaid salaries. This would im-
pact the workers; however, the framework of this study has greater relevance to
test their conditions during and after COVID-19. The reason to state this is that
during this study, the migrant workers had already been to adverse working
conditions due to nationalization policies, economic disruptions, and regional
politics. So, there was already a scenario of instability prevailing in the migrant
conditions, even though they thrive towards conspicuous consumption is quite
evident. Conceding these, we believe this research has a long-lasting impact and

could be applied in any culture or context.

Future Research Direction

Future research direction includes:

1) The model of this research needs further development by including other
variables of sustainable conspicuous consumption.

2) The consumer behavior of migrant workers towards counterfeits of brands
needs further investigation.

3) Secondhand buying behavior of migrant workers would be investigated

specifically according to their categories.
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