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Abstract 
In daily life, besides utilitarian and practical consumption, people also tend to 
choose hedonistic consumption that brings a variety of senses, emotions and 
pleasure. The sources of hedonistic product are generally explained from the 
aspects of the product’s own attributes and individual characteristics. The in-
fluence factors of hedonistic consumption are generally explored from these 
two aspects. As for the consequence variables of hedonistic consumption, we 
find that they generally affect individual satisfaction, happiness, guilt and be-
havior of subsequent purchase. In the future, we can return to the origin of 
hedonistic consumption—happiness, and explore other research directions of 
hedonistic consumption from the perspective of purpose or motivation. 
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1. Introduction 

With the improvement of the economic level of life and the acceleration of the 
current pace of life, people have entered a well-off life. On the basis of meeting 
the basic needs of life, people begin to choose hedonistic consumption that 
brings a variety of senses, emotions and pleasure. 

However, according to the results of China’s national physical fitness moni-
toring survey, the overall qualified rate of China’s national physical fitness has 
continued to rise, and the physical health status of students has improved on the 
whole, but the rates of overweight and obesity among people of all ages have 
continued to increase. Among them, the endurance, speed, explosive power, 
strength quality of college students continued to decline. Overweight and obesity 
rates among primary and middle school students, adults, and the elderly con-
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tinue to increase. The detection rate of poor visual acuity in students continues 
to increase and shows a tendency of younger age. The absolute strength and ex-
plosive power of adults continue to decline. The strength quality of the elderly 
has been reduced. 

The important reason for this result is that people choose more hedonistic 
consumption in their daily life, and give up practical consumption which is 
beneficial to their long-term interests. For example, consumers eat a lot of 
short-term junk food and spend a lot of time watching TV and playing computer 
games rather than sticking to practical physical exercise and a healthy diet. 

As an emerging consumption mode, hedonistic consumption has gradually 
been attached importance to the marketing industry. And for consumers, we 
need to understand the sources and influencing factors of hedonistic consump-
tion, so as to make better choices in consumption. 

2. Hedonistic Product 

Hedonism refers to the value concept and way of life that takes the comfort and 
abundance of material life and the full satisfaction of sensory desire as the pur-
pose of life. The concept of hedonistic product corresponds to utilitarian con-
sumption. In the process of practical consumption, consumers often start from 
the functional type and purpose of the product, pay attention to the utility and 
perform attributes of the product, and pursue the practical value to meet the ac-
tual needs. Hedonistic consumption refers to viewing consumption as an act of 
providing entertainment for the purpose of obtaining pleasure from consump-
tion experience. It focuses on the emotional and irrational aspects of buying be-
havior. 

Holbrook and Hirschman (1982) first defined hedonistic product and believed 
that hedonistic product is the aspect of consumption experience that includes 
emotion, fantasy and sense. They concluded from the four aspects of psycholog-
ical construction, the product category, the product function and individual dif-
ference that hedonistic product is based on such emotions and experiences as 
beauty, pleasure, imagination and entertainment. Alba and Williams (2013) 
propose that the key to the hedonistic component is whether the individual feels 
pleasure when consuming the item. Pleasure comes from two sources. First, it 
comes from the inherent nature of the good or service. The second is the inte-
raction in the use of goods or services, such as the pleasure of talking with others 
while traveling, or even the pleasure of bargaining with a salesperson when buy-
ing something. In a word, hedonistic consumption pays more attention to con-
sumer experience and feeling. 

In goal-directed point of view, compared with the utilitarian consumption to 
complete a task is considered as the ultimate purpose of consumption. The re-
searchers see the hedonistic product as human-driven, and the product is only as 
a means to achieve the goal of pleasure. In other words, the hedonistic product is 
not in order to meet the actual need, the purpose of it constantly pursuing is 
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manufactured, which is stimulated the desire of satisfaction. That means, what 
people consume is not the use value of goods or services, but their symbolic 
meaning. And this view is often combined with explanation level, under low ex-
planation level, people pay more attention to the details of the things, pay atten-
tion to how to do it (Trope & Liberman, 2010), the behavior of individuals tend 
to think in the near future is near to the target, so that they get the permission of 
slightly off target behaviors (Conway & Peetz, 2012). 

However, many consumers’ behaviour is driven by some combination of 
pragmatic and hedonistic motives, and determining the relative strength of each 
can be a difficult task. A product (such as a smartphone or computer) can help 
users pursue both utilitarian and hedonistic goals. In addition, researchers must 
carefully consider the distinction between means and ends. A beautiful flo-
werbed may require hard work, just as satisfaction after exercise is achieved 
through painful effort. Instead, a properly working lawnmower (and the obliga-
tion to reuse it) can be the result of a few hours of happy tinkering. That is to 
say, the goal-oriented perspective may only partially explain people’s misguided 
pursuit of it, but there is no review of literature on how hedonistic consumption 
arises and how it affects people’s lives. So in this paper, the hedonistic product 
and its influence factors and the consequences of hedonistic product and va-
riables are discussed, so that subsequent scholars can better study of hedonistic 
product. 

3. The Sources of Hedonistic Product 

As mentioned above, hedonistic consumption focuses on consumers’ expe-
riences and feelings, and the focus on pleasure experiences inevitably leads to 
some questions about what provides pleasure and what causes pleasure. The idea 
that some experiences are pleasurable in themselves, and more so than others, is 
consistent with a comparative approach that contrasts hedonistic consumption 
with utilitarian consumption. 

After a summary of the classification of the numerous researches, we found 
ways to produce hedonistic consumption can be roughly divided into two kinds, 
one kind is commodity and events, namely the inherent attributes of objects, in-
cluding the ideas embodied in goods, concern or style, or even commodity aes-
thetics and design sense, these properties make people more willing to choose 
the hedonistic product. And the other kind is the individual’s subjective expe-
rience or interpretation of the commodity or event. The pleasure brought by 
commodity—individual interaction may be regulated by the individual characte-
ristics of consumers, and the subjective experience will be different if each per-
son responds differently to the characteristics of the commodity. Consumers’ 
subjective experience of pleasure originates from consumers’ psychological pro-
file and the inherent attributes of things, that is, consumers’ expectation of 
things and their sense of involvement in things. Many individual subjective cha-
racteristics of consumers will also affect their subjective experience, resulting in 
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the tendency of hedonistic consumption, etc. (Haws & Poynor, 2008). 

3.1. Properties of the Product Itself 

In addition to physical happiness, products with many functions bring happi-
ness, and consumers find psychological pleasure, including but not limited to 
putting their own thoughts, health care, style into a product, or even the basic 
nature of a product can satisfy people’s pursuit of a sense of reality. 

One approach to happiness is based on a design perspective. Norman (2004), 
the most famous proponent of happy design, advocates three different levels of 
treatment or understanding of products and their characteristics. The inner lev-
el, however, is an intrinsic response that is primarily to the properties of physical 
products, a response that best fits the common understanding of aesthetic res-
ponses. The behavioral layer includes functionality, performance, and usability, 
while the most novel reflective layer from a design perspective includes meaning 
and interpretation. Each of these three layers of processing can bring pleasure in 
its own way, just as the pleasure users get from the iPad is not only its appeal, 
but also its ease of use and its futuristic feel. Similarly, Jordan (2000) proposed 
four kinds of product pleasures: 1) Physio-Pleasures, from the senses, 2) So-
cio-Pleasures, from interpersonal and group relationships, 3) Psycho-Pleasures, from 
one’s emotional and cognitive response to product use, and 4) Ideo-Pleasures, from 
a broader range of product meaning and personal values. 

Recently research on aesthetics in consumer decision-making has shown that 
consumers are concerned not only with aesthetics outside the decision-making 
process, but also with product categories that are not purely aesthetic (Hagtvedt 
& Patrick, 2008a; Reimann, Zaichkowsky, Neuhaus, Bender, & Weber, 2010). 
For example, aesthetics may not be appreciated per se, but rather through its 
impact on other product-related dimensions, such as the placement of artwork 
on a product or packaging that changes the brand’s perception of luxury. 
Whether through art or other means, the perception of luxury goods and the 
resulting pleasure may be in turn lead consumers to be more cognitively tole-
rant, more inclined to emotion-based rather than cognition-based processing, 
and therefore more likely to engage in hedonistic product (Hagtvedt & Patrick, 
2008b). 

In addition, hedonistic consumption responds very strongly to aesthetic cha-
racteristics, even in products that are not generally considered hedonistic prod-
ucts. When consumers are faced with a hedonistic choice (i.e., a product that has 
outstanding aesthetic and design features) but fail to meet functional criteria, 
and a product that has outstanding features but is less appealing, it is not sur-
prising that the latter is favored. However, when both options exceed basic func-
tion and hedonistic needs, the hedonistic option is favored (Chitturi, Raghuna-
than, & Mahajan, 2008). 

The emotional response of consumers to consume is consistent. When the 
product meets or exceeds the utilitarian standard, the consumer experience is 
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satisfied. When a product meets or exceeds hedonistic standards, consumers feel 
excited and happy, become more loyal, and are more inclined to positive 
word-of-mouth marketing (Chitturi, Raghunathan, & Mahajan, 2008). There-
fore, companies can promote hedonistic products by enhancing the aesthetic 
and other hedonistic qualities of their products to increase customers’ sense of 
excitement or pleasure. 

3.2. Individual Traits 

It is well known that consumers’ satisfaction with an item or experience matches 
their expectations of the item or experience. Wilson and Klaaren’s (1992) model 
of emotional expectations assumes that people’s emotional responses to stimuli 
are related to their expectations of the stimulus, so their expectations tend to de-
termine their emotional responses. Subsequent studies have shown that once 
consumers have experienced a pleasuring item or experience, they are more 
likely to want it, including entertainment (Wilson, Lisle, Kraft, & Wetzel, 1989), 
food and drink (Lee, Frederick, & Ariely, 2006), and clothing (Hoch & Ha,1986). 
So does happiness also correspond to underlying changes in feelings and percep-
tions? Or are consumers just happy in words, rather than actually experiencing 
happiness? Studies have shown that the market intervention can influence con-
sumers’ attention to different dimensions of a product, which in turn affects 
their evaluation of the product (Elder & Krishna, 2010; Hoch & Ha, 1986). In 
addition, this effect may extend to perceptual description (Hoegg & Alba, 2008) 
and sensory enjoyment (Lee et al., 2006). In fact, recent evidence suggests that 
product information, such as the brand name (McClure et al., 2004) or price 
(Plassmann, O’Doherty, Shiv, & Ranger, 2008) can influence happiness on a 
neural level, suggesting that expectations driven happiness is something that has 
been experienced, not just expressed. 

However, from the point of view of daily consumption of pleasure, this dis-
tinction may not be so important. If consumers enjoy the experience, or when 
marketing raises their expectations, the experience is enjoyable, regardless of 
whether the sensory perception has actually changed. For example, despite not 
being able to distinguish between cheap wines, they still experienced greater 
pleasure when enjoying an expensive bottle of wine, without thinking too much 
about the reasons for it. 

Moreover, in today’s consumer society, consumption has become an object 
system to satisfy desires, a system of commodity code, and to acquire identity 
and a process of symbolic belief. When people consume, they pay attention not 
only to enjoy themselves, but mainly to show off their wealth, status and status. 
To convey a sense of social superiority and provoke envy, respect and envy. In 
this respect, hedonistic consumption is not about consuming the use value of 
goods to satisfy needs, but about consuming the symbolic value of goods to ex-
press differences. People are eager to express their own personality, taste, status 
through consumption, to obtain the identity, envy and praise from others. 
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4. Factors Influencing Hedonistic Product 

In the hedonistic product influence factors and practical application, researchers 
have made a comprehensive and in-depth discussion. Marketing scholars mostly 
focus on the definition of hedonistic goods and the marketing methods of spe-
cific commodities, while psychologists focus on the psychological mechanism of 
individual hedonistic products. With the application of experimental methods, 
scholars at home and abroad have explored a series of factors that affect the 
consumption of hedonistic goods. 

4.1. Related to Product Features 

Previous studies have been conducted on product mix, additional products, di-
versification of product categories, comparative presentation of products, and 
product discounting in consumer product selection (Simonson & Nowlis, 2000; 
Strahilevitz & Myers, 1998; Okada, 2005; Fishbach & Zhang, 2008; Uzma et al., 
2010). When there are a large number of product categories, consumers often 
rely on a reasonable explanation or purpose to make purchase decisions, instead 
of pursuing the best results. Practical goods, as consumer goods more in line 
with social traditions, can often provide consumers with more reasons. There-
fore, faced with the bewildering product categories, consumers are more likely to 
choose practical products (Simonson, & Nowlis, 2000). Similarly, when hedonis-
tic goods are accompanied by donation (for example, 1 yuan will be donated to 
the disaster area for each purchase), consumers are more likely to buy them, be-
cause such donation provides consumers with reasons to consume hedonistic 
goods and alleviates consumers’ guilt (Strahilevitz & Myers, 1998). 

In terms of product mix, when hedonistic products and practical products are 
presented at the same time and the competition between the two products is 
emphasized, consumers are more likely to provide more reasons for choosing 
practical products through comparison. However, when hedonistic goods and 
real goods are displayed separately or the competition between them is wea-
kened, consumers are more likely to find reasons for hedonistic consumption 
(Okada, 2005; Fishbach & Zhang, 2008). 

In terms of promotional discounts, Kivetz’s & Simonson’s (2002a) study con-
firmed that the lower the availability of membership discounts, the more strin-
gent the conditions, and the more consumers are tending to strive to get hedo-
nistic products preferential, because the effort to obtain membership discounts 
reduces consumers’ sense of guilt for choosing hedonistic products. Since then, 
Uzma et al. (2010) and Kivetz & Zheng (2017) studied the promotional discounts 
for consumer products, the experimental results show that when consumers are 
faced with mixed type product portfolio, pleasure-seeking type product discount 
is more able to promote the sale of the product portfolio, this is because the he-
donistic products price offer consumers a reason to reasonable consumption. 
And the real goods’ price elasticity is small, the price cuts will have little effect on 
the consumer choice. 
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Yang et al. (2014) shifted the research focus to the Internet. Her research con-
firmed that arousal, questioning, remote monitoring and time distortion in-
creased consumers’ hedonistic consumption, while the sense of control, product 
importance, speed and consumers’ acquired skills increased consumers’ practical 
consumption. Afterwards, Zheng Hailin (2016) introduced the variable of high 
and low explanatory level on the basis of the research on the consumer senti-
ment, and verified it by experiments: in the face of real items, the purchase in-
tention of consumers with positive emotions was higher than that of consumers 
with negative emotions when the high level of explanation information was em-
phasized, while the purchase intention of consumers with negative emotions was 
stronger when the low level of explanation information was emphasized. In the 
face of hedonistic goods, when the high level of explanation information is hig-
hlighted, consumers with positive emotions have higher purchase intention, 
while when the low level of explanation information is highlighted, consumers 
with different emotions have no difference in the purchase intention. 

4.2. Related to Consumers Themselves 

Resources at the disposal of consumers themselves (Arkes et al., 1994; Levav & 
Zhu, 2009) and the decision-maker’s own state (Kivetz & Zheng, 2006; Vohs et 
al., 2008; Fishbach & Dhar, 2005; Laran & Janiszewski, 2009; Khan & Dhar, 2006; 
He, 2014) will affect hedonistic products. 

In terms of resources at the disposal of consumers themselves, Arkes et al. 
(1994) found that unexpected money was usually more likely to be spent than 
planned money. This “windfall” will be relegated to a new psychological account 
and will be more likely to be used to buy luxuries, or hedonistic purchases. Levav 
& Zhu (2009) found that when a certain amount of money is acquired with neg-
ative emotions (such as the illness of a loved one), it is more likely to be spent on 
real goods to reduce negative emotions and feelings of guilt. 

In terms of decision-makers’ own state, consumers’ early achievement efforts 
and self-control (Kivetz & Zheng, 2006; Vohs et al., 2008), the early consump-
tion of hedonistic products (Fishbach & Dhar, 2005; Laran & Janiszewski, 2009), 
and the positive image in public (Khan & Dhar, 2006), which will increase con-
sumers’ hedonistic consumption. This is because consumers have a reason to 
“reward themselves” after the successful implementation of self-control or the 
realization of self-goals, which reduces the sense of guilt when choosing hedo-
nistic goods. He Wei (2014) verified the effect of the fit between individual bio-
logical clock and experimental time on the level of individual cognitive re-
sources, and confirmed that when the state of individual biological clock is con-
sistent with the time of product selection, consumers are more inclined to 
choose practical products. Lu Jianfei et al. (2017) proved through experiments 
that consumers’ own sense of scarcity will affect consumers’ choice of real goods 
for enjoyment. This is because the sense of scarcity initiates the consumer’s pre-
cautionary orientation. When consumers have some social support, the impact 
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of perceived scarcity on consumer product selection is reduced. 

4.3. Related to the Decision-Making Process of Consumers 

Individual decision-making characteristics (Khan, 2007; Dhar & Wertenbroch, 
2000; Yuan et al., 2008; Bohm & Pfister, 1996), Product Selection Characteristics 
(O’Curry & Strahilevitz, 2001; Camerer, 1988) and decision to goal (Alexander, 
2004; Maimaran & Simonson, 2011; Chartrand, 2008) can also affect hedonistic 
products. 

In terms of decision-making characteristics, Khan (2007) found that consum-
ers tend to choose hedonistic goods when faced with a recent decision, because 
people tend to be optimistic about future expectations. Dhar & Wertenbroch 
(2000) found that in order to retain positive emotions as much as possible, con-
sumers tend to choose real products when making the decision of giving up. 
When the decision-making process is interrupted, consumers will change from 
bottom-up, data-oriented decision-making mode to top-down, goal-oriented 
decision-making mode (Yuan et al., 2008). Bohm & Pfister (1996) found that 
consumers are more inclined to choose practical products in public places in 
order to conform to social norms. 

In terms of the characteristics of product selection, O’Curry and Strahilevitz 
(2011) point out that when the acquisition of a product is uncertain, consumers 
tend to use it for hedonistic goods. According to the research of Camerer (1988), 
people are more inclined to use hedonistic goods when buying gifts to others 
than when buying things for themselves. 

In terms of decision-making goals, Alexander (2004) has confirmed that con-
sumers with different regulatory orientations tend to have different types of 
products. The consumers with profit orientation tend to choose practical prod-
ucts, while the consumers with harm avoidance orientation prefer hedonistic 
products. Maimaran & Simonson (2011) found that when people have the goal 
of personal expression, they are more inclined to buy hedonistic products, be-
cause the use of hedonistic products is considered to be a behavior that can ex-
press their own taste and preferences. Later on, Chartrand (2008) further found 
that some subconscious goals motivated by the environment could also influence 
consumers’ product selection. 

5. Consequences of Hedonistic Consumption 

Previous studies focused more on the influencing factors of hedonistic product, 
but did not summarize the consequential variables of hedonistic product. Re-
searchers found that the happiness and satisfaction of individuals are improved 
after hedonistic products. But the researchers also found that compared with the 
practical consumption, hedonistic products are more likely to get guilt, spending 
a negative self-image and get high-level objectives. This leads to increased moti-
vation to justify or justify their choices in subsequent actions (what we call “rea-
son mindsets”), breaking the applied mindset that is motivated by the previous 
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action. 

5.1. Happiness 

Leonardo et al. (2009) empirically studied the moderating effect of purchase va-
lence on the impact of hedonistic product and practical consumption on happi-
ness. The results show that when the purchase outcome is positive, hedonistic 
products produce more happiness than practical consumption. When the pur-
chase result is negative, hedonistic product does not produce more happiness 
than material consumption. Guevarra & Howell (2015) for the first time took the 
three basic psychological needs in the self-determination theory as the mediating 
path and empirically studied the impact of material consumption, life experience 
and hedonistic consumption on happiness. This paper not only further defines 
and expands the purchase types, discusses the differences in the impact of dif-
ferent purchase types on happiness, but also explains the reasons for the differ-
ences in happiness caused by different purchase types from the perspective of sa-
tisfying basic psychological needs. 

Moreover, many scholars have shown that both hedonistic and materialistic 
consumption can increase happiness (Mcgregor & Little, 1998; Ryan & Deci, 
2001). Huta and Ryan (2010) used multiple happiness measures (e.g., positive 
emotion, meaning, sublimation experience, etc.) to study the relationship be-
tween hedonistic motivation and actualization motivation based behavior and 
happiness. They found that hedonistic and achievement-based behavior had the 
same effect on some dimensions of happiness, but had distinct effects on others. 
For example, according to both intergroup and intra-group experiments, hedo-
nistic behavior was more positively correlated with positive affective and care-
free dimensions of well-being, while pragmatic behavior was more positively 
correlated with meaning dimensions, but both had the same effect on subjective 
vitality and were correlated with life satisfaction to the same extent. In the in-
ter-group experiment, realizationism is more positively correlated with sublima-
tion experience (Huta & Ryan, 2010). From the perspective of hedonistic content 
consumption, it has been proven by scholars that watching entertainment videos 
can trigger strong positive emotions (Fredrickson & Branigan, 2005), thus lead-
ing to the happiness of consumers. 

5.2. Satisfaction 

Wirtz (2003) divides products into functional products and hedonistic products, 
and customer satisfaction will be affected if the performance level of functional 
attributes and hedonistic attributes of a product is not consistent with customer 
expectation level. Cvejic et al. (2012) also confirmed the influence of prod-
uct-related attributes on the formation of consumer attitudes. Yang Jie et al. 
(2011) proved through empirical research that consumers’ evaluation of product 
attributes will affect brand attitudes and purchase intentions. 

Consumers inevitably consider the utilitarian and hedonistic attributes of 
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products (or services) at the same time when evaluating products. The utilitarian 
attribute of the product provides a rational explanation for consumers’ purchas-
ing behavior. The hedonistic property of a product can attract consumers, in-
duce buying behavior, and bring positive emotional reaction to consumers. 
These two attributes of the product will have a direct impact on consumer satis-
faction. Consumers are not completely rational people. If the products only pay 
attention to utilitarian attributes and the consumption lacks emotional expe-
rience, consumer satisfaction will be affected. If a product only focuses on the 
hedonistic attribute, even if some factors effectively induce consumers to buy the 
product, consumers will still have a feeling of guilt for buying the unpractical 
product, which will also affect the satisfaction level of consumers. In addition, 
due to the upgrading of consumers’ consumption preferences, researchers have 
found that starting from the utilitarian attributes of products to seek the diffe-
rentiation of technological quality, comfort and cost performance can only 
achieve half the result with double effort, and the key to improve satisfaction lies 
in the hedonistic attribute (Zhao, 2019). 

5.3. Guilt 

Consumers often feel guilty when they enjoy hedonistic consumption. First, with 
limited economic resources, spending money on hedonistic goods rather than 
real goods are often considered a waste (Lascu, 1991), which leads to feelings of 
guilt (Kivetz & Simonson, 2002a, 2002b; Prelec & Loewenstein, 1998; Strahilevitz 
& Myers, 1998). This concept is a reflection of national, ethnic or religious cul-
ture that “appreciates thrift and opposes extravagance and waste”. 

Second, the benefits of hedonistic goods are harder to quantify than they are 
for real goods. The benefits of hedonics are primarily experiential, which is more 
difficult to evaluate and quantify than the benefits of physical goods in accom-
plishing a practical task. More objective and persuasive for quantitative reasons 
(Hsee, 1996; Shafir, Simonson, & Tversky 1993), people are therefore more likely 
to rationalize purchases of real goods than of hedonistic ones. Unlike physical 
goods, consumers are more likely to feel guilt and pain about paying for hedo-
nistic goods, and even to evoke negative self images and long-term goals (such as 
frugality) (Kivetz & Simonson, 2002b; Kivetz & Zheng, 2006; Fishbach, Freid-
man, & Kruglanski, 2003). 

5.4. Subsequent Purchase Intention 

Given the choice between hedonistic consumption and practical consumption, 
people instinctively prefer hedonistic consumption, yet most people find it dif-
ficult to make the decision to buy or choose the hedonistic goods instead of the 
real ones. That’s because people find it harder to justify their hedonistic product 
than their utilitarian consumption. If the marketing model can provide external 
or internal reasons to eliminate consumers’ sense of guilt, it can increase the 
possibility of consumers buying or choosing hedonistic goods. 
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Yao Qing (2012)’s study, which controls the conditions of the category of ex-
perimental stimuli, attractive possibility, purchase, price and purchase, adopting 
the method of real purchase. He found that after purchasing real goods, con-
sumers are significantly more likely to purchase subsequent unrelated products, 
but after purchasing hedonistic goods, consumers are significantly less likely to 
purchase subsequent unrelated products. However, by reducing their guilt, 
people are more likely to opt for hedonistic consumption. 

6. Summary 

In recent years, there have been many researches on hedonistic products in the 
field of consumption, and many marketers and consumerists are interested in it. 
Starting from the definition of hedonistic consumption, this paper explores the 
origin of hedonistic consumption, which is generally based on the attributes of 
the product itself as well as individual expectations and beliefs, leading to 
people’s willingness to choose hedonistic consumption. And explore the influ-
ence factors of hedonistic product, develop from two sources, and find that the 
antecedent variables of hedonistic product generally come from the characteris-
tics of the product itself, the characteristics of consumers and the characteristics 
of decision-making. And, in consequence variables hedonistic product generally 
affects consumer’s happiness and satisfaction. At the same time, carry on the 
hedonistic product which lets the consumer produce guilt. But changing the 
consumer thinking, let consumers accept this kind of thinking, which may let 
the consumer be more willing to choose in the subsequent purchase hedonistic 
products. 

So this article for consumers, under the impact of hedonistic products and 
practical consumption, the first thing to consider is their own economic situa-
tion, not the symbolic value of goods. In other words, in order to show off to 
others, show the status of paying unnecessary money, especially for students. 
They should be sensible and have a proper view of their resources and their state 
of being. 

For enterprises, their products can be more in line with consumers’ expecta-
tions in terms of aesthetic design, paying more attention to the interaction be-
tween commodities and individuals, optimizing the combination of product 
attributes, maximizing consumers’ satisfaction with limited resources and im-
proving the core competitiveness of the brand. Moreover, enterprises should 
know how to promote the change of consumers’ thinking, so that consumers can 
reduce their guilt and believe that their choice is right, thus improving consum-
ers’ sense of happiness and subsequent purchase intention. 

Most researchers want to refocus on the nature of hedonistic products, the 
pleasure factor, as it exists in and out of the laboratory, and on the value of he-
donistic product itself. Future research could shed more light on when, where, 
and why consumers find happiness in what they consume, leading us to better 
understand the core of happiness and humanity. 
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