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ABSTRACT 

Social media has become a primary need for Generation Z in Indonesia. The intensity of social media use in these 

generations assumes that Gen Z in Indonesia has conspicuous consumption in their lifestyle; one form of 

conspicuous consumption is the purchase of Luxury goods. One of the social media platforms used by Gen Z in 

Indonesia is  YouTube Z. Study aims to find out the influence of conspicuous consumption as measured through 

several variables such as self-image, self-esteem, and social media usage. This research is a descriptive research 

and the type of data used is quantitative data. The population of this research is from Gen Z who have YouTube 

accounts and have bought unknown amounts of luxury goods. The sample in the study as a whole amounted to 

210 respondents. The methods used are nonprobability sampling and accidental sampling techniques using the 

formula Maximum likelihood. Analysis of data used using PLS-SEM. This study showed that four of the 

constructed hypotheses were supported and one was rejected. The findings of this study show social media usage 

has a positive and significant effect on the self-image of Gen Z in Indonesia, self-image positively significant and 

influences conspicuous consumption for Gen Z in Indonesia, from the influence of mediation, it is found that self-

image mediates social media relationships. Usage against conspicuous consumption with significant. Lastly, from 

the effect of moderation, self-esteem fails in moderating social media usage relationships to conspicuous 

consumption. 

Keywords: Conspicuous Consumption, Social Media Usage, Self-Image, Self-Esteem, Luxury Brand, 

Luxury Goods, Gen Z. 

1. INTRODUCTION 

Human behavior always changes from situation to 

situation, from moment to moment, and second [1]. 

However, unchanging speech is a human behavior that 

tends to be the same, for which is the behavior to get a 

high social status to differ between one individual and 

the individual or group with the group. To get social 

status, consumers use the Consumption they spend to 

get that social status. This consumption is known as 

Conspicuous consumption. Stated by Veblen, (1899), 

Consumption that is done not because of the direct 

benefits of the goods but to show class, wealth, 

prestige, or symbol status is called a conspicuous 

consumption. Usually, consumers will emphasize 

consuming products that can show their class, wealth, 

prestige or social status [3] and products that can show 

the social status of their users in Luxury Goods or 

Luxury Goods. In the process, Consumption of luxury 

goods is motivated by interpersonal values and 

personal values [5][6][7]. Suppose two motives 

encourage consumers to do conspicuous consumption: 

First, the desire not to be identified with the poor and 

Second, the desire to be identified with the rich [8]. 

Therefore, the perpetrator tends to molt or consume a 

luxury brand. Luxury brands provide respect and 

satisfy their owners' hedonic and utilitarian wants [9]. 

Today conspicuous behavior is widely 

encountered in various worlds, both developed and 

developing countries [10]. [11] Along with the 

development of the times, Consumption no longer 

focuses on basic survival (primary) such as shelter, 

food, or clothing, but rather on things that can make 

the consumer comfortable and get the recognition of 

others by consuming more luxurious things such as 

Consumption of basic needs but with the addition of 

"luxury" frills: luxurious apartments, Fancy food, 

fancy-dress. This Consumption is a combination of 

prestige and the decision of the consumer to create a 

life that is different between himself and others [11]. 

By the beginning of this century, the consumption 

behaviour of luxury goods has become increasingly 

complex due to technological innovation, the meaning 

of a symbol and an increasingly close relationship with 

technology and marketing [12]. The Exponential 
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Growth of the Internet, the increasing popularity of 

smartphones and the rise of social media allow 

consumers to virtually identify or compare luxury 

goods, travel, and experience-based Consumption 

through a few snaps of a finger [13] [14]. As a result, 

conspicuous consumption patterns are changing, and 

more research is needed for relevance about 

conspicuous consumption [11]. 

The landscape of traditional conspicuous has 

widely grown because of social media advent. How 

everyone use of their social media can be a 

conspicuous consumption [15], for example, posting 

purchases on social networks can be considered a new 

type of conspicuous spending in electronics because 

users can openly demonstrate their wealth and ability 

to acquire or maintain social status through the goods 

they buy [16]. Then, when people get acquainted with 

others on social media, they can fully organize the 

information they want to share. Finally, the person will 

tend to share positive activities that can show self-

image, with conspicuous consumption of goods and 

services [17]. Nowadays, social media has seeped into 

the daily lives of millennials [18] Generation Z also 

showed high buying intentions for luxury things. 

Generation Z is analyzed as part of the luxury goods 

market [19] Gen Z is on track to become the largest 

generation after millennials. They represent about $44 

billion in direct purchasing power [20]. These things 

are closely related to the idea of conspicuous 

consumption. With the rise of social media users in 

generation Z and their preference for conspicuous 

consumption, it is important to observe the underlying 

things about social media use with conspicuous 

consumption. Based on the results of the Population 

Census conducted by Katadata [21] the number of 

Generation Z from the results of the population census 

found the results of 75.29 million people or 27.94 per 

cent, slightly more than millennials. In Indonesia is the 

most widely people use Youtube. This report shows 

that generation Z is very active in social media, 

allegedly doing conspicuous consumption, so it is 

worth researching about conspicuous consumption in 

millennials and Z in Indonesia. 

Previous research on conspicuous consumption, in 

general, can be seen in the research [17] [22] [23] and 

conspicuous consumption, However, research on how 

social based on researcher observe that Media affects 

conspicuous consumption is still very little researched  

Burnasheva and Suh's research (2020) [25] suggests 

researching generations other than Millennials. 

 

2. LITERATURE REVIEW 

2.1 Conspicuous Consumption 

Veblen (1899) defines conspicuous consumption 

as the behavior of consuming goods not solely because 

of the benefits of its goods (primary utility) but as 

Consumption carried out to denote wealth, status, class 

(secondary utility). Conspicuous consumption has five 

dimensions: ostemtation, status demonstration 

matreliastic hedonism, communication of belonging, 

interpersonal mediation, [27] conspicuous 

consumption measurements using measurements 

taken by [28] [29] 

2.2 Self-Image 

Self-image was first introduced in the 1960s [30] 

seeing this as one construct later by Sirgy's research 

(1982). Sirgy describes this concept as a 

multidimensional construct that affects a person when 

interacting with a product. One of the most important 

is self-image elements that refer to how consumers buy 

products/brands that they consider to have symbolic 

attributes similar to the perceptions they believe in 

[32]. self-image has four dimensions: expected self-

concept, ideal self-concept, actual self-concept, and 

social self-concept. 

2.3 Self-Esteem 

The concept of self-esteem has been researched 

[33]. Individual subjective evaluation of his or her 

value is called self-esteem [34]. According to Orth and 

Robins (2014) [35], Human need can be described as 

self-esteem. If, individuals have low self-esteem, they 

have a strong tendency to participate in activities that 

can boost their self-esteem. [36] state that at least three 

factors make up Self-Esteem, among others: Social 

Comparison Process, Social Feedback Process, and 

Self-Reflection. The dimensions of self-esteem consist 

of social liking and social worth [37] [38]. self-Esteem 

measurements use Rosenberg measurement scale 

(1965) collaborated with Richardson et al. research 

(2009). 

2.4 Social Media Usage 

A group of Internet-based applications built with the 

ideological foundation and Web-based technology 2.0 

that allow the creation and exchange of content by the 

users can described as social media [39] social media 

usage measurements are taken from [40] 
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3. RESEARCH METHOD 

This study uses a type of descriptive research. The 

sample of this study is an Indonesian citizen who 

comes from generation Z (Ages 10-25 years) who has 

a YouTube account and has bought luxury goods. Gen 

Z was chosen because they are predicted to be the 

largest consumers of luxury goods, and Gen Z has a 

very high level of social media usage. The survey 

distributed to respondents from generation Z was 

disseminated Online, and the scale used to measure 

was a Likert scale of 1-5. The model has drawn by [25] 

 
Figure 3.1. Research Model 

4. RESULTS AND DISCUSSIONS 

There are no problem in Convergent Validity, 

Discriminat Validity and the Reliability in this 

research model. 

Table 4.1. Analysis of Convergent Validity and 

Reliability 

Variable 
Indicator

s 

Outer 

Loadin

g 

AVE CR 

social 

media 

usage 

SMU1 0,881 0,79

0 

0,91

9 SMU2 0,899 

SMU3 0,887 

self-image SI1 0,893 0,87

6 

0,65

4 SI2 0,919 

SI3 0,891   

SI4 0,427 

self-esteem SE1 0,798 0,62

9 

0,89

4 SE2 0,843 

SE3 0,827 

SE4 0,799 

SE5 0,690 

conspicuou

s 

CC2 0,634 0,50

5 

0,89

0 CC3 0,708 

CC4 0,738 

CC5 0,711 

consumptio

n 

CC6 0,764 

CC7 0,730 

CC8 0,611 

CC9 0,770 

Respondents in this study were 210 respondents. 

Age spread from the age of 17-25 years, the education 

received by respondents also varies between High 

School to Master's Degree. Respondents' income also 

ranged from 2-3 million to 10 million and above. For 

more detailed data can be seen in the attachment.  

Table 4.2.  HTMT Results  

Construct CC SE SI SMU 

CC     

SE 0,257    

SI 0,801 0,358   

SMU 0,648 0,154 0,591  

[42] HTMT values must be below 0.9, and there is no 

problem with discriminant validity. With the process 

of iteration 1000 and subsample as many as 5000 [41] 

then obtained T-statistic results to see whether the 

hypothesis is accepted or not. From table 4.3, the 

results of the hypothesis of this study are known. 

Table 4.3. Hypothesis Testing 

Variable OS Mea

n 

STD

EV 

T-

Statis

tic 

P-

value 

SI > CC 0,538 0,536 0,062 8,638 0,000 

SMU > 

CC 

0,284 0,284 0,067 4,260 0,000 

SMU >SI 0,501 0,503 0,062 8,074 0,000 

SMU>SI

>CC 

0,267 0,269 0,046 5,775 0,000 

SMU>S

E>CC 

0,009 0,009 0,052 0,178 0,858 

Hypothesis 1 Testing: The Effect of social media usage 

on self-image 

Social media usage is having a significant positive 

influence on self-image. By research [25] it strengthen 

this result, which has a significant influence on social 

media usage against self-image because, with social 

media, individuals can increase their relationships 

using the platform in this study is YouTube to get 

acquainted with others and use Social Media to share 

their activities. In multiplying relationships by using 

the YouTube platform, content creators (or video 

creators) often include other social media such as 

Advances in Economics, Business and Management Research, volume 206

138



  

 

Instagram or Twitter in their Bio so that viewers can 

reach the content creator or state their other social 

media in the video they upload. 

Hypothesis 2 Testing: The Effect of social media on 

conspicuous consumption 

Social media usage is showing a positive and 

significant influence on conspicuous consumption 

[16] stated that social media could form conspicuous 

consumption on its users, and the results of this study 

confirm its statement that social media can effect to 

conspicuous consumption. Similar studies also 

reinforce this argument, such as [22] and [25]. 

YouTube in this study shows the effect in forming 

conspicuous consumption in generation Z in 

Indonesia. According to the results of analysis from 

YouTube, researchers can form conspicuous 

consumption due to the Bandwagon Effect. An 

explanation of the Bandwagon Effect can be seen from 

[43]. In short, the Bandwagon effect is because others 

see or consume the same thing as others see videos of 

artists or idols using branded goods that eventually 

cause a desire to get the item. The arguments built by 

these researchers are also supported by [44] which 

examines YouTube marketing communication in 

millennials who show that YouTube is influential in 

impulse purchases. 

Hypothesis 3 Testing: The Effect of self-image on 

conspicuous consumption 

In Generation Z self-image is positively influential 

the conspicuous construct consumption Self-image is 

one of the most important elements in consumer 

behavior [32]. Consumers would buy luxury products 

or brands that they consider having symbolic attributes 

similar to their image. Through purchases consumers 

can build or represent their image [16]. conspicuous 

consumption is an instrument for proprietary signals 

that can signal an individual's social identity to others 

[45]. In the opinion of this researcher, therefore self-

image affects conspicuous consumption in generation 

Z in Indonesia because doing conspicuous 

consumption can represent the image of generation Z. 

Hypothesis 4 Testing: The Effect of self-image 

Mediation on Social media usage Relationships on 

conspicuous consumption 

Self-image mediates the use of social media with 

conspicuous consumption where he argues that the 

higher a person's self-image, the person directs to 

improve his image by the consumption of goods as 

symbols [46]. From this, we can get information that 

Generation Z is very concerned about their self-image 

in public; therefore, they as much as possible improve 

themselves by consuming luxury goods. 

Hypothesis 5 Testing: The Effect of self-esteem 

Moderation on social media usage Relationships on 

conspicuous consumption 

In Generation, Z self-esteem is known not to 

moderate the relationship between These results align 

with [47] because the social media used in this 

research is YouTube is more likely to be a content 

creator than an audience [48]. Generation Z 

respondents in this study tended to be viewers rather 

than be content creators; they did not participate in 

Youtube such as uploading videos or posting their 

daily lives in videos; they tended to be an audience. 

Therefore, it is natural, in this study, Hypothesis 5: The 

Effect of self-esteem Moderation on social media 

usage on conspicuous consumption is rejected. 

5. CONCLUSION 

The findings of this study, self-esteem, failed in 

moderating social media usage to conspicuous 

consumption in generation Z. The respondents are 

different between Millennials in South Korea and 

Millennials in Indonesia, where in addition to 

millennials generation Z is also included to be skinned. 

Second, the platform used in the previous research was 

Instagram, and this study examined another platform, 

Youtube. Aside from the failure of self-esteem 

moderates the relationship between social media 

usage, however, other hypotheses show their 

significant influence on the variables measured. So, 

the results of this study will strengthen the argument 

for similar research. Limitations of Research & 

Further Research Advice. This research is less than 

perfect and still less than the perfect word, as for some 

of the limitations of this study can be a lesson for the 

next researchers. Namely, the first study uses 

quantitative approaches, so that it is lacking in the 

discovery of new insights to see the influence of 

conspicuous Generation Z in Indonesia. So, 

researchers can further use new approaches in 

researching Conspicuous consumption in Indonesia to 

get new information for academic development in 

Indonesia and on a global scale. Second is, the level of 

Luxury brand here is still not specific, whether it is a 

High-End product or Middle Luxury Brand so that 

there are still many respondents who answer the 

question of what luxury goods are purchased still show 

many brands that are still lacking in showing that the 

brand is a true luxury brand. Moreover, minimize the 

category of a luxury brand because, in this research, 
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the category of a luxury brand is still widespread 

starting from clothes, bags, mobile phones, laptops, 

suitcases, toys to cars. Further research can specify the 

category of a luxury brand that you want to go to for 

the category of Clothes, Bags. to provide a picture or 

results that are more reflective. Further research can 

add other variables not included in this study to see the 

influence of these variables, such as Self-Disclosure 

Variables. 

AUTHOR CONTRIBUTIONS 

This research will be adding literature for Gen Z 

study how they use social media and their 

consumption behavior. By this research luxury brand 

will have more insight for implementing strategy for 

gen Z. 
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