Accepted Manuscript

Title: The Symbolic Value of Time

Author: Anat Keinan Silvia Bellezza Neeru Paharia

PII: S$2352-250X(18)30051-4
DOI: https://doi.org/doi:10.1016/j.copsyc.2018.05.001
Reference: COPSYC 660

To appear in:

Received date: 6-3-2018
Revised date: 27-4-2018
Accepted date: 1-5-2018

Please cite this article as: A. Keinan, S. Bellezza, N. Paharia, The Symbolic Value of
Time, COPSYC (2018), https://doi.org/10.1016/j.copsyc.2018.05.001

This is a PDF file of an unedited manuscript that has been accepted for publication.
As a service to our customers we are providing this early version of the manuscript.
The manuscript will undergo copyediting, typesetting, and review of the resulting proof
before it is published in its final form. Please note that during the production process
errors may be discovered which could affect the content, and all legal disclaimers that
apply to the journal pertain.


https://doi.org/doi:10.1016/j.copsyc.2018.05.001
https://doi.org/10.1016/j.copsyc.2018.05.001

THE SYMBOLIC VALUE OF TIME

Abstract

Research on symbolic consumption and status signbhis primarily examined how
consumers spendoneyon possessions that display their identity anaistdVe review research
suggesting that the way in which consumers spegidttme can also serve as a form of
conspicuous consumption. In particular, we exarmstatus inferences based on how consumers
allocate time between work and leisure, and hovsgorers choose to spend their discretionary
leisure time. In the past, high-status individuditplayed wealth by wasting time on
unproductive leisure activities; today, long hoofsvork and lack of leisure time have become a
status symbol. Productivity orientation and theesisgon with busyness also impacts consumers’
choice of leisure activities and motivates consuwerseek collectible experiences in an attempt
to build their experiential CV.
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