


Virtual Influence and Material Aspirations: A Socio-Digital Study of Hyper-Consumerism in Kerala’s Non-Urban Populace
Abstract
The consumer lifestyle and consumption pattern in Kerala in recent years has been transformed significantly due to the rapid economic growth and increasing digital influence. In this backdrop, this paper examines the extent and the factors of hyper-consumerism in the non-urban population in the state of Kerala. A descriptive research design was used to collect data in the number of 116 respondents using a structured questionnaire. The results show that younger, educated, and digitally active people are predisposed to hyper consumption and largely due to virtual environments, such as online marketplaces, and social media. The paper points out that digital payment systems especially UPI have only increased the impulsive buying behaviour by bringing ease and immediacy in the buying process. The statistical tests prove the high levels of associations between the demographic variables, virtual engagements and the determinants of hyper-consumerism. All in all, the findings are indicative of both cultural and economic transition towards material aspiration whereby consumption is a sign of identity and modernity. The paper highlights the importance of digital literacy and responsible consumerism that would be able to guarantee sustainable consumption trends in non-urban Kerala. 
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INTRODUCTION
In the modern day society, consumption has transformed outside the scope of basic needs to a major aspect of identity, lifestyle and social standing. Hyper-consumerism is used to refer to a socio-economic trend in which people consume products and services way beyond their need, based on advertisements, peer pressure, and a desire to be prestigious (Kuhumba, 2018). In contrast to the traditional and need-based consumption, hyper-consumerism is predetermined by the digital marketplaces, globalisation and the unproblematic access to commodities, which only increase material desires (Huang, 2019; Dimitrova, Ilieva & Stanev, 2022). Although it leads to the development of the economy, this trend has its own negative aspects, including erosion and loss of values of the community, and indebtedness. Kerala offers a unique situation of analysis of such consumer behaviour. The literacy level, social growth and the good media coverage in the state contribute to a favourable atmosphere of modern consumption pattern. One of the characteristic aspects of the economy of Kerala is the large remittance inflows by the Gulf migrants- approximately 1/3 of the Net State Domestic Product (Rajan, n.d.; Kannan and Hari, 2000). The result of this constant money influx is increased purchasing power particularly in the semi-urban regions where there exists a low urban-rural divide. Aspirational consumption and symbolic consumption has thus gained a wide spread as a sign of material comfort and social improvement.
Semi-urban and rural (non-urban) areas in Kerala are in a middle socio-economic ground between traditionalism and modernity in terms of cultural values and a globalised world in terms of technology and remittances. Many of these communities also define upward mobility and social acknowledgment by manifesting it in conspicuous consumption such as branded clothing, fashionable equipment and splendid socialisation. These practices point to the consumption as a kind of self-expression and social validation. Hyper-consumerism, which is not based on need, but rather on psychological and social desires, has established itself in this setting. The main aims of this study were to find out what factors contribute to the prevalence of hyper-consumerism, analyse the role of the virtual platform, and investigate the impact of demographic factors on hyper-consumer behaviour.
Problem Statement: The last several years have been characterised by a strengthening of hyper-consumerist behaviour among various categories of people, including semi-urban populations (Kuhumba, 2018; Dimitrova et al., 2022). The dissemination of digital media, targeted advertising, and e-commerce has mixed up the distinction between the necessary and the excessive consumption (Huang, 2019). High purchasing power and digital exposure as well as remittance inflows could be stimulating consumption in Thalassery Taluk in order to signify identity and social mobility (Abdul-Razak, Das & Pal, 2021; Kannan and Hari, 2000). The virtual environments (social media and online shopping sites) also transform the perceptions and shopping behaviour. Therefore, this work will evaluate the intensity and character of hyper-consumerism in the participants of the non-urban (semi-urban and rural) population of Kerala and investigate the impact of demographic and digital variables on hyper-consumption. 
Rationale of the Research: The present study has relevance to scholarship and policy. It empirically fills a gap in the literature on excessive, identity-based consumption in semi-urban India, especially in the economy of remittances in Kerala. Through the connection of global consumer culture to local social-economic realities, the research contributes to the improved insight into the representation of the contemporary consumerism outside of the metropolitan setting. Analytically, it considers the interactive effects of virtual platforms and demographic factors of consumer motivations, which provide information on the psychological and technological processes that, perpetuate hyper-consumerism. 
Practically, the findings can be used in order to inform various stakeholders. The insights can be used by policymakers and community planners to encourage sustainable consumption and minimise indebtedness and be applied by educators to include the awareness of responsible consumption in curricula. The paper’s implications to marketers and online platforms include the need to employ ethical communication practices that improve on both the commercial objectives and the wellbeing of consumers. Primarily, the study will add theoretical insights and practical advice on the nature of the hyper-consumerism in non-urban Kerala, where the global aspirations, digital influences and local cultural values interplay to influence the emerging consumption trends. 
LITERATURE REVIEW
Concept of Consumerism: As a social-economic phenomenon, consumerism has been transformed into a movement that promoted consumer rights to the characteristic of modern social identity determined by material objects. One of the first accounts about consumer behaviour was given by Kutaula et al., (2024), who cautioned that consumer activism usually fails to look at the historical economic and cultural causes of overconsumption. He set in the importance of a healthy relation between the corporate policy and consumer welfare.
The iconic essay of Victor Lebow (1955) depicted consumerism as an economic process that perpetuated the capitalist expansion based on unceasing consumption and premeditated obsolescence. This argument was elaborated upon by later scholars like Urry (2010), Lipovetsky (2011) and Slade (2006), who claimed that hyper-consumption, came to be the forefront of modern capitalism with identity construction and branding of lifestyle being related to the acquisition of material goods.
The article, Consumerism in World History (Stearns, 2006) provided a global-historical viewpoint, merging regional examples of Latin America, Russia, and China, and even singling out practices in Kerala that are globally consumerist customs combined with regional traditions. This opinion places Kerala in the context of global tendencies of consumerism change. Consumerism in the digital age has assumed different shapes. Artigas et al. (2025) has coined the concept of the so-called digital consumerism and discussed how online markets allow consumers to make decisions but at the same time expose them to manipulative advertising. This particular empowerment and vulnerability duality will form a conceptual background to examine the hyper-consumerism in non-urban, a digitally hyped state like Kerala.
Researches on Hyper-Consumerism: Hyper-consumerism is a high level of consumption where buying behaviour is more to fulfil the psychological and social needs than the practical needs. Ordóñez, (2024) explained that the concept of global culture equated happiness and self-worth to material acquisition and it was a transition to consumption as an emotional and moral objective. Ilieva and Stanev (2022) introduced a quantitative scale of hyper-consumption, which has behavioural dimensions (shopping control, perception of repair, various goods ownership, experiential buying) and, therefore, provides a model of empirical measurement. Morris, 2023 investigated hyper-consumerism in the context of COVID-19 and observed that hyper-consumption is not affected by the economic crisis, which indicates how deeply it is rooted in culture. On the same note, Marie Geneviève Noviani et al., (2025)researched Asian fashion markets, where identity and aspiration were developed based on fantasy-centric consumerism and promoted by visual advertising and materialism. Philosophically, Kevin Shijja Kuhumba (2018) considered hyper-consumerism a moral dilemma of modernity where virtue ethics had to be revived to oppose material immoderation. A similar UAE-based study by Bala (2025) demonstrated that luxury products also became icons of social differentiation since wealthy buyers had shifted off the traditional standards. 
Podaru, (2025) identified the emergence of hyper-consumerism in post-communist Romania following the 1989 liberalisation and found that patterns of consumerism were easily instilled in even the transitional economies with the introduction of market liberalisation and media exposure. A similar observation of the intersection between fashion and materiality in Chinese markets was made earlier by McThomas (2025), which would support the cultural foundation of hyper-consumerist behaviour. The study in India has shown the increasing influence of digitalisation and globalisation on consumption. James & Sudha (2024) discovered that social media influencers are very potent in their influence over the purchasing intentions of youths whereas Abdul-Razak, Das and Pal (2021) connected remittances to aspirational spending by households in Kerala. These results highlight the role of economic mobility and exposure to digital in the contemporary Indian consumer behaviour. 
Gap in Existing Research: The available literature on consumerism and hyper-consumerism is mostly reliant on the developed economies or particular sectors like fashion and luxury goods. Little focus has been made on semi-urban Indian settings where digital literacy, remittance inflows and cultural aspirations have come to meet. Although researchers such as Stearns (2006) and Artigas et al. (2025) have focused on global and digital views, little has been done on localised research on hyper-consumerism in Kerala. The given work fills that gap by examining the phenomenon of hyper-consumerism as a socio-cultural and behavioural phenomenon in Thalassery Taluk of Kerala, a territory with a high rate of digital use and affluence through remittances. It examines the relationship between demographic variables and virtual spaces and consumers’ behaviour, the first attempt to conduct a systematic study of hyper-consumerism in this non-urban setting. 
MATERIALS AND METHODS
The descriptive research design is used in this stud to measure the level and determinants of hyper-consumerism among the residents of Thalassery Taluk in the Kannur District in Kerala. An analytical method allowed the investigation of the current consumer behaviour systematically without the interference with variables. The research was conducted in non-urban regions that included diverse demographic variables, including the youth, working people, and housewives. It took into consideration such product categories as clothing, electronics, luxury goods, packaged foods, and personal care. The data was a reflection of the consumption patterns within the last year and the use of both primary and secondary sources made it comprehensive. 
The specific categorised objectives of the study are:
· To examine the socio demographic profile and hypo-consumer attitude of non-urban people
· To explore the influence of virtual platforms/digital settings on hyper-consumerism
· To analyse the influence of gender difference on hyper consumerism
The following were the hypotheses that were tested: (i) no significant effect of virtual platforms on determinants of hyper-consumerism, and (ii) no significant gender-hyper-consumerism determinants difference. Likert’s-scale, multiple-choice and closed-ended questions were included in a structured questionnaire to collect primary data on the variables of consumption preferences, digital influence and socio-demographic variables. The questionnaire was pilot tested on validity and reliability (Bryman, 2016). The Reliability and clarity of items were tested using a pilot sample of 22 respondents. The reliability test gave satisfactory results with Cronbach’s values are being between 0.78 and 0.92. Preliminary tests also had item-level p-values that were within acceptable levels (p < .05).
To enhance the conceptual background, secondary data was obtained through academic journals, books, and government publications (Saunders et al., 2019). The sample consisted of all the consumers living within Thalassery Taluk. Stratified random sampling was used to guarantee equal representation in terms of gender, ages, and occupation groupings (Kothari, 2004). A sample of 116 respondents was used. The SPSS and Microsoft Excel were used to analyse the data, and descriptive statistics (mean, standard deviation, and percentage analysis) and inferential statistics (t-test and ANOVA) were used (Field, 2013). Pie and bar charts were used to better depict the findings. Some of the limitations of the study were the geographical limit because it was limited to Thalassery hence generalisation was not possible and the small sample size and self-reports were sources of bias. The ethical standards were also followed; the participants were told about the study aim, and the responses were kept confidential (Cohen et al., 2018). 
RESULTS AND DISCUSSION
This section presents the analysis and interpretation of data obtained among 116 consumers in Thalassery Taluk of Kannur District. The discussion examines the level of locality hyper-consumerism, with the demographic variables and virtual platforms taking focus point. Interpretation was done using statistical tools like percentage analysis, mean, standard deviation, t-test and ANOVA. The results are discussed in the form of summarised tables.  
Objective 1: To examine the socio demographic profile and hypo-consumer attitude of non-urban people
Demographic Profile of Respondents
The demographic profile of respondents is presented in Table 1. The demographics of the individuals that respond are an important part of the consumer behaviour and its relationship to hyper-consumerism. 
Table 1. Demographic Profile of Respondents
	Variable
	Category
	Frequency
	Percentage

	Gender
	Male
	50
	43.1%

	
	Female
	66
	56.9%

	Age (Years)
	18–25
	49
	42.2%

	
	25–35
	23
	19.8%

	
	35–45
	24
	20.8%

	
	45–55
	13
	11.2%

	
	Above 55
	7
	6.0%

	Monthly Income (₹)
	Up to 20,000
	43
	37.1%

	
	21,000–40,000
	20
	17.2%

	
	41,000–60,000
	23
	19.8%

	
	61,000–80,000
	19
	16.4%

	
	Above 80,000
	11
	9.5%

	Education
	High School
	4
	3.4%

	
	Higher Secondary
	23
	19.8%

	
	Undergraduate
	32
	27.6%

	
	Postgraduate
	35
	30.2%

	
	Others
	22
	19.0%

	Place of Residence
	Urban
	29
	25.0%

	
	Semi-Urban
	42
	35.4%

	
	Rural
	45
	39.6%


Source: Primary Data
Discussion: The results indicate that females (56.9) are more than males and this reveals their participation in consumption and purchasing decisions on the internet. The largest segment of the population (42.2%) is the younger age category (18-25 years), implying that hyper-consumerism is more evident among the youth as consumers are often digitally-affected and socialised individuals. The income statistics indicate that 37.1% of the income earners have an income under 20,000 rupees, which could also comprise of students or young professionals. Most respondents have a good education level with 57.8% of them having a UG or a PG degree, which means they are aware and exposed to digital marketing and consumer trends. Geographically, 75% of the population resides in the semi-urban and rural regions depicting that consumerism is not limited to the urban population but it has been able to infiltrate the less developed population.
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Figure 1.  Demographic Composition of Respondents
The bar chart (figure 1) clearly demonstrates that youth and females segments dominate the consumer population under the study, while the most come from rural and semi-urban regions. This demographic pattern suggesting that the digital marketing and e-commerce have successfully penetrated beyond the urban regions.
Hyper-Consumerism Attitude 
The responses to hyper-consumerism were evaluated through Likert-scale statements measuring attitudes regarding consumption behaviour, materialism, and brand attachment and loyalty. Table 2 presents the level of non-urban consumers’ agreement towards the hyper consumption tendency.
Table 2. Respondents’ Agreement toward Hyper-Consumerism tendency
	Response Category
	Frequency
	Percentage

	Strongly Disagree
	13
	11.2%

	Disagree
	7
	6.0%

	Neutral
	26
	22.5%

	Agree
	34
	29.3%

	Strongly Agree
	36
	31.0%


Source: Primary Data
Discussion: A total of 60.3% of participants either agreed or strongly agreed with statements suggesting hyper-consumerist behaviours, indicating the favourable attitude towards impulsive or brand-centric purchasing habits. The neutrality of 22.5% indicates that although hyper-consumerism is increasing, some consumers exhibits balanced or selective consumption behaviours. Most respondents agreed or strongly agreed with statements about increased consumption driven by the social recognition and digital influence, indicating aspirational and psychologically motivated buying behaviour
Virtual Platform Influence on Consumerism
Virtual platforms serve as key facilitators of hyper-consumerism by influencing perceptions, encouraging immediate purchases, and delivering tailored advertisements. Tables 3 outline the patterns of usage and preferences among consumers
Table 3.  Frequency and Mode of Virtual Platform Use
	Variable
	Category
	Frequency
	Percentage

	Usage Frequency
	Daily
	45
	38.8%

	
	Few times a month
	39
	33.6%

	
	Several times a week
	24
	20.7%

	
	Once a week
	8
	6.9%

	Preferred Platform
	Online Marketplaces
	83
	45.6%

	
	Social Media
	50
	27.5%

	
	Brand Websites
	38
	20.9%

	
	Virtual Reality Apps
	11
	6.0%

	Average Daily Use (Social Media)
	1–2 hours
	26
	22.4%

	
	2–3 hours
	28
	28.2%

	
	3–4 hours
	44
	37.9%

	
	>4 hours
	7
	6.0%

	
	<1 hour
	11
	9.5%

	Payment Mechanism
	UPI
	68
	58.6%

	
	Cash
	31
	26.7%

	
	Debit/Credit/Net Banking
	17
	14.7%


Source: Primary Data
Discussion: The results reveal high levels of virtual interaction, with almost 39% of respondents utilising digital platforms every day and an additional 33.6% participating few times a month. Online marketplaces (45.6%) and social media (27.5%) surfaced as key avenues affecting hyper-buying behaviour, highlighting the importance of digital ease and social persuasion in promoting hyper consumption. The inclination towards UPI payment platforms (58.6%) shows a rise in digital financial literacy and the acceptance of cashless transactions in semi-urban and rural consumers in Kerala.
Testing of hypotheses
Objective 2: To examine the effect of virtual platforms/digital settings on hyper-consumerism.
This section examines the relationship between predictors of hyper-consumerism and different virtual platforms to evaluate how digital settings affect consumer behaviour. The study employs ANOVA to assess if psychological, economic, social, and environmental factors vary significantly among brand-specific websites, online platforms, social media, and applications in virtual reality. It seeks to determine which digital platforms have the most significant impact on consumer behaviour, providing an understanding of hyper-consumerism dynamics in a semi-urban-rural digital environment. The main hypothesis set to test the objective is:
Null Hypothesis: There is no significant effect of virtual platforms on hyper-consumerism determinants.  For each factor, the study framed a null and alternative hypothesis as follows:
Table 4. Set of Hypotheses in respect of predictors of hyper-consumerism
	Hyper-consumerism Factor
	Null Hypothesis (H₀)
	Alternative Hypothesis (H₁)

	Psychological Factors
	There is no significant difference in psychological factors of hyper-consumerism across different virtual platforms.
	There is a significant difference in psychological factors of hyper-consumerism across different virtual platforms.

	Economic Factors
	There is no significant difference in economic factors of hyper-consumerism across different virtual platforms.
	There is a significant difference in economic factors of hyper-consumerism across different virtual platforms.

	Social and Cultural Factors
	There is no significant difference in social and cultural factors of hyper-consumerism across different virtual platforms.
	There is a significant difference in social and cultural factors of hyper-consumerism across different virtual platforms.

	Environmental Factors
	There is no significant difference in environmental factors of hyper-consumerism across different virtual platforms.
	There is a significant difference in environmental factors of hyper-consumerism across different virtual platforms.


Table 5.  Interpretation of Results in respect of Predictors of Hyper-consumerism
	Factor
	Mean Scores (across platforms)
	F Value
	P Value
	Interpretation

	Psychological Factors
	Highest mean on Online Platforms (3.88), lowest on Virtual Reality Apps (3.65).
	2.63
	0.034
	Since p = 0.034 < 0.05, reject H₀. There is a significant difference among platforms. Online platforms appear to exert a stronger psychological influence on consumers.

	Economic Factors
	Highest mean on Social Media Platforms (3.89), lowest on Online Platforms (3.60).
	3.92
	0.004
	Since p = 0.004 < 0.01, reject H₀. A highly significant difference exists. Social media platforms play a stronger role in driving economic aspects (offers, spending patterns).

	Social and Cultural Factors
	Highest mean on Virtual Reality Apps (3.90).
	1.67
	0.016
	Since p = 0.016 < 0.05, reject H₀. There is a significant difference. Virtual reality apps show stronger social–cultural engagement influencing consumerism.

	Environmental Factors
	Highest mean on Online Platforms (3.42), lowest on Brand-Specific Websites (3.03).
	2.14
	0.023
	Since p = 0.023 < 0.05, reject H₀. Differences are statistically significant; online platforms show relatively higher awareness and responsiveness toward environmental concerns.


Discussion: There are statistically significant differences (p<0.05) across virtual platforms in all four factors including psychological, economic, socio-cultural and environmental. This shows that the levels of hyper-consumerism differ in the virtual medium. There is a great psychological and economical influence of the online and social media platforms that stimulate impulse buying and consumption as a status symbol. Despite being new, the virtual reality apps are making a tremendous socio-cultural impression, which is indicative of immersive consumer experiences. The level of environmental consciousness is quite small but more incorporated in online platforms than branded sites. Thus, one can presume that virtual platforms are important mediators of consumer behaviour patterns and lead to different levels of hyper-consumerism in the study area. 
Objective 3: To analyse the influence of gender difference on hyper consumerism
Null Hypothesis (H₀): There is no significant difference between male and female respondents regarding various factors influencing hyper-consumerism.
Alternative Hypothesis (H₁): There is a significant difference between male and female respondents regarding various factors influencing hyper-consumerism.
Table 6. Gender-wise Comparison of Hyper-consumerism Factors
	Hyper-consumerism Factors
	Male (Mean ± SD)
	Female (Mean ± SD)
	T Value
	P Value

	Psychological Factors
	3.41 (1.11)
	3.52 (1.20)
	0.045
	0.039

	Economic Factors
	3.70 (1.18)
	3.82 (0.80)
	0.787
	0.016

	Social and Cultural Factors
	3.64 (1.30)
	3.38 (0.93)
	0.514
	0.042

	Environmental Factors
	3.92 (0.70)
	3.76 (1.21)
	0.321
	0.025


(Significance level α = 0.05)
Discussion:  The null hypothesis is rejected in all the factors since all the P-values are less than 0.05. This implies that the difference between the genders in relation to all four dimensions of hyper-consumerism is statistically significant. Table 6 clearly presents the following results.
· Psychological Factors: Although, female respondents (mean, 3.52) have a slightly greater psychological disposition towards consumerism compared to the male respondents (mean = 3.41). This implies that emotional and aspirational stimuli can have a bigger influence on female consumers. 
· Economic Factors: Women (mean = 3.82) are more sensitive to economic factors (price, affordability, and value perception) than men (mean = 3.70) which means that they would be more responsive to value-based and promotional cues. 
· Social and Cultural Factors: Men (mean = 3.64) has better score than women (mean = 3.38) indicating that the consumption habit of men can be more influenced by peer pressure, social status, and cultural norms.
· Environmental Factors: Men are generally more concerned with sustainable or green consumption behaviour than women as the means of analysis of the difference between male respondents (mean = 3.92) and female respondents (mean = 3.76) are quite high. 
The current analysis demonstrates that gender differences exist among hyper-consumerist attitudes of customers. Whereas females have more psychological and economic motivation, males are more socially, culturally and environmentally oriented. These results highlight why marketers and consumer education should be made gender sensitive in marketing and consumer education to cover such diverse motivations to hyper-consumerist behaviour.
CONCLUSION
The research on hyper-consumerism among the non-urban population of Kerala indicates the obvious shift in the consumption patterns of the semi-urban and rural groups affected by exposure to digital platform, aspiration lifestyles, and technological convenience. The younger, educated, digitally responsive consumer is more hyper-consumerist, who tends to equate material goods as well as the status symbol and self-realisation. The use of online markets and social media has reconfigured the classic purchasing behaviour toward favouring the development of impulsive consumption behaviour due to the advertisements and peer influence. The popularity of digital payment systems (in particular, UPI) allows making immediate payments and promotes impulse purchases. The study area still has semi-urban characteristics; however, globalisation and the digital penetration have erased the demarcation line between rural restraints and urban consumerism. The research also established that there were significant gender differences with females being more psychologically and economically motivated, and males being more socially and environmentally influenced. Also, the online and social media platforms broadcast more formidable psychological and economic pressure on consumer choices than any other media. Generally, the results represent a socio-cultural shift between the advanced dream and traditionalism. In order to instil sustainable consumption behaviour, policymakers, educators, and marketers are encouraged to enhance financial literacy, digital literacy, and responsible consumerism to reduce the ultimate social and economic risks of hyper-consumption. This study indicates there is a necessity to have a policy framework that incorporates the principles of ethical advertising to tone down hyper consumption. There should be collaboration between policymakers, regulators in the industry and advertisers that promote responsible consumption that will lead to long-term environmental and social well-being.
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Chart 4.1: Demographic Composition of Respondents

56.9%

Gender (Female)

42.2%

Age 15-25

371%

Income =20k

30.2%

PG Educated

39.6%

Rural Residence




