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A B S T R A C T

Several pressures on planetary boundaries are directly linked to the production of goods and services driven by
people’s ever-increasing spending of money to improve their material living standard beyond a comfortable life.
The over-spending on material consumption by people in industrialized countries, and in the growing middle and
upper classes of developing countries, constitutes a serious threat to the planet, does not boost individual
happiness, and exposes citizens in a society to inequalities known to negatively affect their well-being. Owing to
economic means and psychological factors spurring consumption, affluence increases spending on consumption of
expensive luxury goods and services that aggregated have detrimental effects on the planet. We conjecture that
these effects are increased by consumer credit enabling moderately affluent people to match their peers’ and the
very affluent people’s spending on expensive luxury consumption, and making less affluent people over-spend
money on purchases of inexpensive short-lived fast-fashion consumer products. In addition to other means to
curtail current unsustainable consumption levels, our analysis highlights that consumer credit may need to be
restricted.
1. Introduction

The over-spending on private material consumption by people in
industrialized countries, and in the growing middle and upper classes of
developing countries, constitutes a serious threat of exceeding the
planetary boundaries (Hirschnitz-Garbers et al., 2016; �ONeill et al.,
2018), does not seem to boost individual happiness (Dittmar et al.,
2014), and may expose citizens to inequalities known to negatively affect
their well-being (Pickett and Wilkinson, 2015).

Cohen (2007) notes that an obsession with consumer sovereignty has
prevented unsustainable levels of material consumption to become a
policy issue.1 Consuming more efficiently, not consuming less, is a
epartment of Economics, School o
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common policy goal endorsed by the political system. Instead of changes
of taxes and regulations to influence consumer choices, changes to a
cleaner production are targeted. An increasing affluence, a growing
supply, and an active marketing of consumer products are neglected
potential causes of unsustainable consumption levels.

Although it is debatable how much the level of private material
consumption must globally be reduced to not exceed planetary bound-
aries,2 more efficient use of natural resources and energy is judged to be
insufficient (Jackson, 2012). Efficiency of production remains an
important goal but needs to be set in conjunction with a goal of suffi-
ciency of consumption (Akenji, 2014; Røpke, 1999; Callmer, 1947). Is it
possible then to reduce the unsustainable levels of material consumption
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by people enjoying high living standards? Answers to this question needs
to be based on research identifying antecedents and consequences of
private material consumption. Recognized antecedents include con-
sumption needs and desires, failures in exerting self-control facing con-
sumption urges, limitations in processing of information and lack of
knowledge, habits, low environmental concern, and pro-consumption
norms (Thøgersen, 2005, 2014). In this paper we present a supplemen-
tary psychological account of over-consumption.3 This leads to our belief
that consumer credit may play a significant role, and the primary aim of
the paper is to analyze this role. We summarize our analysis in three
conjectures offered as points of departures for further theoretical ana-
lyses, future research, and in the longer term environmental policies.

Our aim in this paper is thus to analyze how unsustainable levels of
private material consumption, increasing with affluence, are amplified
by consumer credit. Cohen [5, p. 63] argues that “… household financial
management deserves equal treatment in discussions of sustainable
consumption alongside more conventional social scientific issues such as
the impact of marketing promotionalism, the content of major media, the
trend toward long working hours, the emphasis on comfort and conve-
nience, and the manifestation of greater lifestyle embellishment.” Similar
to Cohen (2007), we recognize the absence of empirical data and theo-
retical reasoning addressing how unsustainable consumption levels
depend on consumer credit. This paper takes a step in the direction of
closing this gap.

In the following two sections, we offer our conjectures of how afflu-
ence, and affluence amplified by consumer credit, increases unsustain-
able private consumption levels. The discussion section raises questions
about means to reduce consumer credit to purchases of unsustainable
consumer products, as well as reductions of the levels of material con-
sumption, targeting individual citizens/consumers, markets of products
and consumer credit, and governments. We also identify additional
knowledge research needs to deliver.

2. Affluence and unsustainable consumption

Affluence implies having the economic means to privately finance
luxury material consumption. It does however not follow that affluence
by necessity lead to unsustainable consumption levels. First, the saving
rate increases with income, that is, higher-income people save a higher
share of their income than other income groups (Deaton, 1992). Second,
higher-income people are more likely to buy high-quality products that
are more durable and in other ways more environmentally friendly (Gilg
et al., 2005). Still, some of the most environmentally taxing types of
consumption increase with income, such as meat consumption (Godfray
et al., 2018), leisure air-travel (B€ohler et al., 2006), car ownership
(Nolan, 2010), and the size of homes (Frenkel and Kaplan, 2015).

How can over-consumption be explained? Based on a review of pre-
vious research we recognize a number of psychological factors that
arguably are essential components of a general account of unsustainable
consumption levels. A caution expressed by Ribeiro et al. (2019) and
Sanne (2002) is that these factors may place too much weight on the role
of consumers’ preferences instead of structural factors. We recognize that
market supply has a huge influence. But there are several other structural
factors that increase consumption, for instance, as noted by Sanne
(2002), population increases, reduced household sizes, changes in resi-
dential location patterns (urban sprawl), and technological innovations
(e.g. digital broadcasting). A similar cross-disciplinary analysis is offered
by Røpke (1999) to answer two questions: (i) Why are increases in pro-
ductivity transformed to increases in income instead of leisure? (ii) Why
are increases in income predominantly used for material consumption
3 Arguing that explanations of consumption can only be partial unless cross-
disciplinary, Ribeiro et al. (2019) present an integrative view. Our aim is
more modest, emphasizing a psychological account of the role of consumer
credit for unsustainable levels of private material consumption.
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instead of non-material consumption that would be less taxing on the
environment? We focus in the following on a set of specific psychological
factors shaping or interfering with people’s consumption preferences.
The factors we propose in the following, grounded in psychological
research, are partly different, partly the same factors as noted by Røpke
(1999), Sanne (2002), and Schor (2005) in their economic analyses.

(1) Market supply. A perennial and escalating market supply of novel
products or models of products is necessary but not sufficient to
fuel and amplify consumption. An additional necessary compo-
nent is an active marketing of the products that identifies desires
and wants in different consumer segments, making the products
(real estates, automobiles, vacation travel, electronic devices,
fashion clothes) available, informs and persuades the consumers
in the identified segments to purchase the products (Black et al.,
2017; O’Shaugnessy and Jackson O’ Shaugnessy, 2002). Still
another necessary component is consumers’ motivation associ-
ated with the following factors.

(2) Compensation. People in employment work long hours and expect
to be rewarded for this (Schor, 1992). Unless spent on consump-
tion that compensates for the work efforts, the resulting higher
income does not maximize short-term happiness (a combination
of a high frequency of experienced positive affect, a low frequency
of experienced negative affect, and a judgment of being satisfied
with life, see Tov et al., 2018). For many people work is itself
rewarding, but they still spend more time than desired on work
(Mogilner et al., 2018).

(3) Social motives. Initially, many novel products are only affordable
to very affluent people who therefore become early adopters. Less
affluent people believe that matching the consumption of the
seemingly satisfied very affluent people would make themselves
equally satisfied. Through the mass media and by direct obser-
vations, very affluent people’s consumption thus plays an impor-
tant role in shaping prototypes of levels and types of consumption
essential for a good life. Chancellor and Lyubomirsky (2011) and
Lyubomirsky et al. (2005) question, however, that a material
living standard exceeding a certain level makes people more
satisfied with their lives. Possession of consumer goods is also a
means for people to communicate to others what kind of person
they are, with whom they affiliate socially, and what their
socio-economic status is (Dittmar et al., 2014; Røpke, 1999).

(4) Affective forecasting. People tend to believe that future consump-
tion increases satisfaction more than it does (Loewenstein et al.,
1999; Wilson et al., 2003). A proposed explanation is the focusing
illusion (Schkade and Kahneman, 1998), implying that positive
consequences are attended and negative consequences neglected.
A complementary explanation is that the duration of hedonic
adaptation (see below) is underestimated. People may thus falsely
believe that they will be more satisfied for a longer time than what
they actually are.

(5) Self-control. People may yield to consumption desires due to a lack
of self-control. For instance, Hoch and Loewenstein (1991) note
that unplanned purchases of consumer products are occasionally
spurred by momentary desires creating an inner conflict with
long-term consequences. Proximity in time is one factor ac-
counting for the sudden increases in desires, but other proximity
factors (e.g., physical proximity in a store) also do this. Besides,
self-control losses may be caused by high-intensity visceral factors
including drive states (e.g., hunger, thirst, and sexual desires),
cravings, and emotions (Loewenstein, 1996; Van Boven et al.,
2013). A corollary is the hot-cold empathy gap referring to that
people underestimate the influence of high-intensity visceral
factors, either failing to anticipate in a cold state how they will be
influenced in a hot state, or in the hot state failing to recognize the
influence of this state. Both types of empathy gaps are likely to
operate when purchasing consumer products (Cohen et al., 2008).
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As a result of momentary desires, unplanned purchases of con-
sumer products may become frequent.

(6) Adaptation. Although people initially respond to changes rather
than steady states, they adapt to the changes after some time.
Adaptation occurs at physiological, perceptual, cognitive, affec-
tive, and motivational levels (Frederick et al., 1999). Not being
able to adapt to negative changes would make life miserable �
adaptation to negative changes is therefore an adequate form of
adaptation. Paradoxically, people also adapt to positive changes,
in fact both faster and more fully than they adapt to negative
changes (Wilson and Gilbert, 2008). Referred to as affective or
hedonic adaptation, this applies to satisfaction derived from
consumption (Dunn et al., 2011). By analogy to a treadmill (the
“hedonic treadmill effect”, see Brickman et al., 1978), hedonic
adaptation to consumption of goods (e.g. new cars) after some
time results in a lost interest in the novel features unless they
change. Newly purchased consumer goods then become ordinary
and are no longer associated with positive feelings (Diener et al.,
2006).4 In contrast, interest in more varied experiences (e.g.
vacation journeys) may not fade away equally fast (Carter and
Gilovich, 2010). If a material goods has varied uses (e.g. the
smartphone), interest may also be sustained longer (Lyubomirsky
et al., 2005). Hedonic adaptation that after some time causes an
experience of normalization of an increase in material living
standard motivates people to acquire new material goods. Sensi-
tization instead of adaptation to negative features (Frederick et al.,
1999) further contributes to the hedonic treadmill.

(7) Evaluation of product performance. Whether or not satisfaction is
derived from the use of an owned product partly depends on that
its performance matches or exceeds an aspiration level (Oliver,
2010). However, if the aspiration level increases (Kahneman et al.,
1999), satisfaction eventually decreases. Both hedonic adaptation
and an increasing aspiration level make consumer goods
becoming replaced before worn out.
Fig. 1. The interaction of determinants of desire to purchase, decision to pur-
chase, and satisfaction with a new consumer product. (Solid arrows represent
positive effects, broken arrows negative effects.)
Fig. 1 illustrates how the different factors interact when a novel
4 A complementary account is that the aspiration level increases (Kahneman
et al., 1999).
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consumer product is introduced in the market. If others have purchased
the product or one feels purchasing it is a reward for long work hours, a
desire to purchase the product is evoked from anticipating satisfaction
with its use. A strong such desire may impair cognitive processing
(Hofmann et al., 2012) such that the purchase decision becomes less
influenced by anticipation of long-term consequences. If purchased,
satisfaction may after some time decrease because of adaptation and
increases in aspiration level. This will spur new consumption. The con-
ceptual model is the foundation of our first conjecture.

Conjecture 1. Owing to economic means in conjunction with psychological
factors spurring consumption, affluence increases spending on expensive lux-
ury material goods (real estates, airplanes, automobiles, boats, fashion clothes,
meat), travel (long-haul vacations and weekend holiday trips), and other
goods and services that aggregated have detrimental effects stressing the
planetary boundaries.5

3. Consumer credit and unsustainable consumption

An under-researched question is how markets of consumer credit
influence unsustainable consumption levels (Cohen, 2007). Recent years
have seen an associated increase in consumption levels and markets for
consumer loans (Bouyon, 2015; Crouch, 2009). Does it mean that those
people who lack the financial resources to purchase needed or desired
consumer products use different forms of consumer credit such that their
consumption levels increase with negative effects for the planet?

It may be argued that consumer credit only redistributes consumption
opportunities; some people borrow from others at one point in time and
pay back later, which would, everything else equal, not increase con-
sumption. Interest and other loan costs may even lead to lower lifetime
consumption opportunities for those using credit to finance consumption.
However, without possibilities to borrow, savings by those with excess
income and wealth would lead to a reduction in aggregate consumption.
This potential reduction is diminished by the extent to which affluent
people’s excess income is made available to others for financing con-
sumption by loans, thus making aggregate consumption levels larger
than it would be without markets for consumer credit.

A frequent type of credit attracting moderately affluent people is
loans secured on real estate (Ong et al., 2013; Smith and Searle, 2008).
Such loans used to fundmaterial consumption may increase consumption
levels when real estate prices go up. Themarkets for consumer credit may
also increase consumption desires that make moderately or less affluent
people borrow to fund consumption, and in order to repay loans and loan
costs, to work longer hours or use future income increases. This would
boost aggregate working hours, incomes, and consumption levels.

Why do consumers decide to borrow to fund purchases of consumer
products? Fig. 2 displays several determinants identified by G€arling and
Ranyard (2020) based on previous research. First, people tend to value
immediate consumption higher than the same consumption later (Fred-
erick et al., 2002; Read et al., 2018). This phenomenon, referred to as
present-biased temporal discounting, makes it difficult to defer con-
sumption (Labroo et al., 2017) and is considered to be a major deter-
minant of credit use to fund purchases of desired consumer products
(Webley et al., 2008). In addition, borrowers tend to fail to anticipate that
the pain of later repayments may undermine the satisfaction derived
from consumption (Kamleitner and Hoelzl, 2009; Prelec and Loewen-
stein, 1998). Not having the means to pay for the purchase furthermore
induces a feeling of financial deficit (Cannon et al., 2018; Mani et al.,
2013; Shah et al., 2012). Since attention is focused on how to reduce the
financial deficit, consumer credit becomes attractive. This likewise
5 Without further specification depending on product category, we refer here
and below to the depletion of energy and other natural resources (minerals,
fresh water, plants, biodiversity), and greenhouse gas (GHG) emissions causing
climate change (Ivanova et al., 2016; Steen-Olsen et al., 2015).



Fig. 2. Determinants of decisions to use credit to fund purchase of consumer products. (Solid arrows represent direct effects, the broken arrow that the direct effect is
moderated by the variable in the overlayed box.)

6 We have without success searched different data bases for information about
consumer credit in different affluence segments of the world population.
7 Note the distinction between credit for financing purchase of consumer

products and credit for financing investments, such as the Gramen Bank type of
micro-credits used in some developing countries to create self-employment
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downplays the burden of repayments.
A counteracting factor is a negative attitude to credit use that mod-

erates the influence of needs and desires on the pre-decisional informa-
tion processing leading to credit decisions. The role of attitudes for credit
use and debt has been the target of much research (Kamleitner et al.,
2012). An attitude is a memory representation that, when activated,
makes people respond favorably or unfavorably to the attitude object, in
thinking and expressing opinions (Albarracin and Shavitt, 2018) as well
in overt behavior (Ajzen et al., 2019). Interest rates, marketing of loans,
regulations, and cultural norms and values are factors that influence the
attitude to credit use (Kamleitner et al., 2012). Although consumption
needs and desires may also have an influence on the attitude to credit use,
attitude is still an independent input shaping the pre-decisional process
in conjunction with information from lenders, accessibility and credi-
bility of lenders, and financial resources and knowledge.

We claim that moderately affluent people have easy access and pos-
itive attitudes to some forms of credit, such as secured bank loans, that
make possible to match the consumption of their peers, and that both
they and their peers strive to match the luxury consumption of the very
affluent people. Consumer credit thus permits funding purchases of the
expensive consumer products they otherwise would not afford. This
reasoning leads to our second conjecture.

Conjecture 2. Consumer credit makes moderately affluent people able to
match their peers’ and the very affluent people’s spending on expensive luxury
consumption, thereby increasing the aggregate level of consumption with
detrimental effects stressing the planetary boundaries.

An indication of high credit use among the less affluent people in
wealthy societies is that saving rates are low and sometimes negative,
thus debt rather than wealth is accumulated (Ahlstr€om and Southerton,
2011; Schreiner and Sherraden, 2017). Falling product prices are iden-
tified by Schor (2005) as a factor accounting for unsustainable con-
sumption levels. The cheaper consumer products are usually imitations
having less quality and durability. A lower durability in conjunction with
fast-fashion-related desires to replace products before being worn out,
may still make consumer products temporarily unaffordable to less
affluent people who therefore borrow to fund purchases they would not
otherwise make. Young people are among the less affluent to whom
fast-fashion products may be particularly attractive. In this group, peer
influences cause both increases in purchases and credit use (Sotiropoulos
and d’AstousA, 2012; Sotiropoulos and d’Astous, 2013). Access to in-
stallment payments, credit cards, and other high-interest credit forms
further contributes to that less affluent consumers more frequently make
purchases that they otherwise would not do (Financial Conduct Au-
thority, 2017; Lim et al., 2014; Pak, 2018). Our third conjecture is that
this increases unsustainable consumption levels.
4

Conjecture 3. For less affluent people, consumer credit finances frequent
purchases and repurchases of consumer products that have short durability,
thereby increasing the aggregate level of consumption with detrimental effects
stressing the planetary boundaries.

4. Discussion

In this paper, we submit three conjectures of why affluence
(Conjecture 1), and affluence amplified by consumer credit (Conjectures
2 and 3), result in levels of private material consumption that impose
pressure on the planetary boundaries. The conjectures apply to the very
affluent and the moderately affluent in all countries, and also to some of
the less affluent people in the wealthy countries, contributing most to the
globally unsustainable consumption levels. The very affluent people
consume more per capita than the other groups, and the moderately
affluent people consume more per capita than the less affluent people.
The gravity of the aggregated effects on the planet may however be the
reverse given the different numbers in these groups (Roser, 2013). The
groups who in aggregate consume most also to a larger extent use credit
for funding their consumption. Therefore, consumer credit may play a
more than marginal role for the levels of unsustainable material con-
sumption, especially in the wealthy countries. Firm evidence would still
be needed to document this.6

Various proposals have been made for how to reduce unsustainable
levels of private material consumption. These proposals should be
informed by Raworth’s (Raworth, 2012) analysis considering the lower
level of resource use needed to ensure a decent living standard for all
people (social sustainability) as well as the upper level of resource use for
not exceeding the planetary boundaries (ecological sustainability). Our
focus is on ecological sustainability in analyzing the roles of consumer
credit for excessive levels of consumption by very, moderately and less
affluent people in wealthy countries. If, as we conjecture, consumer
credit plays an important role for the levels of consumption by moder-
ately and less affluent people, limiting the supply of consumer credit
would be a straight-forward measure to reduce levels of material con-
sumption (Bouyon, 2015). Limits on consumer credit in the wealthy
countries are unlikely to threaten social sustainability,7 and if people are
able to find non-material substitutes, it does not necessarily lead to
substantial losses in happiness (Chancellor and Lyubomirsky, 2011). A
options as a means of escaping poverty (Ahlin and Jiang, 2008).



8 A law recently passed in Sweden requires that online retailers make cash
payment the default choice.
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positive correlation between ecologically responsible behavior and
happiness (Brown and Kasser, 2005) suggests this, and in a similar vein,
Kashlev et al. (2020) showed that happy people are more willing than
unhappy people to act to protect the planet.

Our analysis supports that the production and market supply of novel
products and models make possible the high levels of private material
consumption, and that for the moderately and less affluent people,
increasing access to consumer credit plays an additional role. If possible
to influence people to reduce their desire for novel products and models,
this would decrease levels of consumption and production as well as use
of consumer credit. It would however be difficult to eliminate judgmental
biases such as affective forecasting, present-biased temporal discounting,
the hot-cold empathy gap, and adaptation (Larrick et al., 2004), which
we suggest all play roles. Social motives also play an important role.
Material resources (food, drink, clothes, and shelter) are necessary for
subsistence, but people do not need to use material resources (e.g. luxury
cars, large houses, fashion clothes) to communicate their identity and
socio-economic status (Dittmar et al., 2014; Røpke, 1999). Still, changing
social motives for material consumption is challenging. Similarly, it
would be difficult to deny hard-working people their compensatory
enjoyment derived from consumption. A potential partial solution may
be the emerging, more sustainable alternatives to traditional markets that
offer second-hand goods and services at lower prices. In particular
younger, less affluent people are attracted by a sharing economy in which
(frequently online) secondary markets are available for goods and ser-
vices to be exchanged among strangers instead of being purchased (Schor
et al., 2015). Markets for rentals of different products are other potential
substitutes that may suppress purchases of material goods (Park and
Joyner Armstrong, 2019).

Research (Labroo et al., 2017; Cannon et al., 2018) has investigated
how people fail to maintain self-control to resist immediate satisfaction
from consumption that would violate their long-term goals. Boosting
self-control is important to reduce both consumption and credit use.
Hoch and Loewenstein (1991) conjectured that people to exert
self-control use different techniques. A hypothesized two-factor model
distinguishes between techniques that strengthen willpower and tech-
niques that reduce desire. In an empirical study by Karlsson (2003), the
model received support in a population-based Swedish sample. It is
however doubtful, except for very young people, whether the use of these
techniques (e.g. “Think of the positive aspects with deferring purchase”;
“Avoid places in which impulse buying is tempting”) needs to be taught.
It appears more significant to increase motivation to use the techniques.
This may require an awareness of the need to reduce consumption to
preserve human life on the planet � and that everyone is willing to
contribute their share (Thøgersen, 2005). Campaigns that inform citizens
about the need to reduce their material consumption levels are seldom,
but should be, initiated or encouraged by governments. In fact, evidence
suggests that people are ready to accept policies that limit private ma-
terial consumption (Defila and Di Giulio, 2020).

Governments also need to more strictly regulate markets for the most
unsustainable products and consumer credit for funding purchases of
these products. Certification of sustainable consumption already in effect
in the EU countries may be extended to consumer credit. Of course, credit
is essential in making financial resources available for investments as
well as to help people in times of economic turmoil. Yet, over-
indebtedness with serious individual and societal consequences is a
side-effect which is receiving attention (Elliot and Lindblom, 2019).
Current regulations are therefore primarily aimed at reducing lenders’
credit risk to protect borrowers from over-indebtedness. The possible
side-effect that consumer credit increases unsustainable levels of material
consumption appear not to be recognized (Cohen, 2007; Crouch, 2009).
Do regulations aimed at decreasing the risk of over-indebtedness also
reduce this side-effect? Or would it be necessary to impose additional
regulations on lenders, for instance, restrictions on for what purposes
(sustainable versus unsustainable consumption) loans are granted. A
possibility would be to restrict secured loans for additional unsustainable
5

material consumption. Access to installment payments and high-interest
instant loans need to be more strictly regulated. The public and political
acceptability, effectiveness, and efficiency of these suggested policy
measures should be addressed by future research.

In considering methods that would limit current unsustainable
consumption levels, it is necessary to also consider the time horizon.
Given that the transition is urgent, behavioral research may have less
to offer in terms of how to change norms, attitudes, and values related
to consumption. Neither is it likely that a transition to a post-consumer
society would be fast enough, although there are precursors of that it
will take place (Cohen et al., 2015). Implementing governmental
policies that regulate markets likewise appears to have a too long time
horizon. Nudging (Thaler et al., 2013) offers a method of changing
consumer choices in a shorter time perspective. Eco-labeling is an
example that helps consumers align purchase decisions with their
green preferences (Noblet et al., 2015). It also informs retailers, pro-
ducers, and governments about these preferences. Whereas eco labels
are simplified information that consumers need to understand
(€Olander and Thøgersen, 2014), other nudging techniques tends to
elicit automatic choices. One such example is framing an option as a
default, that is the option received if no active choice is made. Since
this technique appears to have a powerful effect because people
frequently refrain from making an active choice (Johnson et al.,
2013), the purchase of a product should never be made the default but
require an active choice. Although this appears difficult to implement
in a consumer society, another perhaps more feasible example is social
nudges that likewise have strong effects in that people are willing to
imitate the choices made by others (Andor and Fels, 2018). This may
be a way of spreading information about a frugal lifestyle. Another
approach is to make people increase their savings on incomes that
otherwise would be spent on not needed material consumption.
Nudges have successfully been implemented to increase pension sav-
ings (Thaler et al., 2013). Additional research is still needed to address
the question of how nudges should be designed to make people
consume less, not differently, and how to implement such nudges if
found to be effective.

Reduction of credit use has been shown to be influenced by warnings
at the time when people intend to take consumer loans (Bertrand and
Morse, 2011).8 Borrowing decisions are not frequently preceded by
search for information about alternative credit options (e.g. credit cards,
see (G€arling and Ranyard, 2020)), most likely due to high search cost
(Ranyard et al., 2006). Research has accordingly demonstrated that
simplified information may result in more sensible borrowing decisions
(Ranyard et al., 2018). It is an open question whether these findings can
be applied to make consumers restrain themselves from credit payments
at the point of purchase of consumer products. It is anyway a viable
starting point for research evaluating means of reducing use of consumer
credit for purchases of consumer products.

Our analysis is limited in that it proposes that primarily the supply of
novel products drives the consumption levels and that, for the moder-
ately and less affluent people, access of consumer credit plays a facili-
tating role. It is clear that a broader approach is necessary. Several
approaches to reduce consumption levels in wealthy countries have been
suggested (Røpke, 1999; Jackson, 2012). In this connection, Akenji
(2014) makes the important point that green consumerism puts the
whole responsibility on consumers, ignoring the need for macro changes.
A concerted approach is suggested implying a change of attitudes of all
stakeholders, facilitators of actions corresponding to the changed atti-
tudes, and an infrastructure making sustainable consumption levels the
default. Even though we believe such an approach is crucial, it is beyond
our current scope to address it.
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