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NO.5 Consumer Behavior and Happiness

In modern society, many people connect happiness with consumption. Buying
new products often brings excitement and satisfaction, especially in the short term.
This 1s one reason why shopping is seen as a way to improve people’s feelings. Some
people even shop when they feel stressed or tired because it gives them a quick sense
of relief. (Q1), others say that buying something new makes their daily life feel more
enjoyable for a moment. However, research suggests that the happiness gained from
purchasing items is often temporary.

One explanation for this is a psychological process in which people quickly
become used to new items. What once seemed exciting soon becomes part of everyday
life. Moreover, advertising and social media constantly introduce new products,
encouraging people to keep buying. Thus, some individuals rely on shopping as a way
to maintain their happiness. They may feel the need to buy something again whenever
their excitement disappears. This habit can become difficult to control and may affect
their overall well-being. Consequently, this pattern of behavior can (Q2).

On the other hand, studies have shown that spending money on experiences,
such as travel or social activities, may provide longer-lasting satisfaction. Experiences
often create memories and strengthen relationships, which contribute to a deeper sense
of happiness. People often remember these moments for many years, even after the
event has ended. In conclusion, the excitement from buying objects usually disappears
much more quickly, and (Q3). By understanding these differences, people can make

better decisions about how they use their money.
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Q1)

1 In addition

2 In spite of this
3 In particular

4 In general

(Q2)

1 help people develop healthier consumption activity

2 make people less interested in buying new products over time
3 lead to repeated consumption without lasting satisfaction

4 reduce the influence of advertising on people’s choices

(Q3)

1 experiences rarely influence people’s happiness in meaningful ways
2 people should avoid spending money on unnecessary experiences

3 buying material goods usually brings stronger and longer happiness

4 choosing meaningful experiences can lead to deeper, lasting happiness
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