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is far from outdated. The applicability of Bourdieu’s theory was of course quite 
visible in the study: Status consumption has indeed been made complex and the 
demarcation between classes more pronounced by the incorporation of less visible, 
habitus generated cultural capital elements to consumption practices by the elite 
classes. Where possible, those in lower classes attempt at strategically acquiring 
the necessary cultural capital; such attempts are not always successful and they 
are conscious of this. However, that does not mean the lower classes give up on 
status consumption; instead they resort to emulation, which, while not enabling 
social mobility, at least enables them to gain social status within their class. Thus, it 
appears that Veblenian emulation has been prematurely set aside by scholars; when 
coupled with Bourdieu’s theory, it can help to provide a much more comprehensive 
explanation of contemporary status consumption than either theory could do by 
itself.
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