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Abstract

At present, with the gradual integration of the global economy and the great wealth of material
wealth, our country from the production society to the consumer society, under the impact of west-
ern consumerism and money worship, women gradually become the victim of consumer aliena-
tion, the phenomenon of female consumer alienation has also attracted the attention of scholars at
home and abroad. This article from the perspective of marxism, to explore the manifestation of
women consumption alienation, analyzes the cause of women consumption alienation, and based
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on this, advances some suggestions on digestion of women consumption alienation, to help women
get rid of the bondage of consumption concept, to guide them set up the correct consumption con-
sciousness, gradually return to rational consumption, and create a harmonious and healthy con-
sumption environment.
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