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ABSTRACT
Today, we are in an alien cultural impact of globalization to accept the modern consumer society, and be a "symbol" consumption
society, the value of goods they rep-resent the meaning of symbols replaced by the nature of goods in turn makes the im-portance of
gradually have been diluted. That is, to become the object of consumption, the goods must first become a symbol. Literature have
showed cultural identity and symbolic consumption would enhance consumer enjoyment of the goods. Moreover, the literature also
has noted that consumer value of the significance of different values that consumers would often have to reduce or increase their
determinant in making decisions on the buying decision. For these reasons, the present study made cultural identity and symbolic
consumption as the independent variables, and consump-tion value as the intervening variable and consumer hedonic buying
behavior as the de-pendent variable to probe the impact on the relationships among the variables above mentioned. The present
study used questionnaire on the domestic all regions and sectors for investigated. The results showed that cultural identity had a
significantly affected on customer hedonic behavior, symbolic consumption also had a significantly affected on customer hedonic
behavior, and the consumption value have significant impact on the relationship of cultural identity or symbolic consumption to
hedonic behavior that means consumption value had a significant intervening effect. The finding and discussion, the meaning of
theory and practice , research restric-tions and future research proposals of the present study have been discussed in the arti-cle also.
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