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ABSTRACT

Due to the impact of globalization and more and more globe trade activities, consumers can approach products from (every where)

all over the worlds easily. Especially culture meaning products which are different than other products.

The multi-culture communication becomes normality via multi-national media dissemination, and it produces many “Image

groups”.

These “Image groups” share similar multi-culture and

symbolic consumption consumer values。As to the impression performance of Influences of Country-of-origin、Culture Identify

and product symbolic will reflect to Consumer Behaviors

The purpose of this present study is to probe into under the Country of Origin, the relationship between Culture Identify and symbol

value between the Consumer Behaviors , and analyze if symbol value is a factor of influence consumer behaviors.

Country of origin of this research is evaluated by country impression and product impression.

Culture Identify is evaluated by “abstract phase”and “substance phase”.

Symbolic Consumption is evaluated by used value、exchanged value、symbol value and symbolic value.

The present study used a questionnaire on the domestic all regions and sectors to investigate.

The results showed that Country-of-origin and Consumer Behaviors have significant positive impact, the Culture Identify have a

significant positive impact on Consumer Behavior, too. The Symbolic Consumption has a significant intervening effect.

The finding and discussion, the meaning of theory and practice, research restrictions, recommendations for future research of the

present study been discussed in the article also.
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