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ABSTRACT
“ Luxury brands are a set of modern symbolism.Asians utilize it to redefine their own identity and social status.” (Cult of the
Luxury Brand by Radha Chadha & Paul Husband, 2007.)This explains why the majority growth in sales of the global luxury brands
mainly came from the Asian market. Also, this is the reason behind the Asian reverence for the Western luxury brands.
The purpose of this research is to discuss Taiwanese consumers’ perceived luxury brand awareness and perceptions under the
influence of luxury brand symbolism. In understanding whether the change in society has altered previous consumer behavior
theories, we will analyze consumer behavior based on different theories of the relationship between consumption and symbolism.
The primary method of this research was based on surveys, targeting 266 samples at all levels and sectors of the society. This
research adopted the Semantic Differential Technique and Seven Sequence Assessment as the evaluation standard, and used SPSS
10.1 statistical software in analyzing survey results. The research result indicated that the influence of perceived brand awareness is
far more significant than the actuality of the brand itself. Academic theories also proved the existence of conspicuous consumption,
symbolic consumption, and distinctive behaviors in luxury product consumption.
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