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ABSTRACT

During the present stage of social renovation and transition in China, the
change of the social stratum, social status identity of the stratum and compe-
tition are the major characters. For the individual confronting the situation of
constantly weakened traditional identity and the necessity of new identity,
looking for,constructing and improving their own legal identity and status is
the desperate need for them. Consumption becomes the symbol of individual
identity and social status under such background.

Then, the focus of the research is narrowed down to the cultural factors
of consumers’ consumption behavior with the viewpoint of social stratum.
The research analyzes the social and cultural meanings of consumers’ con-
sumption behavior on the basis of the change in the social stratum. Based on
the existing theories and research about social stratum and consumption cul-
ture, this research applies the empirical study,using questionnaire survey and
interview methods and taking the examples of L.V product and mobile phone
consumption to illustrate the code of consumers’ consumption behavior.

Chapter One points out the necessity and significance of the research
based on the analysis of the shortage of cultural factor study in marketing
communication practice and theory.

Chapter Two is the retrospection and conclusion of the theory basis and
research result of cultural factor study in social stratum viewpoint.

Chapter Three describes the research design in detail.

Chapter Four and Chapter Five prove the research framework and re-

search hypothesis by statistical analysis and explanation of LV product and



mobile phone consumption cases.

Chapter Six is the most important part of the research. This chapter an-
alyzes and discusses the conclusions from Chapter Four and Chapter Five u-
sing the social identity theory and Bourdieu’s capital-field-habitus analysis
framework, explains the social cultural meaning of consumers’ consumption
behavior and analyzes the impact of social stratum on consumer behavior,
modifies the research framework and hypothesis of Chapter Three from the
angle of social stratum.

Chapter Seven is the epilogue of the research, It concludes the shortage
of the research and the areas of future research.

Key Words: Social Class; Consumer Behavior; Culture; Maketing Com-

munication
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