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Abstract

Status consumption refers to a motivational process that people buy status products to show or
get s higher social status and transfer the status signal to change what others think of themselves.
This paper studies the status consumption from the perspective of objective social status and spe-
cific perspective. The former explores the characteristics of individual consumption based on
static angle. The latter explores the status consumption of individuals under different status per-
ception from a dynamic perspective. Existing research has found that status consumption is influ-
enced by many factors such as individual characteristics, commodity attributes and cultural dif-
ferences. Depth analysis of the internal motivation of the status of consumption, experimental
methods and localization of localized research will be the research trends of status consumption.
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1 5l5

WFFERBL, MO FAN NI 547 N BA B B (Griskevicius & Kenrick, 2013), S5 R AE 2 M
ML . LA A SR A4 . M Z4E S (Wicklund & Gollwitzer, 1981) &S HLAT A B FIHBAL Y 24T A . A SOl
%t [ Y AN S AT 2R O S EAT R R, SRR ILE AN AU A SRR, DA SR SR 7 3 7
s A B

2. MLHEBRRIELE
2.1, MfiH RO

FE2x A7 (status consumption) 4547 A 2 B4 Hh B Ak ) 37 B 555 4% (Dawson & Cavell, 1987), #&
VIR s AT 7R DL KR SR Ak 1) 2 55 22 7 R L [E] R IR . Davis 48 H, AN 9 (1 S PR
3 I D S 5 LASRAS AL S A7 (Davis, 1956), 1999 4, Eastman &2 i YOk AL 2% B AL 2 AR
Ji BB A A v A 2 M A 0 SE AL, B T AR R L ALAE S LR A A B S VE B L AR
(Eastman et al, 1999) i #iA7 7= b AN AL & A% B S B 2 7= i, AL F B4 R AT 1 S5 R A 2 TR R A
etk DHONBTA I B A RRE LB S (Wu et al., 2012).

2.2. MITEBRSKEMEE

T {5 5 #18 (cost signaling theory)3& BH MAA Bl L W T AT N B /R AT FE S, s
B AR ORI SR I E AU R HEIE B DASRAS IR R B R T BeiE B, LB E S E
FHAT AL, LA S0 & B U K 2R FE RIS AR AR B 1, LA SR (2 7= i oA 205 5 AR Tt
H 5 G Al A B 51 (O'Cass & McEwen, 2004). HuA7 I8 9% 0 56 22 L HNXT T 40 B2 17 i)
TH PP I 2 2 BLLL B T i AR B S A a4, B kAT B e A B BB R R
HEME, Bl D7 @ AT AMEIE B S HALE R, HH P SNBSS B SR B,
A8 Rkt 25BN BT A R B A Rk = SR 72 5 (Truong et al., 2008), 55— J7 W& ik 5 H Cith
RLARVCEC Do o, BIEA A NPT 3, 3X — B0 P A 2 T L.

2.3. HUiHBRSAMENIHSR
Davis 7EHALTE SR AR FE AL, ey ARMUAL RN B MA S 27 AR BAT 9, Herb st A RN 2 D

It
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RTH B, AR HAT S0 ) & M2 3 2% (compensatory consumption), BIFE 7 5 kh dhdt £ 22 BE A s ) iy
oI B BB BT AR I 2RAT N . AR RAEE B 3R 58 B 18 (symbolic self-completion theory), M4
K5 HEAR B A OSSR I B R 405 & (Rucker, 2009), {H 5% B 44y 52 B Brs (1B i, MR
PR K30 3 2 1) B2 kM2 BB (Charles, Hurst, & Roussanov, 2009), X £6if 15 45 53¢ B 2 e 8 AR
NTHER S G, mHERGE AR EEE, X — W AU MY TR T B IR AR
3. WHBMRAR

20 tH-ALAIE ALY SRAE T8 0 23 K0, LA VR 2 001 50 2 0 T R 2 AR PR o RS A T
W FR) B, DRGSR FH 5 J M Y0 B ARABA ) A P2 BV B e DMl N« VR 7= it it R 5 ) 3 57 909 9% A T AT
J, SRIMEEAE BT AWTA0LE, W —F X AAW 2L, B4 1999 4, Eastman 5 15 O HUAT I 9%
PIREBEAT BRI e, 2 DAE S o Al R A 2238 X T A v 9% BB FE A SCAl . MR 22 S 55 A B
AW AT IR AR

20 Al BB, X T ALV SAT N AR AR O B —, 2 R AL SR A T 2
H N AR AL AR BT AT OOV 2EAT A, AR 7 22 P> R Y B b, MRS ISR LA
T8 I T A BT A 1 A P AT AT 2R AT R R O S Coleman (1983)IA Jy il B3 My £ %G JL3H 9%
1T NFE AR ;. Bagwell & Bernheim (1996)HF 7t A I 2% 24 7 it it R B AR AL ) 85 (AR 25, i
AT AT NPT AT T B TRV o 1% Bei T 50 1 5 K A 9 2 R0 AR 24T 9 i X kAT
BRI B, A RO 1 SR BR A

20 AR IF4R, Eastman &5 1 O HIAL Y 2 FOME S HEAT BRI e, FTREEAG I SR AT A T A
A, TFARRTE AL AT N ZE R R R AT E R BRI, RAME RS R HAEERT
AR ZE R B R B N4 . Ruvio (2008)5F M kL2x SCHTS 5t N AT 9 & AL 2 A7 4R 7, RILAR TG
T5 AT 5 R P AL SR AT NAEAE BB 2 5 Griskevicius et al., (2007) KB5S Lo tEARLL, BT
7 i U S A ) BE DR E s Kim (2014) 55 2535t M H AR SFEARREAN A AV 98 AT D= A B S i e AT IR NI
RIAS AR 2 W ke £ R, R WA TR, HAh Ll Y AR 23 M 9/ AT o i %
BRItz Ab, FEAH S0 (Fisher, Cox, & Gordon, 2009; Rucker, 2009). [ 2 (Cisek et al., 2014)% Kl & &%t
B BRAT = A 5 o

4. FEMA THIMALHBEMR

s 7 B LB AMARFE B S AL 2 h 2 AL o A, B B LA R E BE Hhoxt B Sz 1 R Z
MAEBLSERT T, PR S B EAN TR, X RLRE S8 AT A thAr A 220 o

4.1 BERALS AN A THIMALES

ST PR O AT AR T MR AL 2 BT X SR AT AR o X — A A DA I s At 2
AT A2 BTN IR B AT e s AT 3T . BEAAR T PRI SIS T & R

$5 F 0T LT I 2 AR 1 B DX PRI PR Tl A ik T AL S AL R A 3R AT, O’Cass & McEwen
(2004) TR ABROCZ . H IR ISEAE A BT 3 AT LA, X LYY 2% AR L AadE AT 1 B 57 s
Sundie (2011) A& 3 sy MK HOAL 25 119 2R AT 35 AR 51 AE AR B N N AEBIHL;  Bhattacharya (2012) %5 & 3=t
S AL AR T B U= B A E RN B2 (R AR 2 AL AT T s = i BB i B2 % ; Dubois,
Rucker, & Galinsky (2012) & BLAFLE 5 UG 5 SRR TH PR AE AV 9% )47 Kim & Jang (2014)
KB TR AN EUAR B AN T LT = 5 G 7 SR S a2
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4.2. BRIFLAVA TSR

Davis (1956)48 H ™A s 21 P Ay 55 44 5 H B i A I & S AL KSR SR FF A S 4 — 8. JEIK
B, AMEZ BT BARTS B AN A AR AL, T R BRI A A HES) [ ARAT T AL 24T 0, R,
FLIBH NI T SOE R A TN HAT I FAT N 8 B TR 7 o

SRR A R S a2 NI S S AIIRYE, AT B I I 1 5 5 0 77 s g A B,
Chan (2010) %518 i LR FMZ R IR S A 30 FE AT IR . I3V T2 40 Blue (2016) % %) #1470 55
W, BRI R S AR R AL A . B S E R (2016) X X — W SR A 3k — AN A, R B S N A
R ALIER AN T Zh A VR EE AR, A7 B A7 B AR A AL R PR A L, BRSBTS A JE T
H AL AERF BTN A 7= S B A B s R s SR B B A A T A A SRk B BRI, R HA
st R L it 35 77 A g o

MARAKT , 25 M2 1A AR A7 2 5 T 502 A1 BEANMA S SR AT NRe RUBEATER 8, 1B 5075 AL AR U
AT BNAS I A BEXAS RGBS R M A B AT ], X S0 AR B B ORE A,  FE DAL SR 7T P
BT E AL

5. Hu{iHRRIR TR =
51. PABEREMALEETH

5.1.1. #{B%EE

P S0 B AR SRS 22 S M M Y B o ST T DU RS S IR F R 51 0 B R R AR
NGB R) “55 7 (Sundie et al., 2011), JCHIE H I SLAEAH AR b BOA R R DD RE AT &, 21 DA
FASRFEAMERE ST B07= i (A0 20, e R SE)  S VE FE AR v R (Hill et al, 2012), X —ZE 5, AIRERH Y
ARSI AN F T 8. B B SRR A, T R R I S S AT i DL R OO TR IR
[z 73 (Shuler & Mccord, 2010) {H2 55 M55 T Lo R 51 07 B0 40 07 AN ARt T I B R AL 3517 2 FLAE [R) 1
Z IR at B, FrUATE AR BB IE BT T, LotExd T Hh A AH 5677 b 1A I 3K 2 A 5. 2 (Sundiie et al.,
2011; Griskevicius et al., 2007). Hudders (2014)5 8 7B, MR B KA 75 b 564000 F
MoEng, EDANTEEAE TG Fewl, RFREE A BT RIS A 7= 5 DA n ) 5 75 [R5 4
H AR AT AT .

512 FRER

AN A B AEAR 22 S o LS 24T NP7 A2 50 . Eastman & Liu (2013) %122 )L —4K,(1946~1964).
X £(1965~1976)F1 Y X (1977~1987) /M ¥y M ALY T AT NEAT LU 5%, A IRAS [R] AN P A7 7 2 7K
AR ES, Hp Y AR PP i . X2 T ARPP A TE RS A DR I POE R 8, Y AR M
Xt T2 5 i AR 55 A 8 B D T TS (9] A B A A T IO ), ol X o i 9% O U D R R IA 1 F B
(O’Cass & Siahtiri, 2013; Phau & Cheong, 2009). Shukla (2008)% 51 £ M T 4T NI R BT ER A,
&5 LR R DR R 2 FLVH BRAT O e A R R

5.13. BE#EE

CHBMS” FBAMAR E & AT, O AT AN E OSSN S R 5T H AR
PR o TR BAAN AR 1] TR FH A 0 SEAT 9 AR R M S 7= R A AR IE “ B M (Griskevicius
et al., 2007), M “HILMES” FEHAD BRSSP G T BB (self-consistency) Fll H &

(self-esteem).
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B3 — BRI S M N R — e MR RRE, WU PR . B3R 3
RIBIHLERAEANAE SR 5 B SR A AR AT & K7 i (Kressmann et al., 2006), JFiHd X287 fh A fl N Rik
H CL A7 (Bindah & Othman, 2012). 4 H AN FAANFIEN A —B0T, 25858 947 N seB i A B
CHIPEA AR B 45 FR 1R

H B AMAN EIRAMERERSZ, AN E 2KCF 5 AT 980T 2 E AR . 9 AMAR KL T EOR A
S ) S 5 A A DT I F 7= 5 AR ) QLR A AT 255 44 T RO, St i S AT ok
XF Ry, A BRARIR” b SR 2 1) ) 22 R LLOR AR 0 4% 5 (Wicklund & Gollwitzer, 1981). f4n,
AR B AR S DU KB S (AFT SR RER), P RERE 2206 S5 & Bl AH 5G 1) B B 14 (A v 7R R ERAT
BARMR), DAMEHARIF R ERE, TSR A T B SR ENRFIIEAT (Cisek et al., 2014).

5.1.4. SREHK

NT T RILES B CAES IR AT, SR 2RI AR (- 3 2247 #h4 H s B 18 (social
comparison theory)fi Hi , AN FIHIAL Y 9 2> 52 21 2 BB AR ¥ 5200 (Lertwannawit & Mandhachitara, 2012; Han,
Nunes, & Dreze, 2008; Vigneron & Johnson, 2004), JAWrS “HEAM A" #ATHE. thah, MBATHRAT Nk
52 Bl 4k S MU 1) FE 7RIS SR e F At 2 HRBEAR BT = 2B 1A 2 AL R FE IR I 2931 . Kim (2014)i@3d % Y
ARAMA AL T P T8 I s AR R T (A LU AR A4 52 0 7 A At ALY 2R BNHLTE 5, mI L, Mk
AR AR S, RS 2 B SRR SR T

5.2. BEEMEmASERITR

Bagwell (1996)#2 i, N MRGIE MR, BT ZR & A0 E B SORARIRGY w5 B T35 Bh M AT
HIEIE, ST 2 HET W 2% (Donvito et al., 2013). Shukla (2010)HF 55 A& T it R SA B LT . R RAE
RO B L R AR 2 S B AT R AR R O . R SRR IR ZR AL, R R B R P R
L N X B MG E (Bshary, Gingins, & Vail, 2014)%, W4l #7877 80, Fitzmaurice &
Comegys (2006)45 t BE& /™ i (O SREAERE N, P2 s AR 20, TSR FAS NERL 22 )2 R P i A,
AR R AL A D, A R TR T B Srpb i, thah, R R R SEIE 2 A
BN S W AU I SE 2K o T AMA KL PP B B35 3R T (Griskevicius et al., 2007).

5.3 MiLHBEFEEXHERT

B A ML R T — 2 DIR N, EEATR IR AR S 50T, ALY 2 A7 A E A T
(R o

Wong & Ahuvia (1998)HF 7t & I o 14 R ARALL i BRIV 5 SIMLLE 2R 5 PG 77 AN 2 8] o] REAFEAE 2 22 57
Shukla (2010) LA EI 3 0 [l 9 [l 1 A9 45 7 5 SCHARER, RIAE 2 OB St R e DR 3R = AN R X i AL
AR AT e 1 3, (R AR B A FUR R I AE 22 5 08 T N 3 SO o [/ e s A 2
A 2 1) ) B 9 B A o, LR TR AR 32 SOOI B EE N R it . LB FE N B AE PRI B A (AR
HEs, SISHALSE) H i et h = 5, moeE %A . BRitbz 4, 53k (Heaney, Goldsmith, & Jusoh,
2005). H ] 45 At B 5% R AT PR AT A R I AN RIRE i ZEXS AR L SR DRI “ T R
JENEEL(LI, Zhang, & Sun, 2015), Sun (2015) %548 7t HH BN TH T W04 75 SRMUREPEFIHB ALY 9% 2 R C R,
R I LN T U 0] b 9 20 77 A S 3 R, T R SR R PR A 3 TR P AR R AR

6. RRTERRE
MLV BRI BT AL CRFER 24, (HR I X BUA BT S AL T LUACEL,  VF 2 B FUR (5 B AE X LR K
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IFIUESE b, 75 Vi 2 ) B 20k — 2 J 2% . sz ma s (5 3 2% 1) A 22 IR 3R AE [A) — 15 R AR S HLAE A ?
LU BIRSAE A 277 T 20 B SR RE LS T S IS 2R B AAE 257 7 AN Tk
RAEHER G2 AR RS PRI ARK KT AT Pl bR Al b 3EAT SRR A F2 30 -

s XPHUALTH 2% RS T IR 2 RIS o T LA, T AL 2 AT 9 BRI 9T A B 2 A vh LA
RATFTT FAIEAI R, SRZIRANBEE . B R BTN T 2 5 36 RO B AT SRk R 3t
ATIRTC, T 35 M R IR A KR SR ROR S 15 RT LU ) ¢4 S5 HEAT 5 4% frl R B IR Rt — 2D %

B SRR . AMUBOR AL 2, AR T B B TR AR SR A, R SES R B
PRI PG 5 SE PRI K AP AEZE R T 2 R AN SEBRAT B IO 02 32 BT L5 R 2K (1520 2 7E
eI SRR, AT uCR SR Z N LA, BT ST 9%, R BN e B ) S v 5

=, HURLE B BOA AR S o AR SO 5RO T AL SRR I 2 AR AE“ T (Li et al., 2015)
X AT IRIRANE R [ 2552 15 A At AT 3R 45 o [ M (57 9 2 R IR AN R RS 7 rp R IR AL T3 7
REEI], AR TUE ZHI R, A AT T A R AT B 3RATT TR R RS S O AR DL R A A
Xt | ROV 9 AT N 52
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