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Abstract

Symbolic consumption is also called conspicuous consumption. It is the consumption of the sym-
bol value of the commodity. Through this kind of consumption, people can satisfy their own sym-
bol consumption psychology. In this paper, the author thinks that the main psychology of symbol
consumption is identity. This paper explores the generation of symbolic consumption from the
perspective of identity, and discusses the relationship between identity and symbolic consump-
tion through the concept of symbolic consumption and the concept of identity, the perspective of
money and values. And it probes into the angle and significance of the research on the symbol
consumption.
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