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How character products become successful
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In the highly commercialized society, the basic function of products can not satisfy
consumers any more. The control expends factor is changed from used value to
symbolic value.

When fashion market became popular in 2006, character goods are know for media
reports. The purpose of this research is to analyze how character goods success by
using in-depth interview to get designer’s information. This research is based on
Bourdieu and Baudrillard’s theory, and attempts to interview designers and
consumer.

The results show that ability of having a new product is decided by designer’s habits
and capitals and the product’s symbolic value. What’s more, because of consumers
tended buy these specific products to show their own style.

Advertising do affect the audiences’ behavior, attitude, and cognition. “Limited
editions” do urge people to consume. By the manipulation of advertisements, the

function of product is more an individual representation. That is, we live in the



society with new consumption culture created by advertising.



