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This study aims to study how the expansion of modern trade could lead to the

process of changes of consumer behaviour.

The result of this study shows that multinational modern retail business utilizes the

capital and technological advantages to change the superstructure that is “Culture in

Consumption”. By employing the marketing strategies, e.g. advertising, services and public

relations, the modern retail business can alter the consumer's attitude towards shopping

goods as an “Object” to become “Desired Object” or “Sign Object”. Thus, consumer

behaviour is changed from shopping regular object to become lifestyle pleasure.

The consequence of “Cultural Change” is the change of consumer's perception

toward their new motivations on convenience, the privacy of shopping, good environment,

good services, and other family activities. This fulfills consumer’'s desire for urbanism

culture.





