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The Effects of the Face Sensitivity on Conspicuous Consumption and Purchase Intention
- Focused on Luxury Restaurants -

Yang Ho Jin*, Ye Young Kim, Sang Hoon An

Department of Foodservice and Culinary Management, Kyonggi University, Korea

Abstract

This study carried out empirical analysis of the effect on conspicuous consumption and purchase intention by social face
sensitivity of customers who have eaten at luxury restaurants. Adult male and female customers aged 20~60 years who
lived in Seoul and who had experience eating at luxury restaurants were selected as survey participants. The results of this
study are as follow. First, social face sensitivity factor had a significant effect on preference for famous brands and seeking
fashion. On the other hand, among social face sensitivity factors, shame consciousness had a significant effect on other-
oriented conspicuous consumption. Thus, the hypothesis was partially accepted. Second, among social face sensitivity
factors, other-conscious social face had a significant effect on purchase intention. Thus, the hypothesis was partially
accepted. Third, preference for famous brand and seeking fashion had a significant effect on purchase intention. However,
other-oriented conspicuous consumption tendency had no effect on purchase intention. Thus, the hypothesis was partially
accepted. If studies on various consumption sentiment variables continue to be made, these may be usefully utilized for

establishing marketing strategies of companies.

Key Words: Luxury restaurants, face sensitivity, conspicuous consumption, purchase intention
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<Table 1> General characteristics of the subjects

Classification n=400 %

Gend Male 136 34
N Female 264 66
20~29 64 16

A 30~39 209 52.3
£ 4049 97 243

50 or more 30 7.5

Graduates of high school 34 8.5

Educati Graduates of junior college 61 15.3
HCAUON - Graduates of senior college 215 53.8
More than graduate school 90 22.5

Student 49 12.3
Businessman 235 58.8

Career Housewife 30 7.5
Professional 47 11.8
Self-employ 39 9.8

Less than 1,000,000 won 90 22.5

Average 1,010,000 to 2,000,000 ¥ 94 23.5
Monthly 2,010,000 to 3,000,000 ¥ 115 28.8
income 3,010,000 to 4,000,000 ¥ 61 15.2
More than 4,000,000 40 10
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<Table 2> Factor analysis and reliability analysis of Face Sensitivity and Conspicuous Consumption and Purchase Intention

. Component Communa eigen % of Cronbach’s
Component REa Mgc(l)'ll'lxs lities Valgues variance g Alpha
Consciousness of others’ eyes 779 .689
cglt:;fus Consciousness of others’ evaluation 786 670 3.626  40.293 703
Observe the notice of others 697 .609
Often I do what I don’t want to work because of
Face Dishonor the prestige 780 665
Sensitivity ~ Conscious Often hesitate to ask because prestige 755 .640 1238 13756 66.377% 783
I worried that rejected when asking others .855 776
. I focused on manners in front of others 786 667
Fosr(r)ri:llilty I tend punctilious when acting in front of others .801 695 1.110  12.329 726
I try to behave in a cultured 725 563
Famous Consider a brand that others know 533 368
Brand Even if the price is expensive, I like famous brand 310 657
Preferred products 3128 39.103 750
& I prefer foreign brands than domestic brands .809 685 ' ’ '
) PUIS}le I want the people who around me to know that | 793 641
CO“SP‘CUO}IS' Fashion purchase the famous brand product ’ : 57.049%
Consumption - - -
Person’s status looks different depending on the consumption 757 601
Others seems to ignore when you buy a cheap product 714 533
OOriTil:trs d I conscious around people when I consumption 774 603 1.508  18.846 751
I want the people who around me to know that
723 549
I use the famous brand
Even if the price is expensive, I will use the
products of this brand 578 334
Purchase Intention  Influence my purchasing choice 841 708 2352 58.802 58.802%  .761
I am a loyal customers 827 684
I would recommend the products or the brand to others 791 626

KMO=0.812, Bartlett: 1051.184 (df=36, Sig.= .000)
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<Table 3> Correlation Analysis of Face Sensitivity and Conspicuous Consumption and Purchase Intention

Famous Brand

Mean SD. Othe?rs Dlshqnor Social Preferred & O.thers Purch.ase
Conscious  Conscious Formality Oriented  Intention
Pursue Fashion
Others Conscious 349 75 1
Dishonor Conscious 349 .89 443** 1
Social Formality 325 .80 400%** 410** 1
Famous Brand Preferred & Pursue Fashion 3.39 73 384%* 482%* 420%** 1
Others Oriented 3.86 .65 476%* 289%* 367** 362%* 1
Purchase Intention 431 77 151%* 253%* 251%* 558** 214%* 1
**p<0.01, ***p<0.001
<Table 4> Regression analysis of Face Sensitivity and Conspicuous Consumption
Unstandardized Coefficients Standarc.hzed
Classification Coeflicients t p
B S.E. B
(constant) 1.275 .170 7.514 .000
Face Others Conscious 147 .048 150 3.095 .002
Sensitivity Dishonor Conscious 265 .040 322 6.615 .000
Social Formality 209 .043 228 4.802 .000
R*= 308, AR’= 303, F=58.517, p= .000
Dependant variable: Famous Brand Preferred & Pursue Fashion
) . Unstandardized Coefficients Standarc.hzed
Classification Coefficients t p
B S.E. B
(constant) 2.081 156 13.357
Face Others Conscious 331 .044 378 7.587 .000
Sensitivity Dishonor Conscious .029 .037 .040 790 430
Social Formality 162 .040 .199 4.057 .000

R’= 264, AR’= 259, F=47.457, p= .000

Dependant variable: Others Oriented
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<Table 5> Regression analysis of Face Sensitivity and Purchase Intention

Unstandardized Coefficients Standar(.hzed
Classification Coefficients t p
B S.E. B
(constant) 2.320 204 11.393 .000
Face Others Conscious .000 057 .000 .002 998
Sensitivity Dishonor Conscious 155 .048 .180 3.233 .001
Social Formality .169 .052 177 3.247 .001

R’= .090, AR’= .083, F=13.065, p= .000

Dependant variable: Purchase Intention

<Table 6> Regression analysis of Conspicuous Consumption and Purchase Intention

Unstandardized Coefficients Standar(.hzed
Classification Coeficients t p
SE. B
. (constant) 210 6.611 .000
gggjgg;ggi Famous Brand Preferred & Pursue Fashion 047 553 12.384 000
Others Oriented .052 .014 .309 757

R%= 312, AR*= 308, F=89.871, p= .000

Dependant variable: Purchase Intention
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