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Abstract

This study was to explore purchasing behavior and repurchase intention by
considering social-face sensitivity and conspicuous consumption. To do this, first,
this study tried to explain how consumers had different characteristics for
social-face  sensitivity, —conspicuous consumption, purchasing behavior, and
repurchase intention for outdoor wear. Second, this study tested the relationship
between consumer behavior (purchasing behavior and repurchase intention) and
social-face sensitivity by considering the mediating effect of conspicuous
consumption. As the results, first, there was a significant relationship between
social-face sensitivity (sensitivity to saving face) and conspicuous consumption,
which had a significant effect on the purchasing behavior with outdoor
wear(purchase  frequency, purchase cost). Second, social-face sensitivity
(consciousness of shame) had a significant effect on conspicuous consumption
(preference for famous brands, status symbol, pursuing fashion), and social face
sensitivity  (consciousness of social formality) had a significant effect on
conspicuous consumption (preference for famous brands). The relationship between
the conspicuous consumption and purchasing behavior showed that conspicuous
consumption had significant effects on consumer behavior (purchase frequency,
purchase cost). The relationship between the social-face sensitivity and purchasing
behavior showed that being conscious of others had a significant effect on
purchasing behavior. Third, purchasing behavior with outdoor wear had a significant
effect on repurchase intention. Finally, this study confirmed that conspicuous
consumption had a partially significant mediating effect on the relationship between
social-face sensitivity (sensitivity to saving face) and purchasing behavior.
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Table 1. Measurement

Variables Measurement
V1 | am sensitive to what others think of me.
v2 | am worried about how my appearance will look to others.
v3 | am conscious of the gaze of others.
V4 1 am conscious of the evaluation of others.
V5 | walk on eggshells with others. Spoint
Social-face | v6 ‘When | act in front of others, | stand on formality. likert
sensitivity v7 | try to act culturally in private. |
v8 +| think that we should keep formality in interpersonal relationship. >cale
V9 | worry about being rejected when | ask someone else.
v10 | do things that | do not want to do because of my pride.
Vi1 | often hesitate to ask for someone because of prestige.
vi2 ‘Because of my prestige, | often hesitate to ask other people.
v13 | prefer outdoor brand products of famous brands.
vi4 -At the same price, | want to buy famous brand outdoor products.
v15 ‘When | choose an outdoor product, | choose a product that others know.
v16 +| care about the brand even when buying small outdoor products.
v17 ‘When | buy outdoor products, the brand is the most important.
v18 | want to buy good and expensive outdoor products that others will recognize.
v19 ‘When buying an outdoor product, | consider whether it is famous and
known by others.
v20 ‘| choose outdoor products that others know.
. v21 ‘Depending on what outdoor product you use, the position of the person 5point
Conspicuous . .
- looks different. likert
consumption . . .
v22 -Since the treatment varies depending on the outdoor products | use, | have scale
to use good outdoor products.
v23 It represents the economic level of the person according to the outdoor
product used.
v24 To be included in a certain hierarchy, | have to use the same level of
outdoor products.
v25 | feel neglected when | use cheap outdoor products.
v26 | am following the trend.
v27 In order to know fashionable style outdoor products, | watch TV and
related magazines with interest.
- Nominal
v28 ‘Have you ever purchased an outdoor product within the last 6 months? scale
Purchasing
behavior v29 ‘How often do you purchase outdoor products? Nominal
v30 ‘How often do you wear outdoor products? |
v31 ‘When purchasing outdoor products, what is the average cost of spending? scaie
v32 | will consider purchasing outdoor products first if | have the necessary
sportswear products.
v33 | am willing to maintain relationships with outdoor brands that have Spoint
Repurchase . . i !
intention experlgnge in buying. . likert
v34 | am willing to repurchase outdoor products that | have purchased within scale
the next year.
v35 1 will continue to use outdoor brand products and services.
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A4 3338F A 161948.3%), A4 172%(51.7%)°]
™, 20t 867(25.8%), 30t 79 (23.7%), 40tH 837 (24.
9%), 50t 8578(25.5%) 02 Uehith AL H7A] 2618
(7.8%), A9 159 4.5%), LT 429(12.6%), A%
71e2 13%(3.9%), LUt AR 20199(60.4%), Tl AH]
22 9 (2.7%), 71eF 2T88.1%) & et

obeolgloje] Fuf T FEozL 232%(69.7%)°] 674
4 olijef] Tl U= Aog yehton] 3Lk |
do| shHo] 1113H(33.3%) 02 71 Wi, 6714 g 97
5(29.1%), 37hell G w=h 738(21.9%), 1714
o gHH 139 (3.9%), A2l FuistA] ¢2o] 18Y(5.4%) 22
Uepgtth 2g3leE dFde| ehio] 128 (3847 E
7V @, ujdo] 28%(8.4%), 2~3Yol ghHol 86
(25.8%), &t geoll Fho] 59%(17.7%), 67§l ghilo] 19
H(6.7%), 719] Z-getgto] 13W(B.9%) 2= HeRdtt ok
Zojgofo] Hit FuHlE-L 10~207Hd0] 143T(42.9%) 2
2 7P 21, 109k wek 59%8(17.7%), 20~305+dn]gt
9078 (27%), 30~407+du|at 308(9%), 40~507+Au[qt 67

Table 2. Descriptive Statistics (N=333)
Variables Frequency(%) Variables Frequency(%)
1 year 111(33.3)
Male 161(48.3) 6 months 97(29.1)
Gender Purchase 4 months 21(6.3)
¢ frequency 3 months 73(21.9)
Female 172(51.7) 1 months 13(3.9)
Almost never 18(5.4)
20's 86(25.8) Every day 28(8.4)
2 or 3 day 86(25.8)
30's 79(23.7) Wearing Once a week 128(38.4)
Age
40's 83(24.9) frequency 1 months 59(17.7)
6 months 19(5.7)
20's 85(25.5) Almost never 13(3.9)
Professionals 26(7.8) Under 10 59(17.7)
Setf-employed 15(4.5) 10~less than 20 143(42.9)
Housewife 42(12.6) et 20~less than 30 90(27.0)
. urchase cost
Job Engineer 133.9) (10,000 wor) | 30~less than 40 30(9.0)
Office clerk 201(60.4) 40~less than 50 6(1.8)
Sale and service 9(2.7)
Over 50 5(1.5)
Etc 27(8.1)
ef;gir;iscee ] Ves 232(69.7) Plain clothes 143(42.9)
(Within Hiking 86(25.8)
h No 101(30.3)
6 months) Pur Camping 11(3.3)
Every day 17(5.1) “f pose :
Frequency o use Exercise 85(25.5)
of leisure Once a week 175(52.6)
if 5(1.5
activities Once a month 114(34.2) Gift (15)
Almost never 27(8.1) Etc. 3(09
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(1.8%), 509tgdol4t SH(1.5%) = UeRtt AMSEHS
BAFA] 2Hgo] 143(42.9%) 02 5418 uf Z-g3ich= 86
B(25.8%) et =/ ey, A 1190.3%), -5 85
(25.5%), A2 59(1.5%), 7]eF 38(0.9%) &o& ekt
MR Sl ATl o] 1758 (52.6%) 2% 7V
B, wj o] 179(5.1%), § ol F 114%(34.2%),
719 ofeta] g5 278(8.1%) o= et

Table 3. Factor Analysis and Cronbach's a of Constructs

2. ANl BT AzlsEy

AFEAE A% A= BAol dA ARt Adrlg-gd
WA 2EERE 2 AT o] A B AFSH] 9
s =S4 aflEds, AFde A1 98l Cronbach’s
a & AESHATHTable 3). 99184 Av, A@gEel A
AZsHe KMO2| glo] 92602 1o 71, 9

5 o
Fe

Social-face sensitivity Conspicuous consumption
Variables Consciousness Consciousness Consciousness Preference Status Pursuin Repurchase | Mean
factors of othe of social of sh of famous bol fashi 9 intention | (SD)
rs formality shame brand symbol ashion
vl 804
v2 796
- 3.11
v3 .849 ’
v4 .836 ©.76)
v5 719
Socia.l-fa'lce v6 g1 356
sensitivity | v7 805 (0'62)
v8 799 '
V9 713
v10 724 3.17
v11 724 (0..66)
v12 702
v13 740
v14 766 317
v15 715 0.69)
v16 826 '
v17 792
v18 570
Conspicuous Uk 497
consupmption v20 713
v21 664 2.68
V22 713 (0.83)
v23 666
v24 765
v25 744
v26 747 2.90
v27 .700 (0.81)
v32 708
Repurchase |v33 796 3.56
intention | v34 .802 (0.60)
v35 721
Eigen value 3.943 2.245 2.599 4.196 4.482 1.573 2.685
Cumulative% 40.710 64.997 57754 27.992 | 14457 | 70.071 49370
variance
Cronbach’ « 0.914 0.806 0.807 0.906 0.907 0.758 0.781
Kaiser-Meyer-Olkin
(KMO) 0.923
Bartlette x* 6385.36%**

*xx: p<0.001
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g0l 0000182 2Rl AhS gelstylct. A= £ mofey] flete] —ATT BAREAS AT Table
w4 A% nE 4 /EE9] Cronbach’s agtel .7 oV 4). EE AgHEoN SAZHCR Fofgt zlolzt gloH
o2 yeht Hro] Algldo] FHESS RISk & (p<.05), FA@4.19)0] 914(3.85) Hr} ZEHILI} o A
QEA Avte] wh AT ERIC)A é” P20 oz vepdtt A7 FAFTHEC0s)AA Felgt 2te]
4, Aroador MAAEIE AR, FEEMEA 7} = Aoz veRton, 20t(3.12)7F 30tH(2.75), 40th
5, §dFTH oz Pysidct (2.89), 50tH(2.82) Hr} & HT;MM Lo Aoz vt
on, 30t~50th= 2 Apol7t gl Ao YERT
3. SHAI §4doj| W2 AHULE, DAALH[EE pojHS Y o2 67d olle FHiAE ofEe HAAEHE
Aol xto|ES ZHat (PO Golet Zlol7}t 9= Aoz pehyrt Zawn
?UH?J‘OW °1t SHEAME2D)7F FHiEde] gl 8‘%}
2 APoAe ATEAE B4 mE AU (ERI (3.58)9] 74 wo Aoy ety PAAEHRe
A, BAGAA, A eAl), TR AR VS, :rLUH7§§§O] ol 2tix}(2.53)7} AT 0] Q= %gz}
FREMEAS, FPF1A), Fuds, Aozl 2ol Q.07ET} =7 Uehdth of7lslss 9= Aak Jtafjul

Table 4. Difference Test of Constructs by Individual Characteristics

Social-face sensitivity Conspicuous consumption Purchasing behavior
Conscious Consdious Consdious | Preference . . Repurchase
ness Status | Pursuing | Purchase | Wearing |Purchase| . .
NeSS | of social ness of famous symbol | fashion | frequency |frequency| cost fienten
of others f .. | of shame | brand
‘ormality
Male 3.17 3.57 3.22 3.20 2.70 293 3.09 419 2.29 3.50
(n=161)| (0.75) (0.56) (0.64) (0.68) 0.81) | (0.80) (1.38) (1.11) (1.01) (0.59)
Gender | Female | 3.05 3.54 3.13 3.15 2.65 2.87 3.26 3.85 2.48 3.61
(n=172)| (0.77) (0.67) (0.67) (0.69) (0.85) | (0.82) (1.31) (1.19) | (1.05) (0.60)
t 1.37 0.37 1.26 0.64 0.54 0.67 -1.10 2.67% -1.64 -1.70
20's 3.27 3.57 3.11 3.26 2.63 3.12 3.36 415 2.54 3.49
(n=86) | (0.83) 0.71) (0.73) (0.67) (0.86) | (0.83) (1.49) (1.31) (1.06) (0.60)
30's 3.16 3.44 3.17 3.08 2.51 275 3.23 3.97 2.25 3.51
(n=79) | (0.66) (0.53) (0.59) (0.68) (0.89) | (0.78) (1.33) (1.15) | (0.95) (0.61)
Age 40's 3.00 3.60 3.25 3.15 2.83 2.89 2.98 3.87 2.51 3.57

(n=83) | (0.77) | (0.55) (0.65) (0.70) | (0.76) | (0.80) (1.21) (1.21) | (1.05) (0.59)
50's 3.00 3.60 3.16 3.19 2.72 2.82 3.14 4.07 2.25 3.66
(n=85) | (0.75) | (0.64) (0.65) (0.70) | (0.79) | (0.78) (1.33) (0.96) | (1.03) (0.59)

F 2.53 1.20 0.61 1.00 223 | 342+ 1.20 0.93 1.94 1.34

Purchase v 3.13 3.55 3.17 3.21 2.71 297 3.47 4.21 2.53 3.67
experiences (75 (3.57) (.68) (.68) (.84) (.78) (1.26) (1.02) | (1.04) (57)
(Within N 3.05 3.57 3.18 3.08 2.60 272 2.51 3.58 2.07 332
6 Months) (.80) (.61) (.62) (.70) (.81) (.85) (1.31) (1.34) (.93) (.59)
t 91 -32 -.16 1.63 1.09 2.56 6.25 4.16x* | 3.96%* 5.07

Everyday 2.99 3.67 291 292 2.69 291 3.12 4.71 2.18 3.65

(.88) (.65) (.82) (91) (.97) (.83) (1.17) (1.36) (.88) (.59)

Frequency Once 3.13 3.60 3.21 3.22 2.73 3.01 3.39 422 2.46 3.59
of aweek | (79 (.62) (.65) (.68) (.82) (.:84) (1.37) (1.08) (99) (61
leisure Once 3.09 3.48 3.16 3.14 2.63 2.79 297 3.72 2.33 354
activiies 12 month| (71) (.57) (.66) (.64) (.80) (72) (1.28) (1.07) | (1.12) (.55)
Almost | 3.14 3.51 3.15 3.15 2.53 2.59 2.74 3.52 2.30 3.38

never (77) (.78) (.58) (77) (.96) (.86) (1.40) (1.48) (.99) (71)

F 22 1.05 1.11 1.13 .62 3.38% 341% | 848 | 76 1.12

*: p<0.05, **: p<0.01, **=*: p<0.001
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T(p<0.05), 2 ZLHIE(p<0.00DA o3t o]}
We Aoz et fYPFTEL o7fdEel dFdd
H(G.01) Holete SEAE 7K A e, oo
2 ojgEe91), el HH2.79), A2l FoletA] ke
(2.59) $=02 Vehtt

A, avzte] AW TA| A gFo] Rzt A
TFHjelze] mAE e ST A3HTable 5) o]
T x” =908.249(df=358, p=.000), GFI= .832, CFI=.8
91, TLI=.877, IFI=.892, RMR=.069, RMSEA=068=% L}&}
U 8 7best Aoz vephgth AHTaAnt B4
o] FANNA FA|4H S AU Gl olAlg)e] o

Table 5. Results of the Structural Model Testing 1

FE He Ao Yo w((8=.577, p<001), (B=.966,
p<001), (B=.680, p<001)), AARZ/F(@@AJAS +
FEACAS (T AHGP(S=231, pL05)olTt e bl
e AoR vepylch dAAH gt el BACA
TFHNETE FEBHEAT e S (TAAHE
Pk W= Aoz UERITH(8=.665, p<.001), (5=.3
46, p<.05). AHNATL FuRlze] A ERIC)A]
A(p==171, p<05)T} ]2l d(p=-.440, p<.05)0] ol
ko] foet Jee F= Ao Uyt E9 1uidE
I} Aje] el FAAE AteielErt StafRlzo] ek
< W= Ao yeRth(£=.788, p<.001).

EA, AHAke] AU w4k Pt A&
|3t A epelze] njzs dFS AFS ATHTable 6) &
o] Agw x* =893.319(df=358, p=.000), GFI=.833,

lo

Paths Hypotheses Estimate | S.E CR P AccepI/Rejec
Consciousness of others—Preference of 117 065 | 1793 | 073 Reject
famous brand
Consciousness of others— Status symbol .080 .085 938 348 Reject
Con;oousness of others—Pursuing 085 078 | 1086 277 Reject
fashion
Consciousness of social

Face sensitivity formality—Preference of famous brand 231 095 | 2430 | 015 Accept
l. Consciousness of social formality—Status - 053 123 | -430 | 667 Reject
Conspicuous symbol
consumption Conscpusness qf social ' 078 113 689 291 Reject
formality—Pursuing Fashion
Consciousness of shame—Preference of 577 122 | 4725 | 000 Accept
famous brand
Consciousness of shame—Status symbol 966 168 | 5.750 | .000 Accept
Con§C|ousness of shame—Pursuing 680 149 | 4559 | 000 Accept
fashion
Conspicuous Ereference of famous brand—Purchase 665 157 | 4231 000 Accept
consumption requency
| Status symbol—Purchase frequency -070 | 070 | -989 | .323 Reject
Purchase frequency Pursuing Fashion—Purchase Frequency 346 112 | 3.101 | .002 Accept
Consciousness of others—Purchase 177 091 | 1945 | 052 Reject
" frequency
Face sensitivity Consciousness of social
| . 235 134 | 1.761 .078 Reject
formality—Purchase frequency
Purchase Frequency Consciousness of shame—Purchase
-.440 225 | -1.951 051 Reject
frequency
Purchase frequency
| Purchgse frequency—Repurchase 788 178 | 4435 | 000 Accept
. . intention
Repurchase intention

X =908.249(df=358, p=.000), GFI= .832, CFI=.891, TLI=.877, IFI=.892, RMR=.069, RMSEA=.068
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Table 6. Results of the Structural Model Testing 2

. Accept/
Paths Hypotheses Estimate | S.E CR P Reject
Consciousness of others—Preference of 116 065 1784 074 Reject
famous brand
Consciousness of others—Status symbol 079 .085 934 .350 Reject
Con;oousness of others—Pursuing 086 079 1094 274 Reject
fashion
Consciousness of social
Face sensitivity formality—Preference of famous brand 232 095 2.428 015 Accept
l Consciousness of social formality—Status - 053 123 | -430 | 667 Reject
Conspicuous symbol
consumption Conscpusness qf social ‘ 079 114 698 485 Reject
formality—Pursuing fashion
Consciousness of shame—Preference of 577 122 4727 000 Accept
famous brand
Consciousness of shame—Status symbol 966 168 5.748 .000 Accept
Con;oousness of shame—Pursuing 680 150 4548 000 Accept
fashion
Conspicuous Preference of famous brand—Purchase 537 125 4287 000 Accept
consumption cost ‘ i ' ‘
1 Status symbol—Purchase cost -.052 .051 -1.022 .307 Reject
Purchase cost Pursuing fashion—Purchase cost 200 .077 2.612 .009 Accept
o Consciousness of others—Purchase cost =184 070 | -2612 .009 Accept
Face sensitivity Consciousness of social
! ) 164 096 1.696 .090 Reject
formality—Purchase cost
Purchase cost - -
Consciousness of shame—Purchase cost -.283 161 -1.760 | .078 Reject
Purchase cost
! Purchase cost—Repurchase intention 1.096 257 4.268 .000 Accept
Repurchase intention

x'=893.319(df=358, p=.000), GFI=.833, CFI=.893, TLI=.879, IFI=.894, RMR=.067, RMSEA=.067

CFI=.893, TLI=.879, IFI=.894, RMR=.067, RMSEA=.067
2 Ueht £8 7Hset BgdS o 5 Qlrh AHTaAnt
TRX| )G TARIA Fa o)A do] TAJABIH(B=5
77, p<001), (8=.966, p<.001), (5=.680, p<.00D) 2
M e T AR yrton], gaoilgo] T4
v GHHEATAS(£=232, p05)ol9t FFS u|x|
L Aoz Yehith
4

0.

) ukelge] WA T2 §

D, (=200, p<09)ell ot F&& F+= A= Uehd
o AR BeAEHEe] wAC BHAEHE2
ERloAge] = e Aoz Uehdem(p=-184, p
<05), FHidE AFrelol] A At olert
HoAEH 8] dF= T Aer YIS =1.09, p<
001).
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