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Abstract

Purpose — It is well known that chemyon, referred to by Westerners as face, naturally penetrates the daily life of Asians
and influences their cognition, emotion, and behavior. Studies related to chemyon have been conducted in marketing and
consumer behavior fields (e.g., luxury products or brands, service failure and recovery, brand preferences, consumer
decision making, wedding ceremony, gift giving). A bulk of studies demonstrate that chemyon influences consumption
behavior in Asian consumers. Although chemyon significantly influences consumption behavior of Asian consumers, it is also
a cultural phenomenon that is not completely explained within the Western viewpoint. Whereas a number of researchers
have approached cross-cultural studies of Asian and Western consumers, a limited number of studies have examined it
from the perspective of chemyom. The purpose of this study is to compare the phenomenon that chemyon (face) not only
affects the consumption behavior of Asia and the West universally (pan-culturally), but also distinctively (culture-specifically).
That is, the purpose of this study is to describe that chemyon (face) is not only a culture-specific phenomenon but also a
universal phenomenon in the consumption behavior of Asian and Western consumers, even though the extent that chemyon
(face) impacts consumption behavior is differentiated. This study aims to understand commonalities and differences between
Asian and Western consumption behavior in terms of chemyon (face), and to suggest how to enhance marketing
effectiveness in a global market based on understanding the consumption behavior of Asia and the West.

Research design, data, and methodology — Using systematic literature review and meta-analysis, this study investigates
consumption behavior of Asian and Western consumers from the perspective of chemyon (face). Systematic literature review
was used to compare face (chemyon) consumption of Western consumers with that of Asian consumers. To verify
systematic literature review, meta-analysis was also accomplished.

Results — First, the influence of face (chemyon) on consumption behavior is observed in Western consumers as well as
Asian consumers. Second, Asian consumers are more influenced by face (chemyon) than Western consumers.

Conclusions — Overall, chemyon (face) can affect the consumption behavior of Asians as well as the consumption behavior
of Westerners.

Keywords: Chemyon, Face, Consumption behavior, Cross-cultural comparative approach, Systematic literature review,
Meta-analysis.
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O3S HIE2= O ES +&Sk= 20| OfA|OF 2H| AJFOA
o| OHAHE makdE =0l= Yerol2kn of7|= Aoz HOltt.
Jd2iLt 229l oE HE2 MY oHlE ATAE 8
HFXASO0[ OfAOF 2HIRFS2| 4H|ZS X AHASE O
Ste A0 =etElX| @ OtAlore| OHAHE AFAE & 4
AHS0| el AH|AHSC| AH|Estet AHASE Ofsfoor &
Zads SHAIZIL ok ojn] =22tels Soh HEF
(Shelz= 8 A )2l gzt OtAote| O AFALS
= ool AHXMSO| AH|2S 3 AH[-SES Ofdhsor g &
ads SHAZ|R ACHD BpZCL F, PE|Lfat ~H|XSO|

b

4o &t

ot

Ojst= ‘SiQ&l7t Z7te ¥ otz o= AH|X}E0| 22|
LIZIoM AHeiel= ME R HEHEE 221218 Sof si2loM
A Fofsts 'GEe ARt MR FIsts FHE
HO| QUCh= A2 AH[XPZF 0§ Al EHSH= ne{yerast
o] EMESO| X[YHoE FHA 223t kloj7tn Urt=
AE 2lOlBtCt O[3t HASO0| O EO|A AJAFS= A2 Of
A7t oA Y date| HIE fisiM= =L AH|XH & ofL|2}
o2 AH|XE2| AH|E3tet AH[HSZ O|sisto] O|=2 &+
E S5 = Us ME 32 MHAE MIsloF & 2RO
OiElCH= FOoICh MEtM 218 HIER2ZE o0 oiQ] AH|Xt
ZHIEA oglistH= A2 21417] 7| O a8 H|
sle ol 9%t 209z Xf2|ojZs] 70 QJUct s}HCt
e AH|IXISE olshst?| {shM Ho| &B8Els WHES
2 HuEs HIZYHO0| UCKDavidson, Jaccard, Triandis,
Morales, & Diaz-Guerrero, 1976; Nam, 2015a, 2015b). S A
& AHXES HoEs HoHHEE Sl oldlistEe Alzes
SMY AH|X} Zto] SEHECE EXfSts AHIE3e 2HA
(universality)2 O[s{3l2= 7St SAMY AH|X} Ztof] Xjo|E
HOlE AH|E310| 0| M(distinctiveness)2 Ol8listdH = 7|5
£ 7tX|1 QJICHDavidson et al., 1976).

O MY ARXER &Y AH[XE O[8istr| QIsiM =
o ¥ 8 2 MY 23S SHCE FHE AHIE30|
Z(consumer culture theory)?| =23 (Armould &
Thompson, 2005)E Edf S¥2| AH|XIQF AH|EZIE O|dst
B HIUWHES e FY0| Yom(Ustiner & Holt,
2010), =2t E42 Eot AFYXEte SYQ| AH|Z%t
£ MYQ| AH|ZE3 AHOM HRES B2E stdls 0|
QICHZhang, van Doorn, & Leeflang, 2014). O|z{3t T2
2 7|EQ| MY ATXEO| Qs =EE AH|ESI0[E T Y
P2 E S Y AH[XE O[sistE = HO|EE &Y AH|X}
o WF0l= IAA FEZ2 OXX|E 2 St MY AH|ESH0|
2 HAOME= 2tz AE SLe| E2tH 2lo| 25
AH|XHOA H2HE|0] U= AHHSE 20| Olslst= Hole=
SHAEO| QE 7Hs/do| EXSCt SHICH

MYo| AH|Z2H0|2 MAOME LYot S AH|X}
oH= Hztz|of AHRMSO IAH S OX= 22t 290l
Sz XHO| QUCKHBao, Zhu, & Su, 2003; Wong & Ahuvia,
1998; Zhang, Cao, & Grigoriou, 2011). HHE Z40lo| &
Atrizte) HeF2 O|FICHBao et al., 2003; Ho, 1976; Leung &
Chan, 2003; Liu & Murphy, 2007; Matsudaira, 2003; Wang
& Walker, 2011; Wong & Ahuvia, 1998).

J2iLt HEHo| LA 0Kl FE2 S0 Iote
X @0 MEelo| dadeoME HH HS0| YARCH: &2
50| QJUCKHBrown & Levinson, 1987; Goffman, 1955, 1959,

1 1l ol

1967; Qi, 2011; Redding & Ng, 1983; Ting-Toomey, 2005;
Wang & Walker, 2011). Of7ACH AYQIE9Q| AHOJMEOME
HH @A7F 9hAZ| 1 QU(Brown & Levinson, 1987), A0l
S0| A= et HHUME HEH K0l10] b Ao F
&2 OlXl= A2=2 LIEHHTKTing-Toomey, 2005). 0|42 |
ol 23t S/Y d42 7HX1 /UE & OfLat SMY AH|
MOANM EEMoZ LIEHL= HEIHQl BHFON dA8
7tX|2 AZE BEOoF= AOo|Ct

oHH HTHO| =2t E/F HA4n Moty HHFOIH 44
2 A ZHX| D U3, AHEESS MEEQ| MMM 52
o HIZE XXt /UAZ0E =76 MYQISO| LH[ES
oM Ol oftfst HekS O|X|=XE 4HE 2312 E20,
MFQlo| AHEHSHM M S0 OfEAH XHISH=XIE A
AXMeZ #mE 22 Aol gl= AR HOICL O|HZ2 M
2 2SN HEE AH|Z20|20M KB (chemyon or face)
2010] ZHIHE|Y| 27| W2el Az HQIC.

2 d7=s Y 2N AHJS 34 g2 DX
Mol AHAFTOE Feks DE A= OoxlX|PH M
212 ez 3ot AHAE AF0M= IR 2 HRE
HOl= HH Q02 ZAoR 310 MY AHKHEQ| AH|H
S2 HnEst AFM TES| 20X} sttt & O A2
E A4EEH 2 d7s MBS ZHeE 5t MO0l MY
o AH|ESfet AHAESO SSH2Z OX|= Fgnt AHEH
OF DOiX|= FgS HuI3 2O &S0 M 2HFO|
M MY 2HESS| EEHYN E/4E Ol5ista(Zhang,
van Doorn, & Leeflang, 2014), O|2{¢t AH|HS0| C{TH O[3}
£ HELZ 22¥ MM DHESl 2itdE Must= &
otg DMSI=0 SXE £ Atk Eot olst EHE B
5t7] fIshM HAM 29 2Mat oERRAES 83Ut
(Grewal, Puccinelli, & Monroe, 2018; Larsen & Bong, 2016).
=, ENY 2H|SO| RS HYYOR WY 23S B4
2 510 MAH =3 248 ARSI, OlF 2% & HERE
M0| Jts3t 232 TR HEEME HASHY NAH
o 2Mo| ANE AR LHESIAXt SIRCL MBS F
HoZ 50 MY LHRASE Hlwdt= A2 229 2H|
st40| 22Y3} 2o 7t Q3, AHMEO| k0|2 IHHE
o 237t 34 gge o)tk g 13g I 2 7=
AR ZHOM STE7F A0 & = ATk £ HBEE F
HoZ o HuFst U2 Y AH[XO| AHASES &
SY AHXIRE MY AH|XRO| AH|A

ot

N HO

S2 # Hag 4+ o
ofzt & 92 o= WEHELE

21, Z3F A-HOAM 2 HEHel JHE
¥ 2oHOIM MY 22HHCE O|AlE 23t He

:I AN
HIL |ARE 8012 E30Me ‘mianzi’, ‘liar, L2O0|M=
‘mentz, MY EIIHOA = face’7t EE|0 QJACHGoffman,
1955, 1959, 1967; Ho, 1976; Hu, 1944). 2{Lt 2t E3I0|A
HHS Felste g2 ¢ 2& XI0|E 2ol UCH
ohRo|AM MEH2 ‘"HE Cish7|of HHst E2|ut gE
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(https://www.korean.go.kn)2 HO|E LHE = QUC} HHS| O
2ot "ole MEO| ARH A HoM HMED IX|EH
IYrE A4 7K ULk SHZCE SI0M = =2l H|
HO|| SHHE= 202 ‘mianzi'?t ‘lian’0| RUCHHo, 1976; Hu,
1944). Mianzi= 9|Al(prestige)nt SAKSH Z{o2 QMM A
S} TAIE SN 22 HAM(reputation)2 2|0|StCE Mianzi
= 01 o Qs HME|, QPR = Kot ot
SREM X SN Ues 2Rerd dato| w2t getE
%= QICKHHo, 1976; Hu, 1944). 3tH lian2 TEHMOoZ ZZAHQ|
10| M(integrity) Atz|Q| 4l2(confidence)E = WS S|
Lian2 TEHA o|RE FHS| +3sl0f MEeR2RY EZS &
= AS s, Q' Ao A0l 2AS FKX|6HOF SH=
dAE 7HR| QUCE A0 liang gl B0l Al=|oAM X127
A2 CISHA| Roh= A2 QIAEICKHo, 1976; Hu, 1944).

otH MYESHHOIM Bh=2| KO siHEl= H2E face’
7t UCh HMH2ZEMQ| FaceZt MY Et#HOIM 2HEHo=E
L7 A|EFSE 742 CHEF 19502 E ARl Z{O2 HOl
Ct. Goffman(1955, 1959, 1967)2 ‘face’?| 7EE MFAFS|G
Lolsl stz 22X QJCh 10| Goffmane| ‘face’ 7HEL
SLoIMl HHoj| Hsf 1 20|17} Xp7|(self)E SH2E #d
X|oj2l Aoz HOQICL F, Goffman2 ‘face’E ‘AtZi0| E73t
HEEZ ot= S0 CHE A0l 10 #g Aoz FFot=
2akof| M2l X7 XS M 7utdez FHE o= 2
M AI2|H 7HX|(Goffman, 1967, p.5)E YUdsle ZHoZE H9|
£ 310 HHES olddd XM HoE L2l e, 3
SXMoZ = ‘At7| O|O|X|'(Goffman, 1955, p.213)2 HO|E LY
Hen ULt =, Goffman2 HMH2EAQ| face’ /HEES At7|
X|gtH(self-oriented) HASZ Ietstn QUes O 2 HOICE
ol2{zt Mo Chet 7HE2 ATHO| Al2lX ZAE S dd
He Ao 2 3% ZHHEUAMe| Zidat HnHe i 1
dA0| ZALO Mo =YUZ(JCt g = UCk

MollMel HHo| ChSt ofsie] Z2 Hd|HE oY A=E
0| Aoigt=Ml, o[2fst A|=E2| S4l0le MBS Atz(& et
O™ oOfsisted= Z40] WZEZ(O RUCE 74 Brown and
Levinsom(1987)dt Hwang, Francesco, and Kessler(2003)=
face'= A2 QIFEE #odis Q7tel 877t BtPE 0|
2t EQt1, Hallahan, Lee, and Herzog(1997)= ‘face’E At
S| O™y} e AH &Mooz HUSMH, Spencer-Oatey
(2007)= ‘face’E 7tA| THCHDF A0 CHSH &MY XRAS=2 QI
Al

2.2. NHo| 23} ESAMI} BN

HH2 Yol deo| ol H2(E LHE JEo|H, U
et MEtol Z2X CHSHH @E2 O/Xls AR 2EK
Ch HH2 SLQIo| Qlof e, MOl Ale|X CHzf, A%,
olm A WL S YsHOl MMl QAX|, LW, WSO
dakg O|XICKBao et al., 2003; Cho & Sillars, 2015; Ho,
1976; Kim & Nam, 1998; Kim, Seo, & Baek, 2014; Kim &
Yang, 2011; Lau & Wong, 2008; Lee, 1990; Liu, & Murphy,
2007; Matsudaira, 2003; Miron-Spektor, Paletz, & Lin, 2015;
Park & Guan, 2009; Somogyi, Li, Johnson, Bruwer, &
Bastian, 2011; Wang & Walker, 2011; Wong, Tjosvild, & Su,
2007; Yang, 2015). Of|ZACf Lee(1990)= Fishbein2| EfE= &=
YoM FEE AHE MU HE X2 CfX[SH ot Qlnt

0j20l 7to| WEOEE =8| =Xt SNUCH Lee| AT
Zajo| ofsiel AEint et X 0j20l &

HL oS+ |_| El’E _g'_"?ol_l—ql

BSOES OBt HHO| O 4B WD FN

—_—

2 S0l HOte 02019 HEEE MBI HHO|
O 948 2O2 LIERSSS 2139tk Oj2fsh BEoIA &

M HE2 22 E/H(culture-specific) HAZ 7R UCH
(Ho, 1976; Hu, 1944; Sun, D'Alessandro, Johnson, &
Winzar, 2014)11 S}7)C}.

J2iLt HEHS MYRlel ANMEE HIZSH LLHEME
274 =ICHArundale, 2010; Brown & Levinson, 1987; Goffman,
1955, 1959, 1967; Oetzel, Garcia, & Ting-Toomey, 2008;
Oetzel & Ting-Toomey, 2003; Qi, 2011; Redding & Ng,
1983; Ting-Toomey, 2005; Wang & Walker, 2011)= 2Zt&0]
M EH HEHZ2 SMYL ARS0AN YAHRs EEHFOH
‘d4& 7HX|2 QIck Sch

HHSENMO| face'7l MYZUME EXfdSt= EHFOH
dAZ X1 82 o7 EFES 8o =og 5+ ot
1980C Brown and Levinson(1987)2 &Z0|Z(politeness
theory)2 oA AIRME 2o 4=EE0| UM IEXES
ATWSHHA ZAFEN} face'= LHSH 27 A2 g
22l HE QUCE OS2 ARISQ| Qo1 MZ0l|M et TiatE
g Mo &3t 2HE Sof Ao MBS MeUFeE A0|
2otk  Alg|Mgts St HotoZ  HQICE  Oetzel and
Ting-Toomey(2003)= 471|= SEXAIE CfMo=zZ 23|, HNH,
Zs AEY 7Ho| AE ATFSIRULCL 477322 MY 3t
ol &3t= =7K0OI=, SY) 82 220 £t Z7HET,
L=)7t CHOIRALCE O|F2| St Ao o5t HHE Fat
oF 245 AERY 7Ho| BAE O§/ist= A= LERRCE O|A
2 HHo| Y Z2tH| ARSI A B LIELH= 440] OfL
2t SMY AESAN LiELHE AHMRAS 2oF= AO|CE
Zhang, Oetzel, Ting-Toomey, and Zhang(2015)2 K ™HO| &
Mo|l O|X|= g2 OtA|otQl # oLzt MYQIOAHME LIE
e 2HASIQICEL Chan, Wan, and Sin(2009)2 A|HHof| 25t A
a2 HASIR=], o ARo| &oi$t OfAlorQl # OfL|2l 0|
RIEQ| NH B Hre HEo| Bdg Milshs AR LIER
Cf. oHH Hann(2011)Q| GIF0IM= F=Q1E2l =5 H|THLA0|
SkelEnt O =4 LIEMGCE Of2fst o2 g7=2 AnEH
HH2 MM AZE= HESHE SHM02tD g 4= QUCL

MY MM KHo| ot 2&7| STs Qi dd, Of
ol HFLAOIME, HATE 2O & F&2 HFLAHO|Mot 2HA
=l 2OE ZAMoZ 0|R0XN A2 LKMiles, 2010; Oetzel et
al., 2008; Oetzel & Ting-Toomey, 2003; Ting-Toomey, Gao,
Trubinsky, Yang, Kim, Lin, & Nishida, 1991; Ting-Toomey &
Kurogi, 1998) O|= Aol H|7} SCiE|MHAM HHO| RE 2
S HIEst 29 &30 OjX|l= S| ofst A7k g
St FIME|| 210 QJUCKChan et al., 2009; Kim & Nam,
1998; Son, Jin, & George, 2013; Wan, 2013). J12{L} X|HO|
HHEOIHAM 23t EREQ H4E2 & XYL A2z &
TS0 HEHS SAHOE FMYO AHESI AHHMSS H
wsty MY AHXIEL WE | EHYSSE) =%t
SO0|M(Xo|H)S Ldste e Mo gle AeR HOICL

b

2.3. M|HO AH|ES}

2H[RFSO] FOf S[AFZEO AOA 2

rE
ofn
14
mjo
nx
og
Ot
rr
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O A0M E2HE X0l SMHEQl Aetg =St RUCHDe
Mooji, & Hofstede, 2002; Thompson, & Chmura, 2015; Wong,
& Ahuvia, 1998). O|7ACH E3tH Q02 A XH, X, olu
s2 fZ|H2toM A7 O|FOIZl HE U1, quanxiz S
SeloR AFUt TR0 2Ch 2Lt MY AH|E0| of
of 2 23t E/5 AHM HAHSE A7t O|F0F A2
02| UX| ¢ 4oz HQICKSun et al, 2014). 10|z &3
St HEHE Y St 7|1Y 48 X OFAE O2[n AH|
o P2 OjX|l= 23t QQIo= Xt AHFE[0 211 QUL

oHH X[HO| 1950 M Alzlof E2HEoR AT|EHAM
(Goffman, 1955, 1959) X|HO| A¥0lo] UAM=INL FZ| =t
=0 0O|X|le= g0 AR O{RACHBrown & Levinson, 1987;
Redding & Ng, 1983). J12{L} AH|7} LAMM=IO|A XK=
HIS0| =30l 2735t HTHO| SMY AH|XHEL| AH[A
S0l OjX[= Fekof| hot Hlm H77F AH|XF B AH|A2| g
AEEFH S S2ee?l A2 12| 2exX] $2 A2
Z HOICL. Wong and Ahuwvia(1998)= SA{4O| AH|RSIE
HlmstHAM XHO| SYlel AH[Es0| 34 Fg2 O/X1
ASE MAISIA=0l, ol2{gt SMY AH|Z20]| Cist Rt Of
ZE HHO| MY AH|XEQ| AHHM SO O|X[= Fakof 2
ot AFS0| FTIMo=z THE|0 211 UCKBao et al., 2003;
Chan et al., 2009; Lee, Lee, & Kang, 2015; Li, Qiu, & Liu,
2016; Li, Zhang, & Sun, 2015; Miles, 2010; Liao & Wang,
2009; Park, 2013; Wan, 2013, Wan, Poon, & Yu, 2016;
Zhang, Ting-Toomey, & Oetzel, 2014).

Hoot pAEE oA E 2 AHXE 2ope| VIE AFER F
2 HZ(luxury product or luxury brand)dt ZtHE=l AH|SHSOf
=LY 2 4dg0| QUCKChung & Kim, 2009; Hann,
2011). O2{L} HTHO| UMM=tol| I3A FEZ O|FICHWang
& Walker, 2011; Wong et al., 2007)= ZtH0|A EH HHO|
AH|0| OX[= FE2 FEE otL|2t Chst AH| 2 2Of
Ol LIEHE 7t5d0] =11, HTHO| MYQIS| Atz
g2 O|EICHWang & Walker, 2011)= 2FHO|M 2CHH &
Mol AH|Z3I0|M HHO| OjX|l= F&2 A7k 40| &
280z E75tn HuEst 2N HEHE HAXHCE A
T 262 | BA 2 Aoz HQICh

HmEst XIojM X AHHE 74| &A=
Aoz 2] £ = UCL AW, HHS 23t E/H 44
I} HE3A MAZ 71X|1 Yo 2(Oetzel et al., 2008) &
QF AH|XIO| AH|&-Z(Bao et al., 2003; Chan et al., 2009;
Wong & Ahuvia, 1998)% OfL|2} MQF AH|XtO| AH|H-ZOfA
T HHHo| ggkg 0|& JtsMd0| =CHBao et al, 2003;
Hann, 2011; Li & Su, 2007). 2t H|IE3} XI2A0M SA
& AH|IXIEL| A AHEESE BMe E= A2 237t &
HIXI @S0 O/X|= g2 metst=0 UM Sasicta st
ZICh oHH K|HO| S AH[XHE OfL|Z} M AH|X}Q| AH|
S0z FES OXICHH HHO| AHHSO O/Xs FEke|
27t Z2X| =2 MOBHKE 2AMd| E= Z0|CHLee,
1990; Merkin, 2006). S Z3l0|AC] HHS SAOClol AL

dg 2t 20ro| Mztz[of FEE OXl= Z&0| ALLKBao

al., 2003; Wong & Ahuvia, 1998; Zhang et al., 2011) A{
YoIo| MoM= ol HY MMl Mol Hgt
O 2 BUE #&0|B2 NHO| AHASO O/X|= It
dE= 4ol 7Hsdol AUCt

=M, Mol MH @olut NHO| AHAFI e Z
B0 OjX[= g2 d2|a HHo| AH[ASO| ojX|l= dg
ZESIAHL 075t B FARUXIE HAHLZ &4
HE= Z{0o|Ct

= AF0M= M 2FUM SMY AH|IXES AHHS
2 HAXS=Z M50 H|Wst HHO| AH[ESH| OX|=
g =B mofste Fa SXE F1, Ohsa 22 M=
HOol ot MHIE HHStH ARE TASIRAL,

ST 1: A AHITIO SO AHIX} 20| A0 Kol
ek 5 AEe MY AHXSEris
SY AHXISOIAN o 2 Ut 23
SQ% 428 LI

@

O njo &2

il
[e:]
o
=
[An

AT 20 HT2 SMY 4H |
OX=2t? =, HEH2 3¢
of MY XSS
e 2EHY 428 4= 239 22097

>
mjn
|0
>
o

%
ol
2
0R

A 3 HTHe| MHQl, ZAuHs J2(n =F =2
oi7fE =0l = S0 A=7H?

#2 A7Rgs Yot

= g7 MNE dsty| floiM 7|ES Hd AdrsS ¢
XN FHzstRon, 4l A7S2S HIYLR 510 d1RYs 7
‘JotRACE MA N MddQllezs Bols MFSIAUL: 2
Se SYU MY22 PRI OtAlorelnt S0 52 FEQ
of HHS Hluel AFE ESHAUCE. HH2| ZupH=0l AH|
dsol= Fof. Foiele, HE/ETSE, QMZE LB, 7t

84 X, 7 2 Bt S MR 2| T
2HA-S o] BAE =FHdtes a2 TAHEHI 2T

g J&s U8Rt

Situation (gift-giving)

Purchase
(luxury product/brand)

‘ (Re)purchase intention

culture face
dissatisfaction

‘ Satisfaction/ ‘

‘ Decision making style

Post-purchase
evaluation

Product type
Group characteristics (In-
group vs. out-group)

Figure 1: Research Model
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32. HAE M1t oEHA

2 Aol FHQl Mol AH|Z3t0| 0K S HAX
o2 HmET| 2510 2 AF0ME AN SHoE Y
(Ashwin & Hirst, 2015; Rhoades & Eisenberger, 2002)1} |
EHZ M (meta-analysis) 2t H(Franke, 2001; Glass, 1976; Grewal
et al., 2018; Johnson & Jaramillo, 2017; Larsen & Bong,
2016; Mathieu & Zajac, 1990; Song, 1999)2 Z23}FLCt.

HA HTHO| SMY AHXIEQ| AH|IZ30| OX|= IS
Agtet EHES OESIO AHO| AH|E3to| O/X|= Fg

=

=82 HASHGICE
HEHEME 7|& AHFO|M YZHE JfE=0l AR 2SS
£8 FNE FHe=E 2t
Ed FHo ciet ZZFQ O[YE EZdt= HHEO|D
(Glass, 1976). H|EL&A
EH XAE O H olsstn, SAMLEE w7t &2 BES
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Table 1: Comparison of the Effect of Culture on Face

studies face significance
Bao et al.(2003) US < China (0]
Chan et al.(2009) North Americans o
Study 1 < East Asians
Chan et al.(2009)
Study 2 US < Hong Kong (0]
Chan et al.(2009) . .
Study 3 American < Asian (0]
Li & Su(2007) American < Chinese (0]
Confirmity: British < Korean
Hann(2011) Distinctive: British < Korean (0]
Morality: British > Korean
Chinese-Australian
Weber et al.(2017) < Mainland Chinese o

oldel 2SS %tH HEH2 MY 28
2H[XAM O 3A LIERLH, HE2 2310
et & ALk Sh2Ch

A N 2= S # OfL2t MYAAME HTHIA
Of LtEtLt=7tet B&HE ZO0|Ch MYAAME HTHO| 7ol
OISHA| LIEfLI=XIE THetst?| floiMe HEHO| ZnpH=0f
OlX|= FLo| MEANAME FoISHA LEILI=XIE Sl

o,

NENoR sow & Slon, MBS Zs HHU MO

Il

tu

g HOMEXIE S HEHoRE =olgt o= UL

Chan et al.(2009)2 Ao X-ojst SAQlat F0O|Q EHof
=2l MEHelAlE ZHSIR=0, 5F Zoto o5tH S0l
I 2090 MBoAle B HEo| B M4 o[l Hoz
LIEFSCE Hann(2011)2 E=EX H|HoAl Fo4Es ot HOX}
ol HisiM E= &AL O &A L2 AR EUSIICt
gt Li and Su(2007)2| AFOAME O]l EOIXIS2| EFQIX T
HEHAH oAl2 HMEo| HA OMQ ZHe=E  LIEHCH
Hann(2011)2 ot &ofxtE oLzt F=Ql HOXIAME
HHo| HAMZ| ME Fof =0 E¥E 0|HE 2oFE Ht Ct

H|E AH| oH2k2 OfL|X|2t Oetzel and Ting-Toomey(2003)
£ Vi=01F, 5Y, 5=, 42) HOXSAA MOl 23t
ot 45 AEtY 7to| HAE DivietE LS, Oetzel et
al.(2008)2 M|HO| HESIA HARJAS Hast HE QUCL 02t
ZuE2 ot EH MHUE2 gHEstEcR Wikl EHE

o/%f 42 JHXn Uctn 7 + Uck

rot

Table 2: Westerners’ Face (chemyon) Score

face (chemyon) score scale mean
Bao et al.(2003) US: 13.94 below
Chan et al. (2009) North Americans: 6.06 above
Study 1
Chan et al. (2009) .
Study 2 US: 6.16 above
Chan et al. (2009) —
Study 3 American: 6.41 above
American - confirmity: 3.15 below
Li & Su (2007) American - distinctive: 3.86 below
American - other-oriented: 4.55 above
British - confirmity: 2.62 below
Hann(2011) British - distinctive: 3.01 above
British - other-oriented: 4.32 above
Weber et al. (2017) Chinese Australian: 3.10 above
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Oj7f A= 2HAE ARSOICE S F=H & MEHe| MR
Plo2= E3E & + el oA dF IfN 10F S 1t
X 201A olo] elgstRienz A N 30|M s ZAutHx=9t
2E 52 IH+E Seo=E AmEX} st

HHel AuHs2= FOHHM2| ME/EHE EZg), F0j
Ol=(HME| NEB/EHE ZP), NHUEF/FUUE, MoE, EfE,
TO§ = EoL 0§ 2 X[2E 2, oA AEY, 7Y 33
M Xz S8 & 5 QUCKBao et al., 2003; Bolton, Keh, & Alba,
2010; Chan et al., 2009; Jiang & Shan, 2016; Keh & Sun,
2008; Lee & Green, 1991; Qiu, Li, Matilla, & Yang, 2018)

HHS M| HE S2 2WE F0Ojo| F>2 O|FICE Li et
al.(2015)}2 A|Ho| RZst AIME2 YEES M=sH= 4ol U
=0, o[2{st AHM0| LMSH= O|FE 5718 ZHOM HEHEQUY
Cf. O Zof MHof RISt AH[Xpe| AL X|flof e AHl =
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(Jiang & Shan, 2016).
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Table 3: Effect of Face on Consumption Behavior

DV significance

Brand conscious and price-quality

Bao et al.(2003) relationship

oM

Novelty and Fashion consciousness| O (+)

Recreational and hedonistic O (+)

Price-conscious and value-for-money| O (-)

Confused by overchoice O (+)

Chan et al.(2009) Dissatisfaction O+
Li & Su(2007) Confirmity face consumption O (+)
Distinctive face consumption O (¥)

Other-oriented face consumption O (+)

Hann(2011) number of luxury brand good oM

(IV: confirmity face consumption)

DV: Dependent Variable, IV: Independent Variable, +: positive,
-: negative

HHS o0 Qs ZHEls HSE HOQICL oLy
HHS ME 3E o20M FEX|A  LEFHCHChan,
Denton, & Tsang, 2003). Lee and Green(1991)2 MES F
AT M2 g AREES 59| ARIE X|9(of 2gtst
7tA0|Lt EEHO| &2 BEHEE FHSHALE HS2EMN X}
Aol MHO| FX[EICI 7|CidH= HdE0| USS Lot UCH
Joy(2001)= S=QE2 ME 5 H20M =22 5=
RHilge ofL2t ME2 +Hol= Efelel ilE 5o Fn
Qes XAt Ht QUCL Tynan, Heath, Ennew, Wang, and
Sun(2010)2 ME T8 MM 5= AHXIE2 E= AH|
K=o HIsiM X2 (o)A ME2 Fol AM X7 |X|&do| &
7120 glez & 288Z HOolFE Ht UCL

HE f82 MTo| Foje|=o O|X|z FE =Fdt=s A
o2 HOICL Lee(1990)= HH2 S0 H|siM 7tA|MO] =
2 HEe| Foje|=0 F&E o IA 0OJF gtH JiA|Mo] &
2 HNEQ| Fojel=of U0 Bt TH0| LIEIEHE 2OiE
HF QUCH
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Table 4: Effect Size of Face

Sample d LL UL |p-value

face US vs. China | 0.378|0.114 | 0.641| 0.018
ICONSCIOUSNESS|
North American vs. |, o74 | 0 509 | 1.349| 0.037
concern for East Asian
face US vs. Hong Kong | 0.635 | 0.375 | 0.895|0.0168

US vs. Asian 0.973 | 0.570 | 1.375| 0.042

confirmity |American vs. Chinese| 2.078 | 1.750 | 2.406 | 0.028

face British vs. Korean | 0.372|0.118 | 0.627 | 0.017
distinctive |American vs. Chinese| 1.226 | 0.938 | 1.514 | 0.022
face British vs. Korean |0.498 | 0.242 | 0.754| 0.017

other-oriented| , - ican vs. Chinese| 0.887 | 0.609 | 1.164 | 0.020

face
Morality face| British vs. Korean | 0.219|-0.034|0.472| 0.017
Perception of Chlngse Austrapan VSs. 0419 | 0241 | 0.598 | 0.008
face Mainland Chinese

d: Cohen’s d, LL: Lower limit, UL: Upper limit
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of HisiM == EOXAISO0| HMES TOfE If FEAHEECQ
g2 O Bo| &322 2oFE Ht ALK
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2 HuEs FIUHS S D=5t HH 2HN SMY
AH|X} AH|Z2P0 ofiHSE FOlM FASEL OfEst FolA Xt
0|7t X=XIE O[sistL, Ol HIECRE ZEY AIZO|A Ot
So| BINS NSHe WOrE mASs O BN FUCL
2 o7 211 Qoreln ChSa 2Lt

0, M 281% Qolof Mat YEo| Xoj7} Y
SQH YOI SUYOS Y0 Hlo| HBHLIAO0]
o2 O = LEtg
=M, M MLIAE LiELts EHE HAZ JHX|L

SFE A0 SHEEICE MBS MYQIS| AHOPHES H
Abdgto] gak2 0jX|H, g4 S0 = HTHO| o
CiYSHA @eF2 O/XH, AH-SHME HED =&
a2 0|X|= H2=E LIERLCE
o, &MHES S AH|XHE OfL[2t MY AH|XLS| AH| A

LYEE FE2 OX|= AR LIEHRCE ot g2
12 4oz oIf 2t HE Fof =& FFE3 70 25}
H SZAHHO| BE F0f =0 F&Z 0K A= LIER
CHHann, 2011).

2 ¢UFE S LIEtt Z1E2 AH|EI0|ES HES=
ol QUoiM O|2X 7|08 & A2 EOQICh S MYQ| &
H|XIE H|uwst A5 AH|E3I0|2(Amould & Thompson,
200502 SHCR MAROAM HME HAE 1 USH,
AH|EI0|2 20| MUYZRE FHE Y9 AH|XIef
AH|ESIE o|8fista{s H2utg(Ustiiner & Holt, 2010)2 =
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Z, 50| & |3 Z2 MM YEE O|2S0| MBSAIE
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