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Impact of '""Face'" on Purchasing Behavior of Chinese Consumers
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penditure; monetary expenditure

Abstract Taking the "face" in Chinese traditional culture as the study object and from on - site investigation and sta—
we have examined the effect of the "face" on the purchasing behaviors of consumers. The results show
that the protective "face" has a significant positive impact on the non — monetary and monetary expenditures in consumer
purchasing but such an impact is partially intermediated by the monetary and non — monetary expenditure. The mone—
tary expenditure in consumer purchasing has a significant positive impact on the non — monetary expense. But the non —
monetary expenditure in consumer purchasing has a negative impact on the monetary expenditure.
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