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ABSTRACT 

With the continuous exploration of Chinese market’s potential, this promising and 

enormous market is becoming more and more crowded no matter in which industry. 

For example, in home furnishing industry, although the world leader - IKEA strived 

to implement its differentiation and cost leadership strategies that had brought 

tremendous success in the other markets worldwide, the company’s performance in 

this distinctive developing country had not progressed much, unlike other parts of the 

world.  

Thus, there must be some factors that foreign companies ignored, which led to this 

situation. That how Chinese think, what exactly trigger them to buy? There is little 

research on home furnishing industry regarding those questions inside Chinese market. 

In this article, through observation of the consumer behavior of Chinese people in the 

home furnishing industry, and focusing on the “mianzi” factor in Chinese consumer 

behavior, with a quantitative research method, to examine possible correlations with 

“mianzi” gaining. 

After a detailed linear regression through SPSS with data collected from 309 

candidates both online and offline, the result shows that price and noticeability of 

home furnishing are key factors that let the Chinese consumer gain “mianzi”; further, 

lead to competitive consumption and conspicuous consumption, rather than the brand 

of the furniture. 
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1. PROBLEM STATEMENT. 

1.1. CHINESE’S HOME FURNISHING MARKET – A PROMISING MARKET FROM 

A LONG RUN PERSPECTIVE 

As is illustrated in Figure 1.1 (Appendix 7.1-1), China’s GDP has been growing at a 

more steadily and higher speed than the other emerging economics during the past 

few years. At the meantime, the income of Chinese people is increasing with the 

skyrocketing of Chinese economy. Nowadays, Chinese people have the purchasing 

power to invest in real estate. Furthermore, China has already emerged as one of the 

largest markets in the world full of foreign products and services.(Dong & Helms, 

2001). 

1.2. SITUATION OF CHINESE HOME FURNISHING MARKET 

As is indicated in Figure 1.2 (1), China is now catching up with USA as global leader 

in home furnishings and has become the main driver of home furnishings sales. As 

urban areas sprawl in China, and the new policy for the second child, more new 

households are needed in the upcoming decades (as shown in Figure 1.2 (2)). This 

gave rise to a sale increase of 62% in home furnishings between 2007 and 2012. 

Besides, as Figure 1.2 (3) shows, disposable income of Chinese people is 

experiencing a rapid growth, which means they have some free money for 

consumption beside necessary living expense, for example pursuing housing and 

home furnishings. 

As is illustrated in Table 1.2 (4), even though IKEA has its outstanding business mode 

and company value, and has already been the leading furniture company in many 

other countries with a noticeable advantage, it still fails to beat local companies in 

China easily. Moreover, generally, local Chinese companies reluctantly give any 

chances to foreign companies. Therefore, they occupy almost all the leading positions 
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on the list. As Euromonitor indicated in 2013, medium and small-sized enterprises 

were not listed in this rank. However, they together share around 89.9% of market. 

Among them, 90% of value sales in 2012, are domestic companies. 

1.3. A UNIQUE “MIANZI”/FACE PHENOMENON IN CHINA 

What causes the gap between foreign home furnishing companies and their consumers 

in China? Do they really know how to occupy their target market as outsiders? These 

questions are crucial to be answered with a better understanding of Chinese culture. 

It is concrete that western companies do not know Chinese culture well. For instance, 

as Tse exposes from a classic western culture prospective that consumer theory is 

described as “how an individual from an individualistic society fulfills his or her 

needs through a market system that emphasizes individualistic goals.”(Tse, 1996). 

However, in China, the whole society was built upon the Confucianism more than 

5,000 years ago. This determines that they share a Confucian collectivist culture 

convention, which is greatly different from westerners. Therefore, the concept and 

culture of “mianzi”, literally “face”, is a key idiosyncrasy to take notice of, generated 

from Confucianism (Song, 2012; Qu, 1996). “Mianzi”/ “Face” was defined by 

researchers as the need for social acceptance or recognition or the desire to maintain 

self-image in front of others in a group (Goffman, 1955; Hallahan, Lee, and Herzog, 

1997). “Mianzi” gaining, in general, is a phenomenon that people strive to gain 

acceptance or admiration from others, and accomplish self-fulfillment through it 

(Gabrenya and Hwang, 1996).  

1.4. PROBLEM FORMULATION 

Since the differences between western society and Chinese society are such 

tremendous, do firms from the west fully understand the Chinese consumer? How 

Chinese consumers think? What motivates them to buy and what are their attitudes 

toward home furnishings? And how do Chinese people spend money? How do they 
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make the buying decision? What factor is most likely for western companies to ignore 

in this market? To answer those questions that might be interested by western 

companies, studies on Chinese consumer behavior from a traditional Chinese 

perspective are needed. 

Since there are few researchers who studied the topic of Chinese consumer behaviors 

in home furnishing industry, research from other industry can be borrowed to examine 

their consistency in this particular industry. Furthermore, researchers like De Mooij, 

Hofstede, Jia Chen, Soyoung Kim, Laiman and Wai-yee, focusing on Chinese luxury 

industry shows another scene. That several theories on how the sense of “mianzi” 

influences Chinese buying behavior on luxury products are well stated. Therefore, by 

summarizing these theories and results from previous writings on Chinese consumer 

behavior, several hypotheses in Chinese home furnishing industry can be raised; thus, 

the analysis of proposed propositions can be performed in this paper, to test the 

factors influencing buying behavior in this particular industry. 

1.5. RESEARCH QUESTION. 

Due to the lack of insight of the buying behavior in home furnishing industry in China, 

and the deeply rooted concept of mianzi in Chinese culture, the aim of the study is: 

What factors can be positively correlated to "mianzi" gaining? How do they influence 

Chinese consumers' buying behavior in home furnishing industry? 
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2. THEORETICAL FRAMEWORK  

2.1. CONSUMER BEHAVIOR 

Consumer behavior has always been loosely defined with different scholars proposing 

their own definitions of it. Among these scholars, some consider it as activities that 

the consumers’ emotion, mental and behavioral responses react with the purchase, use 

and disposal of goods and services (Frank et. al., 2011).On the contrast, others think 

that it is the processes that individuals or groups process (select, purchase, use, or 

dispose) products, services, ideas, and experiences to satisfy needs and desires 

(Michael R. Solomon, 2013).  

After all, a relatively general definition can be given: it is about the relations between 

consumers’ activities (processes) and consumer responses. Moreover, cultural stimuli 

can be a main external factor influencing the consumer behavior. 

2.2. CULTURE  

Culture is like the personality of a society, which is one of the most significant factors 

influencing consumer behavior. That is to say, it includes both abstract ideas, such as 

values and ethics, and concrete objects and services, such as the automobiles, clothing, 

food, art, and sports a society produces. In another word, it’s the accumulation of 

common values, rituals, norms, and traditions among the members of an organization 

or society (Michael R. Solomon, 2013). Generally, culture is about a basic 

understanding about the target market, while a subculture is a key to segment market. 

Knowing culture is to know what to do and what must not do to the consumers.  

Chinese culture is a collectivistic culture influenced by Confucianism. Confucian 

culture is the core Chinese traditional culture, which has been dominating since 

around 2,100 years ago and has had impacts on all aspects of Chinese society in 

history, including the way of thinking, national character, value orientation and social 
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psychology (Xu, 2012). The collectivist society has three main principles: a) 

collective benefits are superior to individual interests; b) collective benefits and 

individual interests should be a dialectical unity, which means that individual interest 

is a component of collective benefits and should be respected unless it has collision to 

collective benefits; c) people should pay attention to collective benefits and at the 

same time protect individual interests (Luo, 2012). As a result, Chinese people usually 

value group instead of individuals. Both the Confucianism and collectivist in China 

society lead to the “mianzi” conception, which will be demonstrated afterwards. 

2.3. “MIANZI” IN CHINA 

2.3.1. “Mianzi”   

Influenced by Confucianism, Chinese collectivistic culture generate a unique value, 

“mianzi”, also called “face”, which is regarded as an important concern in a Chinese 

society (Laiman and Wai-yee, 2009). Caused by Chinese culture collectivism, “mianzi” 

consciousness has evolved as a key social norm in China and is one of Chinese 

characteristics (Wei Song, 2012; Qu, 1996).  

“Mianzi”/ “Face” was first academically proposed by Goffman in 1955 and was 

defined by researchers as the need for social acceptance or recognition or the desire to 

maintain self-image before others in group (Goffman, 1955; Hallahan, Lee, and 

Herzog, 1997). Brown and Levinson divided “Mianzi” into positive “mianzi” and 

negative “mianzi” which was discussed in 1987. In this thesis, “mianzi” caters more 

for the positive face, which represents people’s desire to be considered and 

appreciated by others. This kind of “mianzi” is closely related to social prestige and 

status, especially can be measured by one’s wealth and existing social capital (Yang, 

1994).  

To gain “mianzi”, people can only try to obtain the “admiration” of others by showing 

their successes or abilities to others during social activities, and this “admiration” 
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happens only if others recognize these successes or abilities (Gabrenya and Hwang, 

1996). In other words, activities that can be shown off to others to get “mianzi” 

should be recognized by the whole group; someone who wants to gain “mianzi” needs 

to take other’s approval into consideration rather than the preference of himself.  

2.4. “MIANZI” CONCEPT IN CHINESE CONSUMER BEHAVIOR 

The Chinese “mianzi” concept was claimed by Great Chinese writer Lin Yutang as the 

most subtle point of Chinese social psychology which can also be the most delicate 

standard of Chinese social interaction（Lin, 1994）. It is developed because Chinese 

people value interdependences whereas western people value individuals (Wong and 

Ahuvia, 1998). Chinese regard others’ evaluations of themselves more vital and they 

are more likely to feel anxiety concerning their self-image in public than Westerners 

(Abe, Bagozzi, and Sadarangani, 1996). Therefore, comparing with the western 

societies, the concept of “mianzi” is believed as a pivotal element influencing Chinese 

consumer behavior. (Gao et al., 2009).  

To explain the distinction of Chinese consumer behavior, any attempts would be 

incomplete without the consideration of cultural factors. (Redding, 1990). “Mianzi” as 

the culture-specific factor should be firstly considered in Chinese consumer behavior, 

which is different from the Western model (Zhu, 2009).   

Former studies have proved that “mianzi” as a cultural dimension had significant 

impact on consumers’ decision-making in China and some have investigated how 

mianzi influenced consumption. For instance, Bao, Zhou, and Su found that “mianzi” 

consciousness positively affects consumers’ brand consciousness. Therefore, Chinese 

people would like to spend more money for brands that others appreciate (Bao, Zhou, 

and Su, 2003). Also, Belk claimed that consumers “mianzi” consciousness focused 

more on extrinsic attributes more than on intrinsic attributes during consumption 

(Belk, 1988). Thompson (2010) also proved that purchasing behavior in China was 

not only decided by consumers’ personal needs or preferences but also implicated by 
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their social needs for self-identification. Wong and Ahuvia (1998) also agreed that the 

“mianzi” conception was more related to consumer’s social needs, rather than their 

personal needs.  

Therefore, “mianzi” conception can influence Chinese buying behavior. The 

consumptions motivated by “mianzi” perception in China can be seen as “mianzi” 

consumption, and according to the book consumer behavior by Lu (2006), in China 

two main common consumptions exists, namely, competitive consumption and 

conspicuous consumption. 

2.5. COMPETITIVE CONSUMPTION 

Competitive consumption is a socially motivated consumption. The straight-forward 

way to understand the competitive consumption is “want to have more than the other 

guy” manner. It can also be called as relative or comparative consumption, and the 

main motivation of this kind of consumption is inequality. The important prerequisite 

is that instead of purchasing goods for their needs, consumers usually purchase things 

due to mental imbalance initiated from comparisons. (Potential economics, 2013). 

2.6. CONSPICUOUS CONSUMPTION 

Institutional economist Veblen firstly introduced conspicuous consumption concept 

into economics. He claimed that if a person needs to gain and remain the respects 

from others, it would not be enough for him to just have the ability to possess the 

wealth or power. Rather, he has to prove that. Therefore, only when the evidence is 

seen by others could the respects be given (Veblen, 1899). 

Therefore, the structure of theoretical framework can be generated. It is that culture 

leads to Chinese “mianzi” consciousness and the “mianzi” conception leads to 

particular Chinese consumer behavior. Therefore, these two “mianzi” consumptions 

are brought up (see Figure 2.5.1, Appendix 7.1-5). So, what factors can be recognized 

by the group? What are the relationships of these factors and “mianzi” gaining? How 
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do they influence Chinese buying behavior? What factors have impact on “mianzi” 

consumptions? In order to answer these research questions, the following framework 

is generated based on the former researcher’s work. 

2.7. RELATIONSHIPS BETWEEN BRAND, PRICE AND “MIANZI” 

2.7.1. BRAND 

The perception of a brand comprises both its functional attributes (e.g., its features, its 

price, its appearance and so on) and its symbolic attributes (its image and what 

consumers think others would say about the buyers). Different types of consumers 

may have different priorities about these attributes. In this article, symbolic attributes 

are of special interest 

2.7.2. RELATIONSHIPS BETWEEN BRAND AND “MIANZI” 

As demonstrated above, some researchers believed that “mianzi” consciousness 

positively affects brand-consciousness, for instance, efforts in order to enhance or 

maintain “mianzi”, people would like to purchase products with brands others are 

interested in (Bao, Zhou, and Su, 2003; Li and Su, 2007). Tse also argued that “mianzi” 

could lead to people’s blind purchase of high prestige branded products (Tse, 1996). 

Brand name could bring strong social recognition. Thus, consumers gained “mianzi” 

through buying brand. (Liao and Wang, 2009). There were researches who also 

claimed that Chinese collectivist culture could be more open to foreign brands. Thus, 

buying foreign brands in China would get recognition easier (De Mooij and Hofstede, 

2002). Luxury brands have been tested by regression analyses and it proved that 

consumers’ attitudes toward them could lead to both self-use and gift giving 

purchasing (Liao and Wang, 2009). In other word, consumers believed that luxury 

brands were desirable and admired by others, which could give themselves “mianzi” 

(Jia Chen & Soyoung Kim, 2013). Laiman and Wai-yee also agreed with that opinion, 

they believed that the names of luxury products from luxury brands might be a way to 
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show off the purchaser’s wealth and thus raise their social statues (Laiman and 

Wai-yee 2009). Hence, according to these researchers, the correlation between brand 

and “mianzi” are positively related.  

Here, “mianzi” consciousness represents the sensitiveness of people on the “mianzi” 

factor. People who are relatively sensitive care more about “mianzi” factor and want 

to gain more “mianzi” compared to others in the same situation. This figure shows 

that people who care about “mianzi” more would pay more attention to the brand of 

products, and would purchase high-end brand products in order to gain “mianzi” 

The relationships above presented that Chinese consumers regard brand as the factor, 

which can give them “mianzi”. Hence, the following hypothesis is proposed: 

H1: Brand-conscious has a positive correlation with “mianzi” gaining in home 

furnishing industry. 

2.7.3. RELATIONSHIPS BETWEEN PRICE, “MIANZI” AND COMPETITIVE 

CONSUMPTION 

As can be seen from above, most articles focus on brands and products. However, 

price of the product can be another factor. Buying luxury products could also show off 

the purchasers’ economic ability (Laiman and Wai-yee, 2009). Consumers believe that 

purchasing luxury brands can gain higher social statues and “mianzi” because these 

brands are usually associated with high price tags (Wei Song, 2012). This is to say, 

people who are more sensitive about “mianzi” would consider price as a significant 

factor. As a result, they will buy high-end brand products just because the high price 

Figure 2.6.2 Relationships between brand consciousness and “mianzi” 
consciousness represented by Bao, Zhou, and Su et al. 

  

“mianzi” 
consciousness brand-conscious gain “mianzi” 
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of the products. In order to gain “mianzi”, they would like to buy brand at high 

expense.    

However, in home furnishing industry, it could be different. According to Public face 

and private thrift in Chinese consumer behavior, foreign brands do not necessarily 

bring more “mianzi” to Chinese consumers. Instead, what really matters is how 

expensive the item is (Lin et al, 2013). Lin and others did analyses with respect to few 

products, including focusing cigarettes, alcoholic beverages, clothing, dining, cell 

phones and household appliances, and found out that there were no significant 

correlations between brand and “mianzi” gaining.   

Also, particular in luxury industry, branding of the products have been mature even in 

Chinese market in these years. As a result, it is easier for consumers to be recognized 

and identified with luxury brands purchasing. While in home furnishing industry, 

Chinese still have little knowledge about the brand. Hence, the correlation between 

brand and “mianzi” may be replaced by the correlations between price and “mianzi”.  

Lower price is generally considered to be positive attributes to encourage consumers 

to buy products. However, it is a negative factor in China (Monroe and Krishnan 

1985). Former researchers found out that “mianzi” consciousness positively affected 

consumers “price-equals-quality” orientation and negatively impacted 

price-consciousness (Bao, Zhou, and Su, 2003). Namely, Chinese consumers believe 

Figure 2.6.3(1) Relationships between brand consciousness and “mianzi” 
consciousness, represented by Laiman et al. 

  

“mianzi” 
consciousness

price-
conscious

brand with 
high price gain “mianzi”

Figure 2.6.3(2) Relationships between price consciousness and “mianzi” 
consciousness, represented by Li Lin, Dong Xi and Richard M. Lueptow. 

 

“mianzi” 
consciousness price-conscious gain “mianzi”
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that “high price” equals “good quality” and “high status”, while “low-price” equals 

“low quality” and “lower esteemed by other people” (Wei Song, 2012). Belk also 

claimed that consumers who are more sensitive to “mianzi” factor would like to 

purchase high price products and avoid low price products and sale products which 

might be considered by others that they were poor. People with high “mianzi” 

consciousness tended to buy higher priced products regardless of their income or 

social status (Belk, 1988). Chinese consumers buy expensive products to show that 

they have already achieved a high-level living standard to gain “mianzi” (Zheng, D. L. 

1992). Since buying low priced brands can be considered as low financial status, 

consumers will not take this risk (Wei Song, 2012). Veblen also claimed that lower 

price would decrease the demand (Veblen, 1899). 

As is presented above, studies proved that Chinese consumers consider price as an 

important factor, which can give them “mianzi”. Influenced by the “mianzi” 

consciousness, consumers consider higher price can give them “mianzi”.  

In the situation when an individual with high “mianzi” consciousness feel the risks 

that he does not have the same or higher possession with others in the reference group, 

he will purchase high-priced goods even if he does not need them. Thereby the 

competitive consumption happens.  

Figure 2.6.3(4) Relationship between price, “mianzi” and competitive 
consumption

 

“mianzi” 
consciousness high price products competitive 

consumption

Figure 2.6.3(3) Relationships between price and “mianzi” represented by Belk 
et al.  

 

“mianzi” 
consciousness price-conscious high price products
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Hence, the following hypothesis is devised: 

H2a: Price of furniture is positively correlated to “mianzi” gaining in home 

furnishing industry. 

H2b: Price of furniture can lead to competitive consumption in home furnishing 

industry. 

2.7.4. RELATIONSHIPS BETWEEN NOTICEABILITY, “MIANZI” AND CONSPICUOUS 

CONSUMPTION 

Also Li and others pointed out that Chinese would like to buy things that others can 

easily see, like clothes and bags. In another word, “mianzi” gaining also caters to 

“easy to be noticed” factor. (Li Lin, Dong Xi and Richard M. Lueptow, 2013). It can 

be related to show-off actions in conspicuous consumption that people need to offer 

the evidence to others that they have the ability to purchase expensive products. In 

this thesis, “noticeability” is used to present the “easy to be noticed” factor or 

“publicly visible”.   

This statement is also claimed by Wong and Ahuvia, “asian group norms and goals 

frequently emphasize public and visible possessions.” Possessions need to be publicly 

visible to show the purchasers’ financial achievement. Therefore, Chinese consumers 

are inclined to pay a great attention to possessions which are both public and visible, 

such as designer labeled goods, expensive cars, jewelry, etc. which can display their 

wealth in order to build their social reputation (Wong and Ahuvia, 1998).   

They also proposed that when Chinese people were alone, they would not act the 

same because no social pressure was given to them in private without others. This 

happens to have the same view with Li et al.. Also Feng (1995) approved noticeability 

of products, which means that to be easily noticed by others was a main premise that 

“mianzi” consumption happens among people living in country area.  
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This figure shows that when people who have more “mianzi” consciousness want to 

purchase, they would like to consider the noticeability of products. They consider the 

commodities that can be easily noticed and can give them more “mianzi”. In order to 

gain “mianzi”, conspicuous consumption happens.  

Above presented research generates the conclusion that Chinese consumers see 

noticeability as an important factor, which can give them “mianzi”. Because of the 

“mianzi” consciousness, consumers consider noticeability as an important factor to 

gain “mianzi”. Thereby the conspicuous consumption happens in order to show off to 

accomplish “mianzi” gaining. Speak of home furnishing industry, noticeability of 

furniture vary much: when others visiting owners’ home, in traditional Chinese way, it 

is not polite to go inside the private places like bedroom. Therefore, furniture in 

bedroom can have less noticeability than furniture in drawing room. Hence, the 

following hypothesis is devised: 

H3a: Noticeability of furniture has positive effect on “mianzi” gaining in home 

furnishing industry. 

H3b: Noticeability of furniture has a positive correlation with conspicuous 

consumption in home furnishing industry. 

2.8. SUMMARY OF HYPOTHESES 

In conclusion, in order to know how "Mianzi" influence Chinese consumers' buying 

Figure 2.6.4 Relationships between noticeability, “mianzi” and conspicuous 
consumption, represented by Wong et al. 
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behavior and what factors can be positively correlated to "mianzi" gaining, three 

hypotheses in this thesis will be tested to reveal the mystery of Chinese consumer 

“mianzi” behavior. Hypotheses 1, Hypotheses 2a and Hypotheses 3a are tested to 

reveal the relationship of the influence factors and Chinese "mianzi" gaining. While 

hypotheses 2b and hypotheses 3b can give the demonstration how factors influence 

particular Chinese “mianzi” consumption. 

Hypothesis 1: Brand-consciousness has a positive correlation with “mianzi” gaining 

in home furnishing industry. 

Hypothesis 2a: Price of furniture is positively correlated to “mianzi” gaining in home 

furnishing industry. 

Hypothesis 2b: Price of furniture can lead to competitive consumption in home 

furnishing industry. 

Hypothesis 3a: Noticeability of furniture has positive effect on “mianzi” gaining in 

home furnishing industry. 

Hypothesis 3b: Noticeability of furniture has a positive correlation with conspicuous 

consumption in home furnishing industry. 
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3. RESEARCH METHODOLOGY 

3.1. RESEARCH METHOD 

The method part of the research is based on both primary data and secondary data. 

First of all, based on previous studies, the definition and cause of “mianzi”, the 

consequence and the phenomenon it creates were explained. They are used as 

background information that is summarized from former studies by scholars. Besides, 

database of several websites are used to reach target samples in a cost-effective way. 

Furthermore, in order to achieve primary data, as well as, to explain the phenomena, 

and to test the hypotheses, a quantitative experiment is developed. The reasons of 

adopting a quantitative method are: first of all, it is more suitable for examining 

hypotheses: secondly, there are clear defined variables to be studied; lastly, 

quantitative research can give better result when unveiling cause and effect (Daniel 

Muijs, 2004). 

As discussed in the earlier chapter, furniture’s price is proposed to influence gaining 

sense of “mianzi”, and can lead to competitive consumption, while furniture’s brand 

can hardly affect it. Besides, the noticeability of furniture may cause conspicuous 

consumption among Chinese consumers. Therefore, by comparing price of furniture 

that make people get “mianzi”, brand of furniture that leads to competitive 

consumption and noticeability of furniture that leads to conspicuous consumption, the 

measurements of the impacts of them are applicable. 

3.1.1. CHOICE OF METHOD 

Since three dependent variables and five independent variables need to be measured, a 

great number of respondents are required to achieve a creditable result. A 

questionnaire is selected as the method. 

The flexibility of questionnaire made it suitable to study a wide range of research 
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questions including relationships between variables. Furthermore, with a low cost and 

effort, it is possible to achieve large amounts of data by adopting questionnaire 

method. Moreover, an anonymous questionnaire can result in more candid and honest 

answers.  

What is more, scholars engaged in previous research about Chinese consumer 

behavior and “mianzi” have chosen a questionnaire strategy so that they can get the 

insight from consumer’s perspective. Therefore, similar questions can be adopted 

from former research on study of gaining the sense of “mianzi”, competitive 

consumption and conspicuous consumption in home furnishings industry, as well as to 

make a comparison of collected answers with previous research. Besides, by adopting 

this method, the future research will be easier to be replicated from this research, and 

the data of this research can also be tested from the data of future research as well. 

Thus, the reliability of the research can be increased. 

3.2. SAMPLES AND DATA COLLECTION 

3.2.1. SAMPLES 

Visitors in Chinese home furnishing stores as well as Internet users of 27 to 35 years 

old are requested to finish the questionnaire.  

This group of people is selected due to two reasons. A research by CEB bank (China 

Ever bright Bank Co., Ltd) indicates that the age when Chinese people buying a new 

home is mainly ranging from 27 to 35 years old, with a mean value of around 30 years 

old. What is more, the result from the Sixth National Population Census of the 

People's Republic of China, investigated by National Bureau of Statistics of China 

shows that most of the Chinese male citizens getting married after 28 years old, 

female citizens after 27 years old respectively. Therefore, these are the segments with 

a rigid demand for purchasing a new home and thus, buying new furniture. 

On the other hand, people from 27 to 35 are mainly born in the 1980s and at the 
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beginning of 1990s, which are also in the period of One Child Policy. Since they are 

the only child in a typical Chinese family, this generation is often regarded as “the 

little emperors”. As they can enjoy the love from both parents alone, and less threats 

from the matter of surviving (thanks to the rapid development of the whole country 

because of the reform and opening-up policy), they are more self-centered and begin 

to be aware of lifestyle. Schutte and Ciarlante (1999) marked them with the title of 

“the me-generation” or “the lifestyle generation”. Consumer from this generation is 

usually considered different from former generations because they are more 

impetuous, and with higher tendency of being influenced by groups that show more 

interest in western brands (Gunnarsson, 1997). Most importantly, no matter how 

different they are, this generation is still regarded as the future generation in China, 

they will eventually be changed and become the mainstream inside the country. 

Moreover, they are about to, or have already furnished their homes (Johansson and 

Thelander, 2009). 

3.2.2. DATA COLLECTION 

The data collection is conducted in two ways. Face to face pencil-and-paper method 

was used in April, and 185 valid answers were collected. Online and email 

questionnaire method were conducted during April 2nd to April 26th, and 124 valid 

answers were gathered. 

Pencil-and-paper questionnaire often results in low response rates and 

time-consuming analysis. However, its high familiarity to the samples with high 

accuracy makes the collected data of higher validity. 200 visitors in IKEA, Red Star 

and other two famous furniture stores (50 for each store) in Shanghai are asked to fill 

in the questionnaires during April. Before giving out the questionnaire, a conversation 

about the purpose of study and the age of the customers are conduct. In order to create 

a trust environment and control the age variable, the location, collecting date and 

valid answers are as below: 
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Table 3.2.2 (1) Pencil-and-paper questionnaire collecting status 

Place Questionnaires 
Collected 

Valid Answers Date 

IKEA 50 48 03.04.2014 
Red Star (红星美凯龙) 50 46 10.04.2014 
Luolai Home (罗莱家

纺) 
50 47 17.04.2014 

Shanghai Shuixing 
Home (上海水星家居) 

50 44 24.04.2014 

Online and e-mail questionnaires enable the answers to be processed efficiently as 

they are stored in database directly. On the other hand, to ensure a high penetration, a 

thoughtful consideration about the conditions of samples is very important (Daniel 

Muijs, 2004). 

The online questionnaire is released on www.wenjuan.com, which is an online survey 

website in China. Therefore, it’s easier to reach all the targeted respondents both from 

social networks and emails. Which make it easier to analyze the collected answers. 

The online questionnaires are mainly collected from sina weibo (www.weibo.com), a 

Chinese version of twitter (www.twitter.com) in China. Sina weibo is the most 

popular Social network inside China, with more than 500 million registered users and 

280 active users (Richard Simcott, 2014). 

Friends and relatives in the age range 27 to 35 years old are requested to accomplish 

the questionnaire through email. When collecting data from weibo, the advanced 

search engine integrated in the website is used to ensure the age of respondents are the 

target age group, and they are active users as well. 

The answers collected from online questionnaires are listed as below: 

Table 3.2.2 (2) Online questionnaire collecting status 

 Answers received Valid Answers 
Email 36 31 

Sina Weibo 113 93 
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Therefore, altogether, 309 valid answers are collected from both methods. With this 

number of data, it is possible to carry out analyses through SPSS with both validity 

and reliability. 

3.3. VARIABLES 

Based on the proposed hypothesis of the study, there are 5 correlations need to be 

tested, which are brand of furniture to “mianzi” gaining, price of furniture to “mianzi” 

gaining, price of furniture to competitive consumption, noticeability of furniture to 

“mianzi” gaining and noticeability of furniture to conspicuous consumption. 

3.3.1. DEPENDENT VARIABLES 

“Mianzi” gaining 

“Mianzi” gaining measures the degree of consumers getting the sense of “mianzi” 

when purchasing or using home furnishings, especially when others see or know 

his/her purchasing/using of this home furnishings. “Mianzi” gaining is the dependent 

variable in Hypothesis 1, Hypothesis 2a and Hypothesis 3a in this paper. “Mianzi” 

gaining is measured in four aspects, which are the degree of others’ recognition, 

others’ opinion, presenting social statues and the applicant’s commitment towards 

others’ home furnishings. The four questions (Question 4, Question 5, Question 6 and 

Question 7) surveying “mianzi” gaining is adopted from the questionnaire used in the 

study of Yang J.S (2010). 

Competitive consumption 

Competitive consumption tests when consumers making the buying decision, the 

trend they weigh their mental imbalance initiated from comparisons rather them their 

actual needs (Potential economics, 2013). Competitive consumption is the dependent 

variable in Hypothesis 2b and is measuring through two angles, which are if the 

consumer is more willing to having the same furniture as others; and if he wants to 
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have better/best furniture among others. Questions 8 to 9 are used as measurement on 

this variable, which are also taken from the paper written by Yang J.S (2010). 

Conspicuous consumption 

Conspicuous consumption gauges the degree of people when perform impulsive 

purchasing in order to show off, in another word, acquiring goods to public play 

economic power (Veblen, 1899). Conspicuous consumption is the dependent variable 

in Hypothesis 3b. In this research, the questionnaire from Jiang. Y (2009) are adopted 

to measure this variable. The measurement is gathered from two sides, which are the 

tendency of showing off and performing impulsive purchasing. Questions 9 to 10 are 

for gathering data on this dependent variable.  

3.3.2. INDEPENDENT VARIABLES 

Age 

Since the average age of initial purchasing of a home is 27 years old (Cebbank, 2013), 

and the people from 27-35 are most willing and have the ability to purchase their own 

home. The target respondent is set to among that age period, as they are the most 

active furniture purchasing power in China as well. The first question is aimed to 

control this variable. Participants who are out of the set age range is not conducted in 

this study. 

Gender 

Since the conventional Chinese culture gives different characteristics to varied sex, 

gender may influence the customers’ behavior to certain degree from different angles. 

Therefore, question 2 is for measuring the participants’ gender, in order to gain insight 

on the relation of gender with the test depend variables.  

Income 

People of diverse income groups represent different social groups as well. Generally, 
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they have quite diverse purchasing power. Thus, question 3 is set to gauge this factor, 

which could affect the buying behavior. 

3.3.3. KEY INDEPENDENT VARIABLES 

Brand 

Home furnishings of varied brand certainly target different segment, and can bring 

different degree of “mianzi” when placing at home. Whether it can influence “mianzi” 

gaining, competitive consumption and conspicuous consumption is worth testing due 

to the general idea of the paper. Question 14 is used to gather the opinion toward 

brand factor when consumers buying furniture. 

Price 

Different price range is set for varied target customers by the company. However, 

whether price can give Chinese “mianzi”, or if it can boost competitive consumption 

and conspicuous consumption is important and worth studying. Question 15 is to 

measure this aspect. 

Noticeability 

Noticeability represents for the capability of being displayed. Normally, in a typical 

Chinese family, furniture in the living room has the highest noticeability. Moreover, 

the guests are usually welcomed and entertained in the drawing room, which enables 

them have more time to check, or use the home furnishings there. And furniture there 

can obviously represent the owner’s social level and taste as well. Question 16 is for 

acquiring information of this element. 

3.4.  MEASURES 

3.4.1. QUESTIONNAIRE DESIGN 

Questionnaire of both simplicity and clarity is aimed to structure. Since questions and 



26 
 

options that are easy to follow and read can contribute to the likeliness of participation, 

as well as the motivation of giving thoughtful answers among participants. Therefore, 

a questionnaire with 16 simple questions is formed. 

The questions in the questionnaire are partly adopted from two questionnaires applied 

in former research on Chinese consumer behavior related to “mianzi”, competitive 

consumption and conspicuous consumption. There are five groups of questions in the 

questionnaire. The first group is aimed to control variables concerning personal 

information (age, gender and income); question from 4 to 7 and 8 to 10 are adopted 

from Yang (2010) ’s research on the influencing factors of competitive consumption 

of Chinese citizens, which measures the sense of “mianzi” and competitive 

consumption respectively; the forth group (Q11 to Q13) is adopted from Jiang 

(2009)’s research on the relationship between children during one-child-policy time 

and conspicuous consumption; in the fifth group, 3 questions (Q14 to Q16) are placed 

to measure three independent variables proposed in this paper, which are the brand, 

price and noticeability of the home furnishings. 

Since there is no hint of which brand of, what price of and where the home 

furnishings are, after answering all the question from 4 to 16, each participant holds 

his own point of view on which level or standard the furniture is. Therefore, by utilize 

anchoring effect, that human’s opinion relies more on the former information he learnt, 

which is set as an “anchoring”, then, with more information they acquire, the 

“anchoring” would be adjusted closer to their final answer (Tversky and Kahneman, 

1974). Through applying this Anchoring-and-adjusting theory, three questions are 

positioned to see the respondents’ view on the independent variables, which are the 

brand of the mentioned furniture, the price of the mentioned home furnishing and the 

noticeability of the furniture referred. 
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The layout and content of the questionnaire is present as the table below: 

Table 3.4.1 Structure of questionnaire 

Variables Control 
Variable “Mianzi” Gaining Competitive 

consumption 
Conspicuous 
consumption 

Independent 
Variable 

Operational
ization  Acceptance and 

social status 

Tendency of 
comparison 
with others 

Tendency of 
willing to 
show off 

 

Question 
Number Q1-Q3 Q4-Q7 Q8-Q10 Q11-Q13 Q14-Q16 

Questions 

Q1.Age 
 
Q2. Gender 
 
Q3.Income 

Q4. I want to get 
others’ recognition 
after buying 
furniture 
Q5. When 
purchasing new 
furniture, I consider 
whether others 
would like it. 
Q6. The furniture I 
bought can 
present/increase my 
social status. 
Q7. I always give a 
compliment to 
others’ furniture 
when visiting their 
home. 

Q8. After 
seeing nice 
furniture in 
others’ home, I 
would like to 
have a similar 
one. 
Q9. I bought 
furniture of 
higher level 
compared to 
what my 
friends had. 
Q10. I want to 
have the best 
furniture 
among my 
friends. 

Q11. I would 
like to show 
others my new 
furniture after 
purchasing. 
Q12. I have 
bought 
furniture even 
I didn’t need, 
because others 
adored it. 
Q13. I have 
bought 
furniture only 
because I 
wanted to 
show off. 
 

Q14. The furniture 
mentioned above is 
from famous 
brands. 
Q15. The furniture 
mentioned above is 
at a higher price 
than average. 
Q16. The furniture 
mentioned above 
were put 
somewhere that 
can easily noticed 
by others. (E.g. 
guest room, guest 
toilet) 

Measure  5 step Likert scale 5 step Likert 
scale 

5 step Likert 
scale  

Adopted 
from None Yang J.S (2010) Yang J.S 

(2010) 
Jiang. Y 
(2009) None 

Type of 
variable 

Independent 
variable 

Dependent variable 
of H1, H2a and 

H3a 

Dependent 
variable of 

Hypothesis 2b 

Dependent 
variable of 

Hypothesis 2b 

 Key Independent 
Variable 

3.4.2. TRANSLATING THE QUESTIONNAIRE 

In order to verify the content consistency, although the questionnaire is originally 

designed in Chinese, it is translated into English, and translated back to Chinese again 

(Brislin, 1970). 
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3.4.3. FEASIBILITY STUDY (PRE-TEST) 

In order to test if the questionnaire is of most appropriate structure and formulation, 

and whether it can be administrated, a pre-test was carried out before publishing the 

final version. The acceptance of the questions from respondents, and whether they can 

easily understand the questions are the main factors to determine. Seven people 

regardless of the ages were asked to finish the pre-test. Since people from different 

age groups can provide us with a more comprehensive feedback. The pre-test 

respondent were mainly the authors’ friends or family. By the end of the rest, they 

were asked to interpret the questions and to give reasons why chosen the answer to 

give a better understanding of the questionnaire and make it better formulated. 

3.5. ETHICAL CONSIDERATIONS 

The questionnaire is designed as anonymous, and it is totally voluntary for the 

candidates to help to finish this questionnaire. Moreover, before sending this 

questionnaire to each respondent, a clear statement is made that no result and 

information of the questionnaire will be used on any purposes other than conducting 

this research. And no information will be provided to any party or any person. 
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4. ANALYSIS AND RESULT 

4.1. RESPONSE STATUS 

Since when delivering the questionnaires to the respondents, their ages were asked to 

ensure that they were in the target age group (27 to 35 years old), all of the 

questionnaires were received after delivery. Among these questionnaires, 185 of them 

are valid with all questions answered reasonably; 46 questionnaires are sent through 

email and 133 are sent through Sina Weibo; 36 and 113 answers are received before 

26th, April. However, when collecting answers from emails and Social networks, as 

there is no control of age before sending the questionnaire due to the privacy 

protection policy of online personal data, there are 3 out of 5, and 11 out of 20 invalid 

answers respectively, due to failure of meeting the target age range. And 2 answers 

from email, 9 answers from Sina Weibo are incomplete, correspondingly. 

Table 4.1.1 General data collecting status 

 Delivered 
questionnaires 

Received 
questionnaires 

Out of the 
target age 

range 

Incomplete or 
irresponsible 

answers 

Valid 
answers 

Home 
furnishing 

stores 

200 200 0 15 185 

Email 46 36 3 2 31 
Sina weibo 133 103 11 9 93 

Total 379 339 14 26 309 

Altogether, 81.5% of the questionnaires and 91.2% of the answers are valid. Which is 

acceptable to the research (Evans, 1991). 

4.2. GENERAL DISTRIBUTION 

4.2.1. GENDER 

As indicated in table 4.2.1 below, there are slightly more male citizens who complete 
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the answers than female citizens roughly. However, women participate more in 

face-to-face delivery, while more men answer from online delivery. In general, the 

difference is minor. 

Table 4.2.1 Respondents dimension by gender 

 Male Citizens Female Citizens 
Home furnishing stores 92 93 

Online 72 52 
Total 164 145 

4.2.2. INCOME 

As table 4.2.2 clearly reveals that the collected samples are from all income levels in 

China. As their ages are from 27 to 35 years old, which means they already had 

several years working experience in general, their salary is higher than average annual 

income in China, which is 51K¥ in 2013 (National Bureau of Statistics of the PRC, 

2014). This data also indicates that the collected sample is at a higher salary level. 

And most of them are the middle-class in China. 

Table 4.2.2 Respondents dimension by annual income 

 Less than 60(K¥) 60-229(K¥) More than 60 (K¥) 
Number 60 167 82 

Percentage 19.4% 54.0% 26.6% 

4.2.3. ANSWER DISTRIBUTION 

From the table 4.2.3 below, it is demonstrated that the answers gathered on the 

dependent variable groups (question 4 to 13) generally tend to be 3 or 4 (neutral or 

agree), which illustrates that when asking questions about obtaining “mianzi” and 

buying behavior, people are more influenced by the traditional concept and their own 

bias on purchasing furniture. In other word, they are more subjective than objective 

when choosing their reason of consumption. 
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Moreover, the Standard Deviation is around 1.2 in a width of 5, which means the data 

are of less dispersion. This indicates that there are more people holding similar ideas 

that is also called a “main stream”, than those carrying different views toward the 

“main stream”. Which also means Chinese people during 27 -35 tend to hold slightly 

positive answers when it is about gaining “mianzi”, competitive consumption and 

conspicuous consumption. 

Table 4.2.3 means, medians and standard deviations of collected answers 

 Mean Median Standard Deviation 

Q4 3.43 4 1.16 

Q5 3.04 3 1.38 

Q6 3.57 4 1.27 

Q7 3.41 4 1.16 

Q8 3.35 3 1.25 

Q9 3.25 3 1.22 

Q10 3.20 3 1.18 

Q11 3.57 4 1.09 

Q12 3.28 3 1.23 

Q13 3.30 3 1.24 

4.3. RELIABILITY AND VALIDITY 

4.3.1. RELIABILITY TEST 

Before launching factor analysis to test the reliability of the questionnaire, a 

correlation matrix analysis is carried out to estimate the possible correlations between 

different questions. As is indicated in the correlation matrix (see Table 4.3.1, 

Appendix 7.2-1), in general, questions about gender and income has few strong 

correlations with other questions (from -0.163 to 0.341), while questions measuring 

three key independent variables (brand, price and noticeability) have significant 
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correlations will all the questions referring dependent variables (from 0.472 to 0.877). 

Which means gender or income is not as important as brand, price or noticeability. 

This finding also proves that it is clearer to name the latter three as key independent 

variables as methodology part states. 

Besides, questions measuring competitive consumption and conspicuous consumption 

(questions Q8-Q10 and questions Q11-Q13 respectively) have strong internal 

correlation (0.426, 0.489, 0.8 and 0.7, 0.796, 0.789 correspondingly), however, 

without very strong external connection to each other (<0.309). On the other side, 

questions measuring “mianzi” gaining shows more complicated correlations. 

Although all the questions are correlated inside the group, Q4, Q5 and Q6 are strongly 

correlated with other groups as well. For instance, Q4 has strong correlation with both 

groups concerning consumption (from 0.365 to 0.870), while Q5 has significant 

correlation with all three questions referring conspicuous consumption (0.59, 0.633 

and 0.620), Q6 has certain correlation with questions regarding competitive 

consumption (0.391, 0.359, and 0.496). 

Thus, a factor analysis for the questions measuring 3 dependent variables (question 4 

to 13) is carried out to ensure the validity of the questionnaire, and bringing a more 

detailed view of the relation among them. Since it is the principal anxiety of validity 

research (Messick, 1995), it can also include all other types of proof of validity 

(Schotte, 1997). The factor analysis shows a relatively high KMO, which is 0.875 

with a significance of 0.000. As is shown in the table 4.4.1 below, questions from 8 to 

10 and 11 to 13 were formed on the same component, which are 1 and 2 respectively, 

revealing that the validity of the questions measuring competitive consumption and 

conspicuous consumption are high. However, questions from 4 to 7 are not loaded on 

the same component, instead, on three different components, which means there may 

be a certain degree of inconsistency that those questions may or may not be 

interpreted and understood by the respondents.  

Nonetheless, since there are 10 variables that belong to 3 groups, the result shows that 

there are three main components loaded in the test, which is close to the proposed 
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function of questions (Q4-Q7 measuring “mianzi” gaining, Q8-Q10 measuring 

competitive consumption and Q11-Q13 referring conspicuous consumption), there 

seems a three factors construction should be performed. However, since Q4-Q7 are 

questions measuring “mianzi” gaining, and Q4, Q6 both loaded on component 1, at 

the same time, Q1, Q3, both loaded on component 2, which may possibly be the 

factors represent competitive consumption (Component 1) and conspicuous 

consumption (component 2) respectively. It is more likely that there are some direct 

latent links with “mianzi” gaining and these two types of consumption, which are led 

by the phenomenon “mianzi” in Chinese home furnishing market. Therefore, there is 

certain degree of inconsistency on the form of the construct of question measuring 

“mianzi” gaining (Q4-Q7). Nonetheless, since it is more important to test whether all 

these four questions can measure “mianzi” gaining, despite some of them also have 

noticeable connection with other items, Q4, Q5, Q6, Q7 are still correlated with each 

other from the correlation matrix, which means those four questions are consistently 

in line with each other as a set to test “mianzi” gaining. 

In another word, the inconsistency mentioned above on the gauging of “mianzi” 

gaining may be partly due to the relation of “mianzi” gaining with competitive 

consumption and conspicuous consumption, rather than the construction of the set of 

questions measuring “mianzi” gaining itself. As Q11 and Q13 also have cross 

loadings on component 2 and 3 since there may be underlying connection between 

conspicuous consumption and “mianzi” gaining, because they are both closely linked 

with noticeability of the furniture due to former studies (Li et al., 2013. Feng, 1995). 
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Table 4.3.1 Factor analysis (Rotated Component Matrix) 

Variables 
Component 

1 2 3 
Q4 “mianzi” gaining .684 .639  
Q5 “mianzi” gaining  .911  
Q6 “mianzi” gaining .902   
Q7 “mianzi” gaining   .939 

Q8 competitive consumption .932   

Q9 competitive consumption .774   

Q10 competitive consumption .851   

Q11 conspicuous 
consumption 

 .526 .347 

Q12 conspicuous 
consumption 

 .660  

Q13 conspicuous 
consumption 

 .542 .333 

Extraction Method: Principal Component Analysis.  
Rotation Method: Varimax with Kaiser Normalization. 
a. Rotation converged in 6 iterations. 

Moreover, in order to discuss the structure further, and to explore the measurements 

deeper, a reliability analysis using Cronbach’s alpha for the separate constructs is at 

hand. 

4.3.2. VALIDITY TEST 

Table 4.3.2 (1) Reliability Statistics of Q4 – Q7 (“mianzi” gaining) 
Cronbach's Alpha Cronbach's Alpha 

Based on Standardized 
Items 

N of Items 

.753 .756 4 

Unlike the latter two tables, the Cronbach’s Alpha questions from 4 to 7 are about to 

reach 0.8 (which is the desired level). It shows a credible reliability of this group of 

questions, unlike the result from factors analysis. Based on the factor analysis alone, a 

conclusion of failure to meet adequate questions on gaining the sense of “mianzi” is 

expected. However, this level of Cronbach’s Alpha shows enough sufficiency of the 

questions measuring “mianzi” gaining. 
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Table 4.3.2 (2) Reliability Statistics of Q8 – Q10 (Competitive Consumption) 

Cronbach's Alpha Cronbach's Alpha 
Based on Standardized 

Items 

N of Items 

.798 .800 3 

The Cronbach’s Alpha of questions from 8 to 10 are almost 0.8, which reveals a high 

reliability, and those items are estimating the same interrelated activity. 

Table 4.3.2 (3) Reliability Statistics of Q11 – Q13 (Conspicuous Competitive) 

Cronbach's Alpha Cronbach's Alpha 
Based on Standardized 

Items 

N of Items 

.903 .906 3 

The Cronbach’s Alpha of question 11 to 13 is of a high reliability, as it reaches 0.9, 

which indicates a sufficient proof that a same underlying construction is measured 

through those 3 items. 

In summary, according to the result of Cronbach's Alpha, the construct of three sets of 

questions is with reasonably high validity. Based on the correlation matrix, which 

reveals the questions measuring “mianzi” gaining may have strong latent connection 

with competitive consumption and conspicuous consumption. However, they are still 

connected with each other consistently. Therefore, the three factors construct is of 

adequate reliability and sufficient validity. Thus, a regression based on the means of 

each set of questions is carried out. 

4.4. RESULTS 

In order to test the relationship between the dependent variables and independent 

variables, mean of questions for every latent variables is used in the linear regression 

based on the construct explained before. In detail, “mianzi” gaining is computed as 

the mean answers for questions 4-7, competitive consumption is calculated as the 

average answers for questions 8-10, and conspicuous consumption is gauge with the 

mean answers for questions 11-13. 
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First of all, a Pearson’s correlation analysis is conducted (As table 4.4) to test the 

statistical relationship between the indicators. (Chatterjee et al., 1991) When 

performing the linear regression, a Variance Inflation Factor (VIF) test is done at the 

same time to observe if the variables have a high correlation with each other during 

the regression. The acceptable VIF value is less than 5 (O’Brien, 2007). 

Since only questions of 2 scales, 3 scales and 5 scales are used in the questionnaire, 

which enables all data to be processed with a width of 5 (as shown in Table 4.4 (1)), 

in order to keep the same dimension of all options. 

Table 4.4 (1) Options dimensions 

Q2 (Gender) 1 (A)                        5 (B) 

Q3（income） 1 (A)         3 (B)         5 (C) 

Q4-Q16 1 (A) 2 (B) 3 (C) 4 (D) 5 (E) 

Therefore, the gender (two steps scale) is coded as 1 (A. Male) and 5 (B. female). The 

choices of income is coded as 1 (A. Less than ¥ 60,000), 3 (B. ¥ 60,000 - 229,000) 

and 5 (C. More than ¥ 60,000), and the rest questions are coded as 1(A. Disagree), 

2(B. Slightly disagree), 3(C. neutral), 4(D. slightly agree) and 5(E. agree). 

The result after linear regression from the three dependent variables by the means of 

their set of questions with all the 5 independent variables is list in Appendix 7.2, chart 

3-8, the standardized coefficients (β value) and significance level (depend on P-value) 

of the regression are represented in table 4.4.2. Which shows that the overall data of 

explanatory factor is quite significant. However, some significant correlations are 

displayed below. 
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Table 4.4 (2) General results of linear regression 

First of all, there is a notable relationship between price and “mianzi” gaining, since 

the statistical result is quite sufficient (as the average effect the price has on obtaining 

“mianzi” is of 99% level of confidence on “mianzi” gaining). This indicates that 

people who care about the price of a home furnishing generally have a high demand 

of “mianzi”. Moreover, the same relationship also can be found between noticeability 

and “mianzi” gaining, income and “mainzi” gaining. Which means people of higher 

income care about their “mianzi” more than people with lower income. On the other 

hand, Chinese people generally think that it is easier for them to gain “mianzi” with 

furnishings that can be seen obviously at home, which accords with the assumption 

raised before. 

Nonetheless, brand seems do not impact “mianzi” gaining among Chinese consumers 

when considering home furnishings from the result, while “mianzi” can be affected by 

the rest factors. 

Besides, as is illustrate in the table, competitive consumption and conspicuous 

consumption have an impressive similarity when reading the result roughly. Since all 

the three key independent variables shows remarkable effect on both of them. Which 

explains brand, price and noticeability of home furnishings do can trigger competitive 

consumption and conspicuous consumption. However, with deeper digging, it can be 

concluded from the table that noticeability has a prominent effect on conspicuous 

Questions Independent Variable 

 Gender Income Brand Price Noticeability 

“mianzi” gaining 0.050** 0.169*** 0.051 0.502*** 0.419*** 
Competitive 
consumption 

0.044 -0.051 0.366*** 0.285*** 0.253*** 

Conspicuous 
consumption 

0.024 0.019 0.168*** 0.159*** 0.685*** 

*  P<0.1  
** P<0.05  

*** P<0.01 
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consumption, whereas price and brand of home furnishings have greater influence on 

competitive consumption.  

What is more, it is interesting to find that, on average, when concerning “mianzi” 

gaining, female answered 0.05 higher on the five-step scale than male. Which 

indicates the female group in China care about “mainzi” more than male group in 

home furnishings to a certain degree. As this finding is not expected, a further study 

with a greater number of sample can be performed on this correlation, which can be of 

great contribution in Chinese consumer behavior in home furnishings industry. 

In general, the result of the regression can be described in the Figure 4.4 (3) below. 

Figure 4.4 (3) Correlations of analysis 

 

As there is an inconsistency occurred in the factor analysis on the questions 

measuring “mianzi” gaining (the factor analysis indicates that the four questions 

partly fail to capture the latent variable), and this issue is disregarded by the sufficient 

correlation matrix result and validity test, a second regression analysis is conducted 

by using the answer of each question directly. After the same procedure as regression 

analysis above (Pearson’s correlation analysis, VIF test and linear regression, the 

result of each analysis can be found in 7.2.9-7.2.29), the summary of this second 

regression can be found in 7.2.30, Table 4.4 (3) General results of linear regression by 

each question. The main findings in the second regression is highly consistent with 
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the former one. Which also attest the result of the proposed construct is of high 

confidence. 

4.4.1. HYPOTHESIS 1 

Brand-conscious has a positive correlation with “mianzi” gaining in home furnishing 

industry. 

As shown in table 4.4.2, brand-conscious shows no evident correlation with “mianzi” 

gaining.  

Therefore, hypothesis 1 is rejected. 

4.4.2. HYPOTHESIS 2A & 2B 

H2a: Price of furniture is positively correlated to “mianzi” gaining in home furnishing 

industry. 

H2b: Price of furniture can lead to competitive consumption in home furnishing 

industry. 

As indicated in Figure 4.4 (3), price has positive correlation with both “mainzi” 

gaining and competitive consumption. 

Thus, hypothesis 2a and hypothesis 2b is fully supported 

4.4.3. HYPOTHESIS 3A & 3B 

H3a: Noticeability of furniture has positive effect on “mianzi” gaining in home 

furnishing industry. 

H3b: Noticeability of furniture has a positive correlation with conspicuous 

consumption in home furnishing industry. 
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Figure 4.4 (3) shows clearly that noticeability of furniture is highly correlated with 

“mianzi” gaining and conspicuous consumption, and has positive effect on them. 

As a result, hypothesis 3 is significantly supported. 
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5. DISCUSSION  

In Europe, people living in a highly democratic society, individualism is widely 

accepted in this environment. People can be accepted even they are obviously 

distinctive from others. While in Chinese culture, people's self-identity depends not 

only on themselves, but also the group they belong to, such as family and friends. 

Influenced by the collectivist culture, Chinese always have more closed and frequent 

connections with people. Therefore, they care more about the feeling of others, or 

how others evaluate them. “mianzi”, contains a series of honors and can be the most 

influential factor of Chinese consumer behavior. Hence, “mianzi” concept can make 

adjustment to the direction and extent of China's social relationships as well as 

China’s consumption market.  

In this paper, it has been proved that brand-consciousness shows no consistent 

correlation with “mianzi” gaining in home furnishing industry. There is a significant 

relationship between prices and “mianzi” gaining, price as well as brand can lead to 

competitive consumption. In addition, noticeability of furniture is highly correlated 

with “mianzi” gaining and can lead to conspicuous consumption. Therefore, we can 

get our answer to our research question. It is that price and noticeability of furniture 

are positively correlated to “mianzi” gaining; price as well as brand can lead to 

competitive consumption and noticeability of furniture can lead to conspicuous 

consumption. In the following text, we will discuss our answers to the research 

questions, especially the reasons why these factors can influence Chinese consumers’ 

buying behavior. We will also explain why these “mianzi” consumptions happen in 

Chinese home furnishing industry. Knowing all these reasons, there will be some 

inspiration for marketing of home furnishing industry in China. 
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5.1. REASONS FOR CORRELATIONS BETWEEN COMPETITIVE CONSUMPTION 

AND PRICE IN HOME FURNISHING INDUSTRY 

Competitive consumption can also be explained by the collectivist motivation. People 

always get information from others in the group, which can also give them more 

pressure. Consumption within a group will generate impulse-purchasing behavior 

among other group consumers. Even though someone is with low income, she may 

also be driven by group motivation. 

Another reason related to Chinese culture is the parenting approaches. Partially 

because of the one-child policy during our respondents’ birth period, most of the 

parents prefer to spend money for their children and be thrift to themselves. 

Nowadays, it is normal in China that parents buy their children furniture or even a 

house because of the limited income of the children. It is common that elder Chinese 

know less about the brands of furniture than their children. Therefore, for them, 

spending their money on their children for expensive furniture is the reason leading to 

the competitive consumption. The fact that parents spoil their children too much can 

be a reason to their children’s’ competitive consumption in home furnishing industry. 

Although China has developed quickly in this decade, educational level of citizens 

still cannot catch Europe’s step. People know little about the brand knowledge, even 

famous luxury brands, let alone the brands in furnishing industry. Therefore, to most 

Chinese, it is safer to buy an expensive one instead of a famous one if they want to get 

others’ recognition or to compete with others’ furniture. 

China’s media can be blamed too. Now modern advertising is not primarily used to 

deliver business information, but to create ‘consumer fashion’. For example, some 

slogan will make you feel like a nonperson, and cannot fit in your group if you do not 

have that. These slogans can mislead consumer and lead to competitive consumptions. 
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At last, population migration can be a reason lead to the competitive consumptions. 

The large gap in regional economic development forces huge amount of people to 

move to big cities. Family statuses of them vary widely. Therefore the consumption 

level is uneven. Due to differences in levels of consumption, consumers will purchase 

blindly, which can cause the competitive consumptions. 

5.2. REASONS FOR CORRELATIONS BETWEEN COMPETITIVE CONSUMPTION 

AND BRAND IN HOME FURNISHING INDUSTRY 

Brand as a main character of a product, can be a tool to develop and dominate a new 

markets. It is reasonable that brand affects consumptions, especially competitive 

consumptions in home furnishing industry. It is considered to be controlled by 

conformity phenomenon. The appearance of conformity phenomenon in consumer 

behavior means that consumers are always influenced by herd pressure, consciously 

or unconsciously. Therefore, people take behavior of other consumers as a reference 

and make the choice consistent with the majority. Conformity phenomenon exists in 

our everyday life, especially in collectivism society like China.  

In home furnishing industry, Chinese consumers have little brand knowledge. Also, 

most Chinese do not have independent consumer experience dealing with home 

furniture. Most people barely move or decorate their home. As soon as they decide to 

purchase furniture, competitive consumption can happen because of conformity. To 

satisfy their competitive psychology, they have the desire to be recognized and 

accepted by others. During the decision process, Chinese consumers can be bushed 

about which brand they should choose and thus purchasing furniture of same brand to 

others’ becomes the only way to reduce the risks and get recognized.   

On the contrast, conspicuous consumption may not happen in home furnishing 

industry catering for brand. The lack of brand knowledge in this industry can be 

blamed. People cannot show off furniture with a brand others do not know even if it’s 
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a high-end brand. That could be the reason why Chinese consumers do not see 

furniture brand can give them “mianzi”.  

5.3. REASONS FOR NOTICEABILITY OF FURNITURE CAN LEAD TO 

CONSPICUOUS CONSUMPTION IN HOME FURNISHING INDUSTRY 

As mentioned above, Chinese would like to show off in public to get “mianzi” 

however in private, they would like to be thrift. It is also related to the income. On 

one hand, richer people can afford expensive goods both in public and private. On the 

other hand, however, less rich people need to save money in private life in order to 

spend more money in public to gain “mianzi”. For them, a product that can be shown 

to others is more valuable to invest than a product others cannot see. They want to get 

praised by others, so they would like to invest in furniture, which can be placed in 

their drawing room. 

In Chinese culture, it is necessary to invite someone to your home as a return if that 

person has invited you to her place, especially for young people, who enjoy 

communication with others. Also when in holidays, Chinese have the tradition to go 

to all their relatives home to get together and celebrate. Therefore, more and more 

Chinese care about the furniture put in their drawing room or dining room (easy to be 

noticed). They enjoy the feeling of “mianzi” when a friend visit and say something 

good about their new furniture. 

There is another situation. When someone without good education level suddenly got 

rich, he wanted to show others that his social status has reached a new level. So he 

would buy expensive products to demonstrate that he reached a new consumption 

level. However, he has no brand knowledge, but to measure the goods with price. The 

selecting standard is not the brands’ culture or product’ quality, but whether others 

can acknowledge it. Therefore, price and noticeability are the most important factors 

that can affect his conspicuous consumption.  
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5.4. REASONS LEAD TO “MIANZI”/ “FACE” CONSUMPTION IN HOME 

FURNISHING INDUSTRY 

Competitive consumption as well as conspicuous consumption see others’ opinion as 

much importance factor, which fit the concept of “mianzi”. However, the reasons why 

“mianzi” consumption occurs in China’s furnishing industry are varied.  

First, living standard in big cities has been improved dramatically, so as the increased 

consumption level. Furniture, as more expensive durable goods is pivotal in living 

standard. People just started to enjoy life and pursue high quality stuff. 

Secondly, although economy develops quickly, there is still a huge gap between the 

rich and the poor. Rich people want to demonstrate their social status and identities 

through purchasing products, which poor people cannot afford. Price of similar 

furniture can vary severely, which is capable of distinguishing rich from poor. 

However, the most fundamental reason is that “mianzi” concept has been ingrained 

since ancient times, which cannot easily be changed. Moreover, Chinese collectivist 

society generates high dependence between people and Confucian concept regards 

personal identity maintenance as an important concept. 

5.5. REASONS FOR “MIANZI” CONCEPTION INFLUENCING COMPETITIVE 

CONSUMPTION AND CONSPICUOUS CONSUMPTION. 

"Mianzi" is an ancient concept of rich Chinese vocabulary. Chinese usually judge 

others by observing whether he can gain the “mianzi”, when they can't see his 

talent capacity or power status.  

The transformation of Chinese social structure leads to the change of social classes. 

Moreover, the uneven distribution of resources restricts someone's consumption 

capacity. Nonetheless, the increasing gap between the rich and the poor makes people 
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want to prove their strengths to gain “mianzi”. Since consumption has symbolic 

function that demonstrate their social status, in order to win in the social status and 

reputation in the competition, a round by round of consumption competition is formed 

among people. As the Chinese build their own position through self-comparison with 

others. Once they see the disadvantage through comparison, buying items to 

improve the quality of life will be encouraged to eliminate the unfavorable feeling. 

And this is how “mianzi” conception influencing competitive consumption. 

Conspicuous goods can bring consumers with material utility and vanity utility. 

Through the consumption of special commodity, people feel respected by others and 

can get a sense of satisfaction. Thus, Chinese conspicuous consumption is affected by 

Chinese social cultural traditions and interpersonal relationships. 

There are three main reasons that “mianzi” conception can influence conspicuous 

consumption: firstly, China has emerged a group of spending power of the rich class, 

they pursue the quality and personalized consumption. The relatively high family 

income allows people to have more affordability for conspicuous consumption. 

Besides, to some extent, the income level also determines the social status. Therefore, 

family with lower income also have a strong demand for social status, but they are 

without enough economic ability to support them to improve their social positions 

by conspicuous consumption; secondly, the wealthy class always show off their 

expensive goods, especially luxuries, which  forms a kind of demonstration effect. 

The feeling of having more “mianzi” can lead to heavier conspicuous consumption; in 

addition, with more generation under “one-child” policy entering the society, their 

consumption concept has been changed emerged and triggered. However, their 

families also has the ability to support them. It is easier for new generations to 

purchase expensive goods whenever, whatever they want, in order to show off their 

social status. Therefore, people who are more sensitive to “mianzi” conception also 

makes more conspicuous consumption. 
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5.6. INSPIRATION FOR MARKETING OF HOME FURNISHING INDUSTRY. 

From the above, it is obvious that the peculiarity of Chinese consumer behavior 

originates from the “mianzi” concept which is unconsciously influenced by the 

Chinese cultural environment and is not restricted by consumer income. Thus, 

“mianzi” consumption is universal among Chinese consumers, which offers benefits 

to entrepreneurs who take advantage of “mianzi” conception and also gives risks to 

the ones who ignore it.  

5.6.1. PRICING DIFFERENT TYPE OF FURNITURE WITH DIFFERENT STANDARDS. 

Entrepreneurs are used to adjusting their products’ price according to the local 

market’s demands. However in this thesis, it is recommended that price of different 

type of furniture should be adjusted based on the noticeability of the furniture. If it is 

the one that has strong ability to show the identity of the owner, the price may be 

slightly higher than the competitors, this will increase consumer’s purchasing 

behavior of “mianzi” perception. In this situation, with higher prices and sales 

corporate profits realize maximized. While, for the furniture used in more private 

location and occasion should be priced similar to the average market price. This is 

because price for private use products usually does not affect “mianzi” gaining, but is 

restricted by the private thrift in Chinese culture.  

5.6.2. FOCUS ON BRAND BUILDING, SELLING “MIANZI” TO CUSTOMERS.  

Brand as a symbol, not only represents the value of the product and the implication of 

the corporate culture in a traditional way, but also embodies the status of the user's 

identity and personality. As analyzed above, brand may be an obbligato factor 

affecting competitive consumption. Chinese consumers made competitive 

consumption related to brand cater for the conformity, but not the “mianzi” 

conception because of the lack of brand knowledge in home furnishing industry. 

Entrepreneurs in this industry should create a high-end brand value and make it a 
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symbol of high quality of living standard. All aspects of business should be improved, 

like product quality, pre-sales, after-sales service, to enhance brand reputation and 

awareness in China, and thereby enhancing brand value. When a brand can be 

recognized by Chinese customers as a symbol standing for the sense of superiority, 

conspicuous consumption and other “mianzi” consumption will also occur in Chinese 

home furnishing industry.  

5.6.3. MAKING THE UTMOST OF THE CUSTOMER'S “MIANZI” RESOURCES. 

In addition to respecting and maintaining the customer's face, with the development of 

commercial enterprises networks, entrepreneurs can also take advantage of the 

customer “mianzi” resources and help to form a business network to link individual 

customers together. For example, companies can organize social activities open to 

their previous customers, integrate the customer’s personal social networks to expand 

existing business networks. What’s more, this is a way to give unique user experience 

to the customers, which can increase brand awareness and raise competitive 

consumptions. 

5.6.4. TRAIN STAFF TO PROTECT CONSUMERS’ “MIANZI”  

First, in marketing activities, the consumer's identity and image should be taken into 

consideration. Salesmen need to be trained to keep the preservation of customers’ 

dignity. They should also be sensitive to the ‘competitive’ and ‘show off’ 

psychological characteristics of Chinese consumers, and then respond appropriately. 

For instance, when dealing with consumers who care more about the “mianzi” 

perception, salesman should mention more about the social value of the furniture; 

while with the ones show less interests in “mianzi”, salesman should emphasize the 

functionality. However, satisfaction of the customers during consumption is always 

the pivot. 
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5.7. CONCLUSION  

In conclusion, the abovementioned arguments confirmed that price and noticeability 

of products are positively correlated to “mianzi” gaining, while brand-consciousness 

shows no consistent correlation with “mianzi” gaining in home furnishing industry. 

This result supports previous studies by Li Lin, Dong Xi and Richard M. Lueptow. 

Specifically, brands do not necessarily bring more “mianzi” to Chinese consumers, 

what matters is how expensive the item is. However, brand of furniture is correlated 

with competitive consumption, which can be explained by conformity phenomenon. 

With limited brand knowledge, Chinese consumers purchase furniture of brand that 

others are familiar with to reduce the risks and get acknowledgement. This 

phenomenon can give entrepreneurs inspiration about how brand influence Chinese 

consumers' buying behavior so as to dig the potential market in Chinese furnishing 

industry through branding. 

There is a significant relationship between price and “mianzi” gaining as well, 

indicating that people who care about the price of home furnishing generally have a 

high demand of “mianzi” gaining, which also supports the former researches. Price of 

the furniture through inflecting “mianzi” gaining, can lead to competitive 

consumption. The result reveals how price influences Chinese consumers' buying 

behavior in home furnishing industry. 

Besides, noticeability of furniture is highly correlated with “mianzi” gaining and 

conspicuous consumption, as well as competitive consumption. This can also be 

related to public face “mianzi” and private thrift in Chinese consumer 

behavior. Chinese consumer would like to purchase high-price furniture to show off 

to someone he invited to home to get “mianzi”. However, with limited income he has 

to be thrift in private to save money. Therefore, even citizens with limited budget also 

need to save money in private life in order to spend more in public to gain “mianzi”. 

This finding exposes the truth that products that can be easily noticed have more 



50 
 

chance to be purchased by Chinese consumers to gain “mianzi”. 

Through these two findings above about how price and noticeability of products 

influence Chinese consumers' buying behavior in home furnishing industry, 

entrepreneurs should seize the opportunity to increase revenues by pricing different 

type of furniture with different standards. 

From a panoramic view of the situation, with higher living standard level as well as 

increased consumption level, Chinese consumers just begin to enjoy life and pursue 

higher quality goods. Although economy develops substantially, huge gap between 

the rich and the poor has not been filled. The rich want to demonstrate their social 

status through buying expensive products whereas the poor want to purchase more to 

catch up with the rich. Both of these factors integrated with the Chinese collectivist 

and Confucian concept lead to “mianzi” consumption. To pander to the trend of the 

times, companies should train staff to protect consumers’ “mianzi”, and also utilize 

the customer's “mianzi” resources to expand business and get profits. 

5.8. LIMITATIONS AND FUTURE RESEARCH 

5.8.1. LIMITATIONS 

Since the research of this paper is mainly restricted to citizens in first to third tier 

cities in China, and the ages of the respondents are limited to the range from 27 to 35 

years old, the main limitation is the behavior difference from big cities to small cities, 

or even countryside, villages. What is more, the difference between young people and 

old people is also left out of consideration in this study. 

Furthermore, since China is a country of 56 ethnic groups with various characteristics, 

cultures and customs varied by area greatly. This key element is also excluded from 

the research, which can critically influence consumer behavior as well. 

Also, there is still no mature scale to measure “mianzi” consciousness. Found during 
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the investigation of this study, respondents may hide their true thoughts when 

answering questions involving consumer psychology, which could lead to deviation of 

objectively real data. 

Besides, since there are furnishings of variety ranges, from low-end to high-end. This 

factor haven’t been measured particularly, which is still important when it comes to 

consumer buying behavior. 

5.8.2. FUTURE RESEARCH 

The result present in this paper only shows a corner of idiosyncratic Chinese 

consumer behavior since we only focused on “mianzi” phenomenon. However, there 

are many other factors that worth studying regarding the social structure and basic 

conditions inside the country. For example, there are scholars that proved that 

bureaucracy could affect buying behavior in Luxury industry. It is possible that this 

could happen in high-end home furnishing industry as well. 

On the other hand, although the result propose gender does can affect “mianzi” at 

some degree, a more detailed study is still needed. Moreover, gender towards 

competitive consumption and conspicuous consumption is an interesting topic as well 

since “mainzi” is so deeply bounded with these two consumption types. Considering 

the ingrained perceptual that men and women are different, it could be a very 

interesting research topic to help understand Chinese consumer behavior in depth that 

how women and men are exactly different on “mianzi”, competitive consumption and 

conspicuous consumption. 
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7. APPENDIX 

7.1. FIGURES AND TABLES 

1. Figure 1.1 Real GDP Growth in Emerging Economies 2009 - 2012 
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2. Figure 1.2 (1) China chasing USA as global leader in home furnishings 

 

 

3. Figure 1.2 (2) China Growth in Income per Household 
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4. Figure 1.2 (3) Growth in disposable income per capita 

 

5. Table 1.2 (4) Market share of home furnishing in China, 2013 
% retail value rsp 2009 2010 2011 2012 
IKEA China Investment Co Ltd  0.8 1.0 1.0 1.1 
Luolai Home Textile Co Ltd  0.5 0.7 0.8 0.8 
Shanghai Shuixing Home Textile Co Ltd  0.6 0.6 0.6 0.7 
Shenzhen Fuanna Bedding & Furnishing Co Ltd  0.3 0.4 0.5 0.5 
QuanU Furniture Co Ltd  0.5 0.5 0.5 0.5 
Chengdu Mingzhu Funiture Group Co Ltd  0.4 0.4 0.4 0.5 
Philips Consumer Electronics (Suzhou) Co Ltd  0.4 0.4 0.4 0.5 
Sunvim Group Co Ltd  0.3 0.4 0.4 0.4 
Beijing Qumei Furniture Co Ltd  0.3 0.4 0.4 0.4 
Hunan Mendale Home Textile Co Ltd  0.3 0.3 0.4 0.4 
Red Apple Furniture Co Ltd  0.4 0.4 0.4 0.4 
Opple Lighting Co Ltd  0.3 0.3 0.3 0.4 
Markor International Furniture Co Ltd  0.3 0.3 0.3 0.3 
Grace Group Co Ltd  0.2 0.3 0.3 0.3 
Panasonic Electrics Works China Co Ltd  0.2 0.3 0.3 0.3 
Hongkong Royal Furniture Holding Co Ltd  0.2 0.3 0.3 0.3 
Sunhoo Industrial Co Ltd  0.3 0.3 0.3 0.3 
Huafeng Furniture Co Ltd  0.2 0.2 0.3 0.3 
Sheep Home Textile Co Ltd  0.2 0.3 0.3 0.3 
NVC Lighting Holding Ltd  0.2 0.3 0.3 0.3 
Osram China Lighting Ltd  0.2 0.2 0.2 0.2 
Huayi Lighting Co Ltd  0.2 0.2 0.2 0.2 
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Suofeiya Home Collection Co Ltd  0.1 0.1 0.2 0.2 
Honland Lighting Co Ltd  0.2 0.2 0.2 0.2 
Ningbo Beyond Home Textile Co Ltd  0.1 0.1 0.2 0.2 
Foshan Electrical & Lighting Co Ltd  0.2 0.2 0.2 0.2 
Others  92.2 91.2 90.4 89.9 

 
6. Figure 2.5.1 the structure of Theoretical Framework. 

 
 

7.2. STATISTICAL ANALYSIS 

1. Table 4.3.1 Correlation Matrix 

 

 
 
 
 
 

"mianzi" consumption

competitive consumption conspicuous consumption

particular Chinese consumer behavior

"mianzi" consciousness

Cultural stimuli
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2. Table 4.4 Correlation Matrix with Pearson’s correlation analysis 

 

3. “mianzi” gaining (mean of Q4-Q7) Table 1 Model Summary 

 

Model R R Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

1 .937a .878 .876 .33350 
a. Predictors: (Constant), noticeability, income, Gender, 
Brand, price 

4.  “mianzi” gaining (mean of Q4-Q7) Table 2 Coefficients 

 

Model 

Unstandardized 
Coefficients 

Standardize
d 

Coefficient
s 

t Sig. 

Collinearity 
Statistics 

B Std. Error Beta 
Toleran

ce VIF 
1 (Constant

) 
-.132 .093  -1.421 .156   

Gender .024 .011 .050 2.163 .031 .758 1.320 
income .119 .016 .169 7.296 .000 .748 1.336 
Brand .047 .034 .051 1.396 .164 .300 2.330 
price .442 .035 .502 12.715 .000 .259 2.868 
noticeabil
ity .381 .034 .419 11.181 .000 .287 2.481 

a. Dependent Variable: MIANZI 
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5. Competitive Consumption (mean of Q8-Q10) Table 1 Model Summary 

 

Model R R Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

1 .826a .683 .678 .58419 
a. Predictors: (Constant), noticeability, income, Gender, 
Brand, price 

6. Competitive Consumption (mean of Q8-Q10) Table 2 Coefficients 

 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

Collinearity 
Statistics 

B Std. Error Beta 
Toleranc

e VIF 
1 (Constant

) 
.432 .163  2.653 .008   

Gender .023 .019 .044 1.179 .239 .758 1.320 
income -.039 .028 -.051 -1.359 .175 .748 1.336 
Brand .367 .059 .366 6.199 .000 .300 2.330 
price .273 .061 .285 4.475 .000 .259 2.868 
noticeabil
ity 

.250 .060 .253 4.185 .000 .287 2.481 

a. Dependent Variable: competitive 

 

7. Conspicuous Consumption (mean of Q11-Q13) Table 1 Model Summary 

 

Model R R Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

1 .958a .917 .916 .31653 
a. Predictors: (Constant), noticeability, income, Gender, 
Brand, price 
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8. Conspicuous Consumption (mean of Q11-Q13) Table 2 Coefficients 

 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

Collinearity 
Statistics 

B Std. Error Beta 
Toleran

ce VIF 
1 (Constant

) 
-.283 .088  -3.208 .001   

Gender .013 .010 .024 1.287 .199 .758 1.320 
income .016 .015 .019 1.007 .315 .748 1.336 
Brand .178 .032 .168 5.563 .000 .300 2.330 
price .161 .033 .159 4.890 .000 .259 2.868 
noticeabi
lity 

.719 .032 .685 22.221 .000 .287 2.481 

a. Dependent Variable: conspicuous 

 

9. Correlation Matrix with Pearson’s correlation analysis by questions 
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10. Q4 Table 1 Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

1 .897a .804 .801 .519 
a. Predictors: (Constant), noticeability, income, Gender, 
Brand, price 

 

11. Q4 Table 2 Coefficients 

Model 

Unstandardized 
Coefficients 

Standardiz
ed 

Coefficient
s 

t Sig. 

Collinearity 
Statistics 

B Std. Error Beta 
Toleran

ce VIF 
1 (Constant

) 
-.850 .145  -5.880 .000   

Gender .003 .017 .006 .189 .850 .758 1.320 
income .273 .025 .316 10.759 .000 .748 1.336 
Brand .078 .053 .069 1.483 .139 .300 2.330 
price .528 .054 .487 9.743 .000 .259 2.868 
noticeabi
lity 

.371 .053 .331 6.985 .000 .287 2.481 

a. Dependent Variable: Q4mianzi 

 

12. Q5 Table 1 Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

1 .692a .479 .470 1.003 
a. Predictors: (Constant), noticeability, income, Gender, 
Brand, price 
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13. Q5 Table 2 Coefficients 

Model 

Unstandardized 
Coefficients 

Standardiz
ed 

Coefficient
s 

t Sig. 

Collinearity 
Statistics 

B Std. Error Beta 
Toleran

ce VIF 
1 (Constan

t) 
-.266 .279  -.954 .341   

Gender -.071 .033 -.103 -2.172 .031 .758 1.320 
income .070 .049 .069 1.434 .153 .748 1.336 
Brand -.153 .102 -.114 -1.502 .134 .300 2.330 
price .376 .105 .293 3.591 .000 .259 2.868 
noticeabi
lity 

.682 .103 .515 6.654 .000 .287 2.481 

a. Dependent Variable: Q5mianzi 

14. Q6 Table 1 Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

1 .852a .727 .722 .671 
a. Predictors: (Constant), noticeability, income, Gender, 
Brand, price 

15. Q6 Table 2 Coefficients 

Model 

Unstandardized 
Coefficients 

Standardiz
ed 

Coefficient
s 

t Sig. 

Collinearity 
Statistics 

B Std. Error Beta 
Toleran

ce VIF 
1 (Constant

) 
-.524 .187  -2.802 .005   

Gender .090 .022 .141 4.087 .000 .758 1.320 
income .205 .033 .217 6.248 .000 .748 1.336 
Brand .588 .068 .474 8.646 .000 .300 2.330 
price .507 .070 .428 7.241 .000 .259 2.868 
noticeabi
lity 

-.089 .069 .172 4.389 .000 .287 2.481 

a. Dependent Variable: Q6mianzi 
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16. Q7 Table 1 Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

1 .618a .382 .372 .924 
a. Predictors: (Constant), noticeability, income, Gender, 
Brand, price 

 

17. Q7 Table 2 Coefficients 

Model 

Unstandardized 
Coefficients 

Standardiz
ed 

Coefficient
s 

t Sig. 

Collinearity 
Statistics 

B Std. Error Beta 
Toleran

ce VIF 
1 (Constant

) 
1.113 .257  4.323 .000   

Gender .073 .030 .125 2.403 .017 .758 1.320 
income -.072 .045 -.084 -1.608 .109 .748 1.336 
Brand -.325 .094 -.286 -3.469 .001 .300 2.330 
price .359 .096 .331 3.721 .000 .259 2.868 
noticeabi
lity 

.561 .095 .500 5.931 .000 .287 2.481 

a. Dependent Variable: Q7mianzi 

 

18. Q8 Table 1 Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

1 .637a .406 .396 .974 
a. Predictors: (Constant), noticeability, income, Gender, 
Brand, price 
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19. Q8 Table 2 Coefficients 

Model 

Unstandardized 
Coefficients 

Standardiz
ed 

Coefficient
s 

t Sig. 

Collinearity 
Statistics 

B Std. Error Beta 
Toleran

ce VIF 
1 (Constant

) 
1.946 .271  7.176 .000   

Gender -.142 .032 -.227 -4.456 .000 .758 1.320 
income -.243 .048 -.262 -5.119 .000 .748 1.336 
Brand .456 .099 .374 4.624 .000 .300 2.330 
price .274 .102 .235 2.697 .007 .259 2.868 
noticeabil
ity 

.084 .100 .069 .841 .401 .287 2.481 

a. Dependent Variable: Q8comptitive 

20. Q9 Table 1 Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

1 .764a .583 .576 .794 
a. Predictors: (Constant), noticeability, income, Gender, 
Brand, price 

21. Q9 Table 2 Coefficients 

Model 

Unstandardized 
Coefficients 

Standardiz
ed 

Coefficient
s 

t Sig. 

Collinearity 
Statistics 

B Std. Error Beta 
Toleran

ce VIF 
1 (Constant

) 
-.222 .221  -1.002 .317   

Gender .084 .026 .138 3.242 .001 .758 1.320 
income .060 .039 .066 1.539 .125 .748 1.336 
Brand .336 .080 .283 4.177 .000 .300 2.330 
price .362 .083 .319 4.378 .000 .259 3.868 
noticeabi
lity 

.225 .081 .192 2.777 .006 .287 2.481 

a. Dependent Variable: Q9comptitive 
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22. Q10 Table 1 Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

1 .828a .685 .680 .669 
a. Predictors: (Constant), noticeability, income, Gender, 
Brand, price 

 

23. Q10 Table 2 Coefficients 

Model 

Unstandardized 
Coefficients 

Standardiz
ed 

Coefficient
s 

t Sig. 

Collinearity 
Statistics 

B Std. Error Beta 
Toleran

ce VIF 
1 (Constant

) 
-.430 .186  -2.306 .022   

Gender .126 .022 .212 5.728 .000 .758 1.320 
income .067 .033 .077 2.067 .040 .748 1.336 
Brand .308 .068 .267 4.549 .000 .300 2.330 
price .182 .070 .165 2.600 .010 .259 2.868 
noticeabi
lity 

.441 .068 .387 6.442 .000 .287 2.481 

a. Dependent Variable: Q10comptitive 

 

24. Q11 Table 1 Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

1 .894a .799 .796 .494 
a. Predictors: (Constant), noticeability, income, Gender, 
Brand, price 
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25. Q11 Table 2 Coefficients 

Model 

Unstandardized 
Coefficients 

Standardiz
ed 

Coefficient
s 

t Sig. 

Collinearity 
Statistics 

B Std. Error Beta 
Toleran

ce VIF 
1 (Constan

t) 
.497 .138  3.609 .000   

Gender -.020 .016 -.037 -1.266 .207 .758 1.320 
income -.088 .024 -.109 -3.666 .000 .748 1.336 
Brand .174 .050 .163 3.473 .001 .300 2.330 
price .150 .052 .148 2.919 .004 .259 2.868 
noticeabi
lity 

.685 .051 .652 13.568 .000 .287 2.481 

a. Dependent Variable: Q11consipicous 

26. Q12 Table 1 Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

1 .887a .787 .784 .574 
a. Predictors: (Constant), noticeability, income, Gender, 
Brand, price 

27. Q12 Table 2 Coefficients 

Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardiz
ed 

Coefficien
ts 

t Sig. 

Collinearity 
Statistics 

B Std. Error Beta 
Toleran

ce VIF 
1 (Constan

t) 
-1.010 .160  -6.316 .000   

Gender .023 .019 .037 1.211 .227 .758 1.320 
income .185 .028 .202 6.591 .000 .748 1.336 
Brand .175 .058 .145 3.000 .003 .300 2.330 
price .322 .060 .280 5.376 .000 .259 2.868 
noticeabi
lity 

.573 .059 .482 9.759 .000 .287 2.481 
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a. Dependent Variable: Q12consipicous 

 

28. Q13 Table 1 Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

1 .887a .787 .783 .579 
a. Predictors: (Constant), noticeability, income, Gender, 
Brand, price 

 

29. Q13 Table 2 Coefficients 

Model 

Unstandardized 
Coefficients 

Standardiz
ed 

Coefficient
s 

t Sig. 

Collinearity 
Statistics 

B Std. Error Beta 
Toleran

ce VIF 
1 (Constant

) 
-.335 .161  -2.075 .039   

Gender .038 .019 .061 1.988 .048 .758 1.320 
income -.050 .028 -.054 -1.758 .080 .748 1.336 
Brand .187 .059 .154 3.182 .002 .300 2.330 
price .012 .060 .010 .197 .844 .259 2.868 
noticeabil
ity 

.899 .059 .751 15.176 .000 .287 2.481 

a. Dependent Variable: Q13consipicous 
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30. Table 4.4 (3) General results of linear regression by each question 
Questions Independent Variable 

  Gender Income Brand Price Noticeabili
ty 

“mianzi” 
gaining 

Q4 0.006  0.316***  0.069  0.487***  0.331***  
Q5 -0.103**  0.069  -0.114  0.293***  0.515***  
Q6 0.141***  0.217***  0.474***  0.428***  0.172*  
Q7 0.125**  -0.084  -0.286**  0.331***  0.500***  

Competitive 
consumption 

Q8 -0.227***  -0.262***  0.374***  0.235*  0.069  
Q9 0.138**  0.066  0.283***  0.319***  0.192*  

Q10 0.212***  0.077  0.267***  0.165*  0.387***  
Conspicuous 
consumption 

Q11 -0.037  -0.109***  0.163**  0.148**  0.652***  
Q12 0.037  0.202***  0.145**  0.280***  0.482***  
Q13 0.061  -0.054**  0.154  0.010  0.751***  

*  P<0.1  
** P<0.05  

*** P<0.01 

7.3 QUESTIONNAIRE (ENGLISH VERSION) 

1. Please select your age range. 

A. Less than 27 years old  

B. 27-35 years old 

C. More than 35 years old 

 

2. Please select your gender. 

A. Male  

B. Female 

 

3. Please select the range of your annual personal disposable income (income after 
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tax). 

A. Less than ¥ 60,000 

B. ¥ 60,000 - 229,000 

C. More than ¥ 229.000 

 

4. I want to get others’ recognition after buying furniture. 

A. Disagree  B. Slightly disagree  C. Neutral  D. Slightly agree  E. Agree 

 

5. When purchasing new furniture, I will consider whether others would like it. 

A. Disagree  B. Slightly disagree  C. Neutral  D. Slightly agree  E. Agree 

 

6. The furniture I bought can present/increase my social status. 

A. Disagree  B. Slightly disagree  C. Neutral  D. Slightly agree  E. Agree 

 

7. I always give a compliment to others’ furniture when visiting their home. 

A. Disagree  B. Slightly disagree  C. Neutral  D. Slightly agree  E. Agree 

 

8. After seeing nice furniture in others’ home, I would like to have a similar one. 

A. Disagree  B. Slightly disagree  C. Neutral  D. Slightly agree  E. Agree 
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9. I bought furniture of higher level compared to what my friends had. 

A. Disagree  B. Slightly disagree  C. Neutral  D. Slightly agree  E. Agree 

 

10. I want to have the best furniture among my friends. 

A. Disagree  B. Slightly disagree  C. Neutral  D. Slightly agree  E. Agree 

 

11. I would like to show others my new furniture after purchasing. 

A. Disagree  B. Slightly disagree  C. Neutral  D. Slightly agree  E. Agree 

 

12. I have bought furniture I didn’t need, because others liked it. 

A. Disagree  B. Slightly disagree  C. Neutral  D. Slightly agree  E. Agree 

 

13. I have bought furniture only because I wanted to show off. 

A. Disagree  B. Slightly disagree  C. Neutral  D. Slightly agree  E. Agree 

 

14. The furniture mentioned above is from famous brands. 

A. Disagree  B. Slightly disagree  C. Neutral  D. Slightly agree  E. Agree 

 

15. The furniture mentioned above is at a higher price than average. 

A. Disagree  B. Slightly disagree  C. Neutral  D. Slightly agree  E. Agree 
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16. The furniture mentioned above were put somewhere that can easily noticed by 

others. (E.g. guest room, guest toilet) 

A. Disagree  B. Slightly disagree  C. Neutral  D. Slightly agree  E. Agree 

 

 

 


