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Introduction
Today, Chinese women are facing and experiencing a mixture of traditional and modern values.  As China has undergone considerable social and economic change in recent years which has developed a strong consumer market for western brands.  Growing number of consumers, especially the female consumers are in a position to purchase a wide variety of non-staple consumer goods (Kim, Forsythe, Gu and Moon 2002).  Marketers of western brands are then attracted to this huge size and potentiality of female market in China, and therefore have to understand the needs and values of this market to develop better branding strategies to capture this lucrative sector.
Effects of “Face” on brand value and brand attitudes
Face refers to a sense of favourable social self- worth that a person wants others to have of him or her in a relational and network context (Ting-Toomey & Kurogi, 1998). Therefore, in a collectivistic culture like China, with the influence of Confucianism, the traditional Chinese self is viewed as relations with others, and face is regarded as an important value to reflect prestige of not just individuals but also the family.  And it is also argued that face consciousness relate to product consumption, especially for the high prestige branded products that would bring face to the consumer (Tse, 1996).  Furthermore, it is pointed out that Southeast Asian consumers place more emphasis on publicly visible possessions than western consumers (Wong and Ahuvia 1998; Bao, Zheng Zhou & Su 2003). This leads to the fact that consumers who are face oriented will tend to consume luxury products as a symbol of success and possession of “face”.  This can explain the reasons of high demand of Louis Vuitton bags and Gucci bags among Asian consumers (Vutton 2005).  
Research studies in the area of female Chinese consumers in the context of cultural differences are few recently, while many well known studies in this area were carried out in the late 80s and 90s.  This research study aims to investigate the differences between Chinese females in Hong Kong and Mainland markets with reference to their brand values and brand attitudes.  In addition, we will also measure the influences of their face related brand values and attitudes on their consumption of luxurious products.  Implications will be drawn from the research findings to advice marketers who are interested in the female consumer in Greater China, especially in the branded goods market.   

Chinese consumers and branding
Culture can be broadly characterized as either individualist or collectivist (Hofstede 1991; Triandis 1998). For individualistic culture, ‘I-identity’ and personal self-expression are being emphasized against collectivistic that ‘we-identity’, symbol of success and wealth are highlighted. Further, comparing with the western societies, ‘face’ is an important concern in a Chinese society which refers to a claimed sense of favorable social self-worth that a person wants in a relational and network context.   It was discovered that Chinese consumers are more likely to be influenced by their reference group, relate product brands and prices to their face, and consider the prestige of the products in other-oriented consumption than are American consumers (Li and Su 2006).   In China, nearly everyone confronts face-related issues everyday (Gao 1998; Joy 2001) and consumption is regarded more as a tool to serve higher-order social needs than an activity in its own right (Tse 1996). 

According to a survey conducted by Tse (1996), around eighty-six percent of the Hong Kong students admit that their consumption pattern are influenced by their reference group, particularly on clothing. Tse suggests that the Chinese within the same social class is likely to conform to peers influence and behave in an ‘appropriate’ manner. In doing so, they are ready to accept and conform to community restricts of self-expression to consume the same kind of products or brand names is one of these restrict.

In short ‘luxury’ brand is the extreme end of the prestige-brand category. It is generally agreed that ‘prestige’ is a benchmark to measure the component of luxury brand. Past studies stressed that the ‘prestige’ in a brand consists of perceived hedonic conspicuous value or identity, perceived unique value, perceived social value, perceived hedonic value, perceived quality value and high awareness level (Vigneron and Johnon 1999; Biel 1992). Bagwell and Bernheim (1996) further suggest that consuming luxury brands is a means to achieve higher social status rather than for physiological utility and practical use.  In a study on Asian consumers (represented by Singapore and Hong Kong), Phau and Prendergast (2000) concluded that the Confucian values, such as respect for authority and desire for harmony are still highly represented in the Asian societies.  Further, Chinese consume products to reflect his/her status to maintain “face”, if not he/she will lose ‘face’.  Thus, buying luxury brand is seen as an indication of one’s social position and prestige. 
The latest Nielsen Global Luxury Brands Study shows that Hong Kong tops the world with most people claiming to buy luxurious brands such as LV, Gucci and Burberry (Nielsen March 17, 2008). Further, when money is not a concern to the brand conscious Hong Kong customers, forty percent express their desire to buy a LV product in the near future (source?)  Mainland China is also a growing force in the luxury business, Morgan Stanley analyst comments that the potential size of the Mainland’s luxury goods market is as large as 100 million people (The Standard, January 03, 2007). A manager of the Boston Consulting Group in Hong Kong further comments that “a luxury brand in China represents middle-class aspirations, so you cannot be too hidden”; therefore, a lot of products bearing visible logos are the best sellers in China (The Standard January 03, 2007). 

Face oriented brand value and attitudes in Greater China

Chinese consumers are not homogenous, as Greater China is a large market that covering different lifestyles due to the different social and economic standards, for example, Chinese female consumers in Hong Kong are more westernized while women in the Mainland are more traditional (Tai & Tam 1997).  However, the rapid economic growth has changed the lifestyle in the Mainland tremendously; this can be reflected in their increasing demand in luxurious brands.  For quite a long period of time, Hong Kong women have been achieving steady gain in education and attaining considerable economic power.  Hong Kong women are viewed to be more driven to succeed and more materialistic (Tai & Tam 1997).  Further, previous research studies discovered that Hong Kong consumers adopt unique consumption characteristics including liking for named brands and pride to be Hong Kong people when compare with the people from the Mainland. These results suggest that Hong Kong women are more brand conscious than their counterparts in the Mainland.  
Past studies found that consumers in the China Mainland place a strong emphasis on the performance dimension in their consumption choice (Seminik, Zhou and Moore 1986).  Unlike the Hong Kong Chinese consumers, they tend to pay more attention to the product quality and performance of products as they are relatively new to the free-market system.  Thus, consumers from various Chinese societies differ in their values and attitudes towards consumption of luxury brands.  As the world’s most brand conscious consumers and relatively experienced with luxury consumption, we therefore predict Hong Kong females tend to be more “face-oriented” in terms of values and attitudes when buying luxury brand names. 
Hypothesis 1:
Hong Kong females rate higher on Face-oriented Brand Values (FoBV) and Face-oriented Brand Attitudes (FoBA) than Mainland female.

Hypothesis 2:

Mainland females rate higher on Self-oriented Brand Values (SoBV) and Self-oriented Brand Attitudes (SoBA) than Hong Kong female.

Face orientation and luxury brand preference

Chinese consumers tend to concern identity and self esteem enhancement when purchase.  Studies found that Chinese consumers take face into consideration differently from American consumers (Hofstede 1991; Triandis 1998; Ho 1976; Ting-Toomey & Kurogi 1998).  As products and brands may communicate information about the identities of their owners (Belk, Bahn, & Mayer, 1982; Shavitt, 1990; Shavitt & Nelson, 1999), luxury brands are often purchased to enhance the social status (Dubois & Duquesne 1993).  It is asserted by previous research studies that people with high face consciousness tend to buy higher priced brands regardless of their income or social status in order to maintain public image (Gao 1998; Belk 1988).  Hence, face-consciousness can be expected to be positively related to brand conscious. And applying the concept into this study, it is expected that female who have strong perception of face oriented brand value are expected to have higher preference on purchasing luxury brands. 
Hypothesis 3:

Females score high on Face-oriented Brand Values (FoBV) tend to have higher purchase on luxurious brand.

Hypothesis 4:

Females score high on Face-oriented Brand Attitudes (FoBA) tend to have higher purchase on luxurious brand.
Methodology:

A survey study with a well constructed questionnaire was used to collect data regarding working female on brand values and purchase in both Mainland China and Hong Kong.  A pretest was conducted on the street in Hong Kong to test the measurements and some items were deleted according to the pretest result. Then a modified version was designed according to the language and appropriate demographic profile for the Mainland respondents. In Hong Kong, mall-intercept was being used, aiming at working female from mid-twenties to mid-forties; in the Mainland, questionnaires were distributed to female staff of both international and local companies, including Coca-cola and Citi Group. Total successful sample for mainland China is 73 while 140 for the Hong Kong sample.
The questionnaire was designed to cover ‘brand values’, ‘brand attitudes’, ‘real brand purchase’ and respondents’ demographic profile. For brand values and attitudes statements 6-points scale was being used. Based on factor loading method, statements are further categorized into ‘face-oriented brand values (FoBV)’ and ‘self-oriented brand values (SoBV)’ (Table 1).  
The attributes for self-oriented brand values are: durability, confidence, identity, taste, uniqueness and self expression, while attributes for the face oriented brand values are: hedonic, materialism, symbol of success and wealth.  Regarding self oriented brand attitudes, we have identified the statements to reflect respondents’ attitudes and feelings of luxury brands, such as being respected, self-identity, value for money etc. to reflect impacts of brand names on their own personal feelings, while for the face-oriented brand attitudes, the statements include feelings of how brand names would bring them with involvement of social interactions and interpersonal motives, such as buying gifts to people, sales people’s treatments in stores etc.  Details of statements can be found in Table 2.
In order to measure the relationships between the brand value orientations and purchase behaviour of luxury brands.  It is expected that different perceived brand values and attitudes will influence the consumption behaviour.  Hence, we have chosen Louis Vuitton bags, a well recognized and respected brand among Asian female consumers (Vutton 2005; Nielsen March 17, 2008), to be examined in this study to represent a luxury brand.   
Results
Although an assumption of a two dimensional structure (self-and face- oriented brand values/attitudes) was made, an exploratory factor analysis was performed on the initial 22-item scale to check item loadings and to allow the number of dimensions in the initial exploratory phase to be driven by the data.  A principal component factor analysis with varimax rotation was applied to determine the factor structure of brand values and attitudes in Hong Kong and China.  When interpreting the factors, a decision was made to discard the factor loadings of less than 0.50.  Those poor items were dropped in the item-to-total correlation tests and 19 items were finally retained in both vales and attitude tables.  A 2-factor model for both Chinese and Hong Kong samples was concluded for both values items and attitude items (Table 1 and 2).
Hypothesis 1

Table 3 and Table 4 shows the t- test results of the brand values and brand attitudes between the two sets of samples: mainland Chinese and Hong Kong Chinese.  Independent Sample Mean Test was employed to measure the significant differences between samples of mainland China and Hong Kong.  Levene’s Test for Equality Variances was used to determine the significant differences between the two sets of samples. If the sig. of the Levene’s test is < 0.05, we check the "Equal variances not assumed", while if the sig. of the Levene’s test is > 0.05, we check the "Equal variances assumed".  It can be observed that seven attributes out of the ten attributes are significantly different between the respondents in Hong Kong and China (Table3).  Interestingly, all means scores of the mainland sample are higher than the Hong Kong sample which implying that mainland females perceive branded goods at a higher value than its Hong Kong counterparts.  In particular, the attributes of self oriented brand values “durability”, “confidence”, “taste”, “uniqueness” have a stronger p-value (<0.001).  This proves that mainland Chinese females are more concerned with the self oriented brand values than Hong Kong females.  While in the meantime, they are also more concerning the face-oriented brand values, especially on “hedonic” and “wealth” (p<0.01). Furthermore, for the face-oriented brand attitudes, Table 4 demonstrated that there were very strong significant differences (p<0.001) between mainland and Hong Kong females in the statements highlighting their feelings of brandings when social interactions involved, especially when buying gifts.  Hence, H1 cannot be supported.  
Hypothesis 2


H2 was tested with an Independent Sample Mean Test to measure the significant differences between means of the 2 sets of samples (Table 3 and 4).  In Table 3, it is clear that Chinese samples score higher in all self-oriented brand value attributes, and four out five are significantly different.  Similarly, in Table 4 Chinese respondents score higher than Hong Kong respondents in all the self-oriented brand attitude statements except statement 5 “despite the high price, it is wise to buy luxury brands”.  Of all the attitude statements, three of them showed significant differences between Chinese and Hong Kong samples.   Therefore, the mean results show that H2 on mainland females rating higher on self-oriented brand values and attitudes than its Hong Kong counterparts can be accepted.
Hypothesis 3
In order to measure the relationship between the brand value orientations and purchase behaviour of luxury brands.  We have chosen Louis Vuitton bags to represent a luxury brand for testing the impacts of brand values and attitudes on consumption behaviour.  Binary logistic regression was employed to measure the correlation between the brand values, attitudes and consumption of LV bags. For the self-oriented brand value attributes, only “taste” and “hedonic” indicate significant positive relationship with actual purchase of LV in the Hong Kong market while none of the attributes have relationship with the actual purchase of LV in the mainland market (Table 5).  Interestingly, face-oriented brand value attributes have no relationship with purchase of LV both in Hong Kong and Mainland markets except “materialism” showing a significant negative relationship in the Hong Kong sample. 
Further, this can be clarified by examining the actual purchase of LV.  For those who considered branding as “taste” scored highest in purchase of LV (43.2% in Hong Kong versus 10.3% in mainland).  On the other hand, face-oriented brand value attributes such as “wealth” represented the lowest purchase in mainland (5.3%), while “materialism” represented the lowest in Hong Kong (21.9%)(Table 6).   Therefore, H3 on females score high on face-oriented brand values tend to have higher purchase on luxurious brands cannot be supported.

Hypothesis 4
H4 was concerned with the face-oriented brand attitudes and the impacts on purchase of luxurious brands.  Similar to the perceived brand values orientation, face-oriented brand attitudes as seen in Table 7 do not show strong relationship with purchase of LV. 
For the Hong Kong sample, a self-oriented brand attitude statement saying “despite the high price, it is wise to buy luxury brand” has the strongest significant in relationship of LV purchase (p< 0.05) which can also be reflected in its highest (58.3 %) actual purchase of LV in Table 8 comparing with other attitude statements. On the contrary, another statement “using luxury brands would make me feel superior” has a negative significant relationship with LV purchase which can be reflected in its lowest actual purchase (30%).

As for the mainland sample, there is no relationship between face- nor self-oriented brand attitudes and the actual purchase of LV.  In fact, the actual purchase of LV by the mainland females is much lower than its counterparts (highest 12.1% and lowest 4.2%)(Table 8).  This reflects its economic reality the lower real buying power in the mainland than Hong Kong.  The results in Table 7 demonstrated that there is no significant strong relationship between face-oriented brand attitudes and the actual purchase of LV while only two statements in Hong Kong has significant relationship between attitudes and purchase.  Therefore, the results cannot support H4 on the females score high on face-oriented brand attitudes tend to have higher purchase on luxurious brands.     
Implications and Conclusion

There is no significant relationship between Mainland respondents’ value, attitude and the purchase of LV, the most wanted luxury brand. The Mainland result is difficult to generalize as the percentage of LV buyers is very low (10.4% only) due to low wage and low disposable income on luxury brands. Although mainland consumers regarded “face” as very important when considering buying gifts for friends, overall purchase of LV is not high among them.  One way to explain this could be the nature of LV as it is a personal product rather than as a gift item for friends, therefore, the relationship between their attitude and purchase cannot truly reflect the “face” consideration. This can explain why the mean scores for Mainland respondents on “face-oriented brand attitudes” statements are high (ranged from 3.84 to 4.42) but no corresponding results on values, attitudes and purchase.
As for the Hong Kong market which is more experienced with luxury consumption and believes that it is worthwhile to spend on luxury goods as it is value-for-money, higher price means higher quality. As for Hong Kong LV buyers, they think that buying luxury brand reflect their taste and is a kind of enjoyment and satisfaction. Most of the working ladies in Hong Kong are economic independent, have their own ways of thinking and are considered as “smart” consumers, when buying “luxury brands” they emphasize self-actualization, that is “sense of superiority” and the right choice based on “value for money” rather than “face”.

To conclude, the long developed image of “face” seeking Chinese female consumers in mainland and Hong Kong may be undergoing a process of change. Consumption is determined by factors that can satisfy consumers’ personal values than merely “face” values or interpersonal factors.   
Table 1: Brand Values Factor Analysis
	
	Component

	
	1
	2

	1)
Durability
	.811
	

	2)
Confidence
	.776
	

	3)
Taste
	.710
	

	4)
Uniqueness
	.745
	

	5)
Self-expression
	.613
	

	6)
Hedonic
	
	.852

	7)
Materialism
	
	.861

	8)
Symbol of Success
	
	.660

	9)
Wealth
	
	.726


Extracted Method: Principal Component Analysis

Rotation Method: Varimax with Kaiser Normalization
Table 2: Brand Attitudes Factor Analysis 

	
	Component

	
	1
	2

	1)
Using “luxury brands” would make me feel different from others.
	.813
	

	2)
Using “luxury brands” would make me feel superior.
	.813
	

	3)
Using “luxury brands” would make me feel respected
	.826
	

	4)
We should only buy “luxury brands” that can reflect our self-identity
	.566
	

	5)
Despite the high price, It is wise to buy “luxury brands”.
	.805
	

	6)
Feel happy when recognized by others on the “luxury brands” we purchased.
	.602
	

	7)
We should consider the brand popularity when purchased
	.611
	

	8)
When buying gifts, we should purchase “luxury brands”
	
	.855

	9)
It is insulting for both gift givers and receivers if it is a “cheap brands”
	
	.889

	10)
We are happy when sales person treated as VIP.
	
	.505


Extracted Method: Principal Component Analysis

Rotation Method: Varimax with Kaiser Normalization
Table 3: Brand Values Means

	Self Oriented Brand Values
	
	
	

	
	Group
	Mean
	P-Value

	1)
Durability
	Mainland

Hong Kong
	4.77
4.16
	0.001 ***



	2)
Confidence
	Mainland

Hong Kong
	4.89

4.37
	0.000***



	3)
Taste
	Mainland

Hong Kong
	4.66
3.95
	0.000***



	4)
Uniqueness
	Mainland

Hong Kong
	4.22
3.57
	0.001***



	5)
Self-expression
	Mainland

Hong Kong
	3.90
3.52
	0.052



	Face Oriented Brand Values
	
	
	

	6)
Hedonic
	Mainland

Hong Kong
	4.40
3.86
	0.006**



	7)
Materialism
	Mainland

Hong Kong
	4.62

4.29
	0.108



	8)
Symbol of Success
	Mainland

Hong Kong
	4.27
3.72
	0.18



	9)
Wealth
	Mainland

Hong Kong
	4.44
3.85
	0.004**




If the sig. of the Levene’s test is < 0.05, we check the "Equal variances not assumed", while if the sig. of the Levene’s test is > 0.05, check the "Equal variances assumed"
Mainland: N=73, Hong Kong: N=140

Significant at 0.05 level, 

* p<0.05

**p<0.01

***p<0.001

Table 4: Brand Attitudes Means

	Self Oriented Brand Attitudes

	
	
	

	
	Group
	Mean
	P-Value

	1) Using “luxury brands” would make me feel different from others.
	Mainland

Hong Kong
	3.86

3.56
	0.081



	2) Using “luxury brands” would make me feel superior.
	Mainland

Hong Kong
	4.07

3.68
	0.027*



	3) Using “luxury brand” would make me feel respected
	Mainland

Hong Kong
	3.59

3.56
	0.988



	4) We should only buy “luxury brands” that can reflect our self-identity
	Mainland

Hong Kong
	4.22

3.95
	0.133



	5) Despite the high price, it is wise to buy “luxury brands”
	Mainland

Hong Kong
	2.95

3.16
	0.231



	6) Feel happy when recognized by others on the “luxury brands” we purchased.
	Mainland

Hong Kong
	4.22

3.94
	0.045*



	7) We should consider the brand popularity when purchased
	Mainland

Hong Kong
	3.95

3.62
	0.035*



	Face Oriented Brand Attitudes
	
	
	

	8) When buying gifts, we should purchase “luxury brands”
	Mainland

Hong Kong
	4.42

3.67
	0.000***



	9) It is insulting for both gift givers and receivers if it is a “cheap brands”
	Mainland

Hong Kong
	4.10

2.96
	0.000***



	10) We are happy when sales person treated us as VIP.
	Mainland

Hong Kong
	3.84

3.26
	0.008**




Mainland: N=73, Hong Kong: N=140

* p<0.05

**p<0.01

***p<0.001

Table 5: Regression on Value and Purchase

	Self Oriented Brand Values
	Hong Kong
	
	Mainland
	

	
	B
	Sig.
	B
	Sig.

	1. Durability
	.448
	.111
	-.221
	.553

	2. Confidence
	-.259
	.402
	-.008
	.988

	3. Taste
	.677
	.012*
	-.097
	.900

	4. Uniqueness
	.259
	.316
	.162
	.784

	5. Self-expression
	-.276
	.290
	-.238
	.572

	6. Hedonic
	.751
	.007*
	1.042
	.225

	Face Oriented Brand Values
	Hong Kong
	
	Mainland
	

	7. Materialism
	-.735
	.005*
	-.773
	.285

	8. Symbol of Success
	-.236
	.372
	.581
	.228

	9. Wealth
	-.202
	.421
	-.948
	.056


Table 6: Value and LV Purchase
	Hong Kong
	 %
	Mainland
	  %

	Taste
	43.2 (Highest)
	Taste
	10.3 (Highest)

	Materialism 
	21.9 (Lowest)
	Wealth
	5.3 (Lowest)

	Average
	33.0
	Average
	7.9


Table 7: Regression on Attitude and Purchase

	Self Oriented Brand Attitudes 
	Hong Kong
	
	Mainland
	

	
	B
	Sig.
	B
	Sig.

	1) Using “luxury brands” would make me feel different from others.
	.315
	.227
	-1.039
	.103

	2)
Using “luxury brands” would make me feel superior.
	-.814
	.040*
	.377
	.537

	3)
Using “luxury brand” would make me feel respected
	.128
	.692
	.146
	.746

	4)
I would only buy “luxury brands” that can reflect my self-identity
	.101
	.633
	.195
	.637

	5)
Despite the high price, it is wise to buy “luxury brands”
	.473
	.053*
	.459
	.285

	6)
Feel happy when recognized by others on the “luxury brands” we purchased.
	.003
	.992
	-.050
	.901

	7) We should consider the brand popularity when purchased
	.409
	.100
	-.337
	.475

	Face Oriented Brand Attitudes
	Hong Kong
	
	Mainland
	

	8) When buying gifts, we should purchase “luxury brands”
	.031
	.899
	.036
	.950

	9) It is insulting for both gift givers and receivers if it is a “cheap brands”
	-.141
	.525
	.039
	.929

	10) We are happy when sales person treated us as VIP.
	-.167
	.345
	.188
	.739


Table 8: Attitude and LV Purchase

	Hong Kong
	%
	Mainland
	%

	Despite the high price, it is wise to buy “luxury brands”
	58.3 (Highest)
	We should only buy “luxury brands” that can reflect our self-identity
	12.1
(Highest)

	Using “luxury brands” would make me feel superior.
	30.8 (Lowest)
	Using “luxury brands” would make me feel different from others.
We are happy when sales person treated us as VIP.
	4.2 
(Lowest)
4.2
(Lowest)

	Average
	38.0%
	Average
	7.3


References:

Bagwell, L.S. & Bernheim, B.D. (1996). Veblen effects in a theory of conspicuous consumption, American Economic Review, 86 (3), 349-73

Bao, Y., Zhou, K. Z., & Su, C., (2003), Face consciousness and risk aversion: Do they affect consumer decision making? Psychology & Marketing, 20 (8), 733-755

Belk, R. W. (1988), Possessions and the extended self, Journal of Consumer Research, 15, 139-168

Biel, A. L. (1992). How brand images drives brand equity, Journal of Advertising Research, 32 (6), 6-12.

Dubois, B., & Duquesne, P. (1993). The market for luxury goods: Income versus culture. European Journal of Marketing, 27, 35-44.European Journal of Marketingarket for luxury goods: Income versus culture. ted consumption than are American consumers (Li and 
Gao, G. (1998). An initial analysis of the effects of face and concern for “other” in Chinese interpersonal communication. International Journal of Intercultural Relation, 22, 467-482

Ho, D.Y.F. (1977). On the concept of face. American Journal of Sociology, 81, 867-884.

Hofstede, G. (1991). Cultures and Organizations: Software of the Mind. London: McGraw-Hill.

Kim, J., Forsythe, S., Gu, Q., & Moon S. J. (2002), Cross-cultural consumer values, needs and purchase behavior, Journal of Consumer Marketing, Vol. 19, 6, 481-502

Li, J. J., & Su, C. (2006), How face influences consumption: A comparative study of American and Chinese consumer, International Journal of Market Research, 49, 2, 237-256

Nielsen (2008). Neilsen global luxury brands study, Mar. 17

Phau, I. & Prendergast, G. (2000). Consuming luxury brands: The relevance of the ‘Rarity Principle’, Brand Management, 8 (2), 122-138.

Semenik, R. J., Zhou, N. & Moore, W. (1986), Chinese managers’ attitudes toward advertising in China, Journal of Advertising, 15, 4, 56-62

Shavitt, S. (1990). The role of attitude objects in attitude functions. Journal of Experimental Social Psychology, 26, 124-148.

Shavitt, S., & Nelson, M.R. (1999). The social identity function in person perception: Communicated meanings of product preferences.  In G.. R. Maio & J. M. Olson (EDs.), Why we evaluate: Function of attitudes (pp. 37-57). Mahwah, NJ: Lawrence Erlbaum Associates, Inc.

Sin, L. Y. M., So, S. L. M., Yau, O. H. M., & Kwong, K. (2001), Chinese women at the crossroads: an empirical study on their role orientations and consumption values in Chinese society, Journal of Consumer Marketing, 18, 4, 348-367

Strategic Direction (2005), Vuitton bags the affluent customers, Jul 05, 21, 7, 5-7

Tai, S. H. C., & Tam, J. L. M. (1997), A lifestyle analysis of female consumers in Greater China, Psychology & Marketing, 14 (3), 287-307

The Standard (2007), Hong Kong luxury consumption, Jan 03

Ting-Toomey, S., & Kurogi, A. (1998), Facework competence in intercultural conflict: An updated face-negotiation theory, International Journal of Intercultural Relation, 22, 187-225

Triandis, H.C. (1998) Vertical and horizontal individualism and collectivism. Advances in International Comparative Management, 12,7-35

Tse, D. K. (1996), Understanding Chinese people as consumers: Past findings and future propositions, In M. H. Bond (eds.), The handbook of Chinese psychology, Hong Kong: Oxford University Press

Vigneron, F. & Johnson, L.W. (1999). A review and a conceptual framework of prestige-seeking consumer behavior, Academy of Marketing Science Review [online], 99(1)

Wong N. Y., & Ahuvia, A. C. (1998), Personal taste and family face: Luxury consumption in Confucian and Western societies, Psychology & Marketing, 15, 423-441

Zhou K. Z., Su, C., & Bao, Y. (2002), A paradox of price-quality and market efficiency: A comparative study of the US and China markets, International Journal of Research in Marketing, 19, 349-365

1
[image: image1.jpg]


June 24-26, 2009

St. Hugh’s College, Oxford University, Oxford, UK


