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BAEATER Abstract: In the field of marketing, there is very lacking of deep understandings
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on the formation mechanism of consumer’s conspicuous consumption behavior (CCB).
This article developed and tested a relationship model among face consciousness,

status consumption tendency and CCB. Results showed that face consciousness was

3?@' positively correlated with four scales of CCB; face consciousness was also having
REd ﬂ:j> positive correlation with status consumption tendency. Overall, there were no
BAATER

St 0 obvious relationship between status consumption tendency and CCB. Status tendency
only had less negative impact on materialistic hedonism and communication of
belonging to/dissociation from a group.
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