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1. Introduction

Based on the rapid growth of the Chinese economy and the booming development
of the hotel industry market, the theory of face-saving consumption behavior in the
hotel industry has received widespread attention. Many consumers are overly con-
cerned about appearances during the purchasing process, leading to some unrea-
sonable phenomena in hotel marketing. Based on existing literature, this article in-
tegrates consumer purchasing behavior with "face consumption™ in high-star hotels.
It analyzes the factors influencing "face consumption™ in product purchasing be-
havior in high-star hotels through a survey questionnaire. The research concludes
that "face-saving consumption” positively influences the purchase of high-star hotel
products. Significant influencing factors include external factors, motivation, atti-
tude, and emotions. Through the research results, corresponding solutions are pro-
vided from the perspectives of high-star hotels and consumers. This guidance aims
to help consumers establish the correct concept of face-saving consumption,
thereby encouraging them to engage in healthy and environmentally friendly con-
sumption practices at high-star hotels.
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With the rapid development of China's economy, the hotel industry market driven by tourism and commerce in China
has also been booming. International-type grand hotels and super five-star hotels are emerging in China.

Because more "face consumption" is reflected in the hotel market, and as a service industry, high-star hotels should
not focus only on profits rather than product quality, and develop appropriate products for face consumers and de-
velop corresponding marketing strategies to obtain a sustainable and stable consumer base and market share in the
high-star hotel market. Consumers should also establish the correct concept of consumption, the reasonable use of
"face view" consumption, and focus on product "quality" rather than "look" not "use ".

2. Theoretical Overview

Face consumption usually refers to the active or passive climbing consumption due to the face. Qi Haifeng believes
that face is in fact the ideal state of affirmation and respect that individuals desire to obtain from others in social life
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(Qi, 2009). From the psychological view of the face, people need the existence of objective identity, high-star hotel
consumption purchase behavior and thus to carry out a specific consumer purchase behavior to obtain recognition,
and advanced transformation into people's faces. From management and marketing, face consumption focuses on the
perception mechanism of the consumer's face, and the impact of face on consumption (Song Xiaobing, 2012), "face
consumption™ guides the purchase behavior of high-star hotel products, while emphasizing the perceptual feelings of
individuals, face consumption will be recognized by others for their status and identity. Academic studies have shown
that the national face culture has a significant positive effect on the willingness to consume only high and middle-
grade goods, but not low-grade goods (Chen Gang, 2016). Thus, we know that due to the influence of "face con-
sumption”, consumers of high-star hotels in China are largely influenced by "face” to make purchases that reflect
their status and income and are recognized by others. Consumer self-construction not only affects face consumption
behavior in physical consumption, but also in tourism situations, and the resulting face consumption behavior is more
concentrated and stronger because it takes place in the tourist's non-conventional environment and in the view of the
relevant group (Guo Xiaolin & Lin Derong, 2015). The face culture has a great influence on tourism consumer be-
havior; an excessive face culture can cause aberrant tourism consumption behavior, but a reasonable face culture can
effectively promote the development of the tourism industry (Tian Bin, 2020). Accordingly, in studying the face of
tourists, it is found that people's consumption identity, which undergoes a shift from material identity to cultural
identity, is more dignified only on occasions that can fully demonstrate the advantages of cultural capital.

2.1 Research Hypothesis

According to the above literature review and related theoretical foundation, the research question is introduced: the
influence of "face consumption™” on the purchase behavior of high-star hotel products, consumers are directly or
indirectly influenced by external factors, motivations, feelings, and attitudes according to their own needs in high-
star hotels. From the perspective of high-star hotels, hotels need to attract consumers with appropriate product inno-
vation and marketing content, and because consumers have many factors such as gender, age, education, and work,
there are significant differences in the weight of selected "face consumption” influencing factors on consumers.

Therefore, this paper collates the results of the preliminary literature survey and simple interviews with consumers
and summarizes the research model, based on which the first basic hypothesis of this paper is proposed.

H1: "Face consumption” positively influences the purchasing behavior of high-star hotel consumers

Based on the first basic hypothesis and the theoretical study of "face consumption”, we analyze the significant
features that influence "face consumption™ in high-star hotels. Therefore, the other hypotheses of this paper are pro-
posed.

H1-1: External factors positively influence the purchasing behavior of "face consumption for high-star hotel prod-
ucts

H1-2: Motivation positively influences the purchase behavior of "face consumption™ for high-star hotel products

H1-3: Feelings positively influence the purchase behavior of “face consumption™ for high-star hotel products

H1-4: Positive attitudes influence the purchase behavior of "face consumption" towards high-star hotel products

If the research hypothesis of this paper is valid, we can develop a series of high-quality hotel products in the high-
star hotel market by developing different hotel management marketing methods and product innovation according to
different consumer psychological factors. At the same time, we can give consumers the correct "“face consumption”
behavior, so that each consumer can experience the best quality products in high-star hotels.

2.2 Research Subjects

This study uses the high-star hotels in Nanjing Park Expo Park as the survey site, specifically the hotels in the park
that have been officially opened in 2021. Data were collected from the consumers of the above-mentioned high-star
hotels, and the questionnaires were sampled by simple random sampling in the hotel lobby and lobby bar under the
principle of respecting the privacy of the guests and not disturbing their trips.

2.3 Questionnaire Design

Based on the research objectives and hypotheses of this paper, and with reference to the existing literature, this paper
designed a set of questionnaires to investigate the influence of "face consumption™ on the purchasing behavior of
high-star hotel products. The questionnaire was also modified according to the results of the survey on consumers

DOI: 10.26855/jhass.2024.05.036 1271 Journal of Humanities, Arts and Social Science



Jin Wang, Hao Liu

and practitioners of high-star hotels and the characteristics of high-star hotels, in order to design a questionnaire that
is closer to the psychological influences of consumers.

3. Data Analysis

The data for this study were mainly based on questionnaires. The data collection was conducted at the Banyan Tree
Nanjing Park, Westin, Indigo, and other hotels in Nanjing Park respectively for the consumers staying in the Park.
The questionnaires were distributed in the form of online distribution and field distribution. The web distribution
should use questionnaire star and spread through WeChat, QQ, and other channels.

The total time spent on the questionnaire survey was 1 month, and the number of questionnaires distributed reached
180, and the number of valid questionnaires successfully returned reached 166, with a valid return rate of 92.22%,
meeting the return rate of questionnaires in related studies.

In this paper, SPSS25.0 was adopted for statistical analysis of the data, and the results of the reliability analysis of
specific scales are shown in Table 1.

Table 1. Table of reliability values for each dimension

Measurement question items Cronbach's Alpha
External Influence 4 0.904
Motivation 3 0.877
Feelings 4 0.900
Attitude 4 0.919

The Cronbach's alpha values for all dimensions in the scale were greater than 0.8, which fully confirmed that the
reliability of the questionnaire was very good and met the specifications for data quality, allowing further analysis.

In this study, SPSS 25.0 statistical software was used to verify the theoretical construct validity of the questionnaire,
and the KMO and BARTLETT spherical tests were effectively used to test the correlation between each question
item, as detailed in the table below.

Table 2. Results of KMO and BRARTLETT sphericity test for each dimension

Variables KMO value Approximate cardinality Degree of freedom Significance
External Influence 0.85 409.298 6 0.000
Motivation 0.74 255.566 3 0.000
Feelings 0.844 399.198 6 0.000
Attitude 0.853 470.545 6 0.000

As can be seen from Table 2, the KMO values of the four variables of external influence, motivation, attitude, and
feelings are 0.85, 0.74, 0.844, and 0.853, respectively. the KMOs of the three variables of external influence, attitude,
and feelings are all greater than 0.8, confirming that the needs of factor analysis are well met; the KMO of the moti-
vation variable is greater than 0.7, confirming that the needs of factor analysis are met; the chi-square values of all
four variables The cardinality values of all four variables are very large, while the corresponding significant levels
are all 0, which is smaller than 0.05.

It is clear from the above that the four variables of this study can be used to do further exploratory factor analysis
and then the next step of analysis.

The factors were extracted by effectively using principal component analysis, and the eigenvalue ratio of 1 was
taken as the basis for assessing the common factors, while the standardized maximum variance method was fully
used to implement structural analysis, as shown in Table 3 below.
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Table 3. Total variance explained

Initial Eigenvalue Extraction of the sum Rotation Sum_s of
of squares of loads Squared Loadings
Ingredients
Total Efe :/(;erri];?\?:z Cumulative % Total Pe:faer?;?]%(; of Cumulative % Total
1 3.716 24,777 24.777 3.716 24777 24,777 3.289
2 3.131 20.875 45.652 3131 20.875 45.652 3.205
3 2.706 18.037 63.689 2.706 18.037 63.689 3.165
4 2.338 15.586 79.275 2.338 15.586 79.275 2.435
5 0.435 2.902 82.178
6 0.347 2.315 84.493
7 0.33 2.199 86.692
8 0.305 2.036 88.728
9 0.287 1.91 90.638
10 0.283 1.889 92.527
11 0.255 1.702 94.229
12 0.247 1.648 95.877
13 0.226 1.506 97.382
14 0.204 1.359 98.741
15 0.189 1.259 100

The total variance interpretation table revealed that there were four eigenvalues greater than one, so it was known
that the scale could have four factors.

Table 4. Model Structure

The attitude of "face consumption" in the purchase of high-star hotel products 0.909
The attitude of "face consumption" in the purchase of high-star hotel products 0.909
The attitude of "face consumption" in the purchase of high-star hotel products 0.888
The attitude of "face consumption" in the purchase of high-star hotel products 0.878
Influence purchase (outside influence) ( 0.914
Influence buying (outside influence) 0.881
Influence buying (outside influence) 0.866
Influence buying (outside influence) 0.863
The feeling of "face consumption™ in the purchase of high-star hotel products 0.885
The feeling of "face consumption™ in the purchase of high-star hotel products 0.884
The feeling of "face consumption™ in the purchase of high-star hotel products 0.872
The feeling of "face consumption™ in the purchase of high-star hotel products 0.869
The purchase motive of "face consumption™ in the purchase of high-star hotel products 0.911
The purchase motive of "face consumption™ in the purchase of high-star hotel products 0.889
The purchase motive of "face consumption™ in the purchase of high-star hotel products 0.887

As can be seen through Table 4, external influence mainly involves 4 question items, Q1-Q4 all incorporated into
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one factor, named external influence; motivation mainly involves 3 question items, Q5-Q7 all grouped into one factor,
named motivation; feeling contains a total of 4 question items, Q8-Q11 all grouped into one factor, named feeling;
attitude contains a total of 4 options, Q12-Q15 all grouped into one Q12-Q15 are all grouped into one factor, named
as attitude. The structure of the four clear factors was obtained through the analysis, which indicates that the previous
division of dimensions was also verified.

The general variables of gender, age, education, monthly income, and number of hotel stays per month were used
as control variables, and external influences, motivation, feelings, and attitudes were included as independent varia-
bles in the regression equation.

Table 5. Regression model

B Standard Error Wald  Significance  Exp(B)

1. Your gender: 0.295 0.353 0.701 0.402 1.344
2.Your age. 0.325 0.177 3.365 0.067 1.384

3. Your education. -0.168 0.209 0.644 0.422 0.845

4. Your occupation 0.089 0.173 0.267 0.606 1.093

5. Your monthly income is ($). -0.148 0.16 0.855 0.355 0.863
6. The average number of times you stay at a hotel per month. -0.21 0.179 1.374 0.241 0.811
External Influence 0.342 0.173 3.922 0.048 1.408
Motivation 0.27 0.259 0.195 0.019 1.073

Feelings 0.306 0.16 3.638 0.046 1.358

Attitude 0.227 0.168 0.027 0.027 1.028

Constants -2.325 2.06 1.274 0.259 0.098

The regression model shows that the p-value of external influence is 0.048, which is less than 0.05, and the regres-
sion coefficients are all greater than 0. The p-value of motivation is 0.195, which is less than 0.05, and the regression
coefficients are all greater than 0. The p-value of feelings is 0.046, and the regression coefficients are all greater than
0. The p-value of attitude is 0.027, and the regression coefficients are all greater than 0. This indicates that: external
influence has a significant positive impact on There is a significant positive influence of external influence on "face
consumption™ in the purchase of high-star hotel products, motivation has a significant positive influence on "face
consumption™ in the purchase of high-star hotel products, feelings have a significant positive influence on "face
consumption” in the purchase of high-star hotel products. "There is a significant positive effect of attitude on "face
consumption™ in the purchase of high-star hotel products.

In this study, the data collected supported the hypothesis through validation analysis that

1. H1, the hypothesis that "face consumption" directly and positively influences the purchase behavior of high-star
hotel consumers is confirmed.

2. H1-1, the hypothesis that external factors positively influence the purchase behavior of "face consumption™ for
high-star hotel products is confirmed.

3. H1-2, the hypothesis that motivation positively influences the purchase behavior of "face consumption" for high-
star hotel products is confirmed.

4. H1-3, the hypothesis that perception positively influences the purchase behavior of “face consumption™ for high-
star hotel products is confirmed.

5. H1-4, the hypothesis that attitudes positively influence the purchase behavior of "face consumption™ towards
high-star hotel products is confirmed.

Therefore, it is concluded that "face consumption” positively influences the purchase behavior of high-star hotel
consumers; external factors, motives, feelings and attitudes of "face consumption™ can positively influence the prod-
uct purchase behavior of high-star hotel consumers, and this part of factors The external factors, motivations, feelings
and attitudes of "face consumption™ can positively influence the purchase behavior of high-star hotel consumers.
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4. Countermeasures and Suggestions Based on the Findings of the Study
4.1 Countermeasures Given to the Hotel Management

4.1.1 Innovative Service Offerings

This study shows that "face consumption” positively influences the purchasing behavior of high-star hotel consumers.
In today's rapidly developing high-star hotel industry, what consumers need is not the same old hotel products, high-
star hotels reasonably use "face consumption” to innovate products, optimize product content, and make consumers
feel themselves in the process of consumption with high-quality and personalized hotel service products.

4.1.2 Maintaining Guest Relations

The study found that attitudes and feelings positively influence consumers' “face consumption™ in high-star hotels.
Therefore, high-star hotel practitioners should also pay attention to the views of consumers, maintain the relationship
with customers, when consumers have special anniversaries, take the initiative to wish consumers and feel good about
the hotel's consumption experience, which will deepen the next purchase attitude, while consumers will also advocate
others to buy and experience hotel products. In this way, high-star hotels not only understand what consumers think,
but also improve themselves, promote good relations with consumers, and expand the business market.

4.1.3 Innovative Marketing Methods

Research shows that "face consumption” positively affects the purchasing behavior of high-star hotel consumers. The
market of high-star hotels is large and widely distributed, if an enterprise can precisely market to the “face consump-
tion" crowd, carry out market segmentation and positioning, adjust and optimize its own products, and attract the
"face consumption” crowd to buy in a new way, for example. For example, high-star hotels can market their own
high-quality and high price products through the Internet, show their own characteristics and culture, strengthen the
hotel brand, and make it more convenient for consumers to "“face consumption"”, and the general environment of the
Internet can also influence consumers to compare and show off because of "face consumption”. The Internet envi-
ronment can also influence consumers to compare and show off due to “face consumption™. This will not only gain
a stable market share, but also create a new situation for hotel marketing.

4.1.4 Accurate Pricing

The "face consumption™ crowd is not very sensitive to price, high-star hotels in addition to high-quality products, but
also need to make consumers feel that the purchase of products has "face" and purchase motivation, in this environ-
ment can use the prestige pricing method, can make In this environment, the prestige pricing method can be used to
make the consumers who buy high-star hotel products especially dignified, and completely satisfy the demand for
face of these consumers. High-star hotel product pricing to raise prices and allow profit margins to expand, so that
corporate profits increase.

4.2 Advice to Consumers of High-star Hotels

Guide consumers to establish the correct concept of face consumption, so as to induce consumers in high-star hotels
healthy, green consumption. Not only to focus on the "look™ but also to use, to ensure their own "face" under the
premise of experiencing a better hotel product, in the purchase of high-star hotel products, pragmatic consumption.
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