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Attracting more consumers through mobile online platforms has become the most important thing for luxury brands. However,
few studies have explored how cultural context, as exempliﬁed by face consciousness and source credibility, inﬂuences the online
luxury consumption and promotion of mobile users. To ﬁll that research gap, this study constructed a research model of Chinese
consumers to examine the eﬀect of source credibility on the online luxury purchase and recommendation intentions of mobile
consumers, and the moderating eﬀects of face consciousness were examined. A structural equation model was also employed in
our study. Furthermore, a ﬁeld survey with 168 mobile online shopping customers was conducted to test the research model and
hypotheses. The empirical results conﬁrm the following: (1) the source credibility of online reviews had a positive eﬀect on the
online luxury purchase intentions of mobile customers but increased their intention to recommend the shopping site even more in
a luxury environment; (2) face consciousness had a negative moderating eﬀect between source credibility and the online luxury
purchase intention of mobile consumers; and (3) face consciousness had a negative moderating eﬀect between source credibility
and the luxury recommendation intention of mobile consumers. The implications for theory and practice and suggestions for
future research were also discussed.

1. Introduction
In this era of rampantly growing global electronic commerce, the number of people shopping online is increasing
exponentially. According to the latest report from the China
Internet Network Information Center (CNNIC), the number of online shoppers reached 639 million by June 2019 [1].
One of the online shopping categories is mobile online
luxury shopping, but due to problems, such as product
quality and poor service, consumers are less willing to buy
luxury goods online. Conversely, luxury brands have encountered global cold and negative growth in oﬄine stores,
and this has compelled luxury brands to consider online
sales. Nowadays, attracting more mobile consumers through
online platforms has become the most important thing for
luxury brands.
A review of the luxury consumption literature shows that
current research focuses on various factors, which include
motivation, such as the desire for uniqueness [2], status [3],

individual and psychological characteristics [4], and luxury
consumption attitudes and subjective norms and personal
values [5]. Shoppers are also drawn to luxury product brands
through expensive marketing [6, 7] although this can be
modiﬁed by cultural factors, such as traditional Chinese
attitudes toward face, social harmony, and guanxi [8]. Although scholars have made outstanding contributions in
understanding the basis of the online purchasing of luxury
goods, some of the most crucial aspects have been largely
ignored. These involve the inﬂuence of online source
credibility and cultural factors, such as face consciousness in
China. When considering the purchase of a luxury brand,
one key factor that must be considered is the source of the
goods [9]. When shopping online, the belief in the reliability
of the vendor becomes particularly essential as consumers
cannot see and touch the items in person. Moreover, luxury
goods are expensive, and consumers will spend more time
checking reviews and consumer reports about an online
seller before buying [10]. Another issue that must be

2

Mobile Information Systems

considered is social inﬂuence. Chinese consumers and
online sellers place considerable emphasis on saving face,
and this strongly inﬂuences online dealings, especially with
regard to luxury consumption [11]. To ﬁll the gaps in our
knowledge from prior studies, this investigation aimed to
examine how source credibility and face consciousness affected online the intentions of Chinese shoppers to purchase
luxury products. Thus, this study sought to answer the
following questions:
(1) How has source credibility aﬀected the online purchase and recommendation intentions toward luxury items of consumers?
(2) What role do cultural factors such as face consciousness play in online luxury purchases?
On the basis of the above discussion, this study examined
the eﬀect of source credibility on the online luxury purchase
and recommendation intentions of consumers, and the
moderating eﬀects of face consciousness were also been
examined in a Chinese context. By doing so, this study has
the following theoretical and practical implications. From a
theoretical perspective, this study enriched the body of the
socio-cultural and online luxury consumption literature by
examining the eﬀects of source credibility and boundary
conditions, such as face consciousness on the motivation of
Chinese online shoppers to buy luxury goods. In practical
terms, the conclusions of this investigation may be useful for
online marketers to understand how face consciousness
might be employed to strengthen source credibility and
increase the online purchase and recommendation intentions for luxury products of consumers. This rest of this
paper is organized as follows. Section 2 presents the theoretical background and hypotheses; Section 3 discusses the
research methods; Section 4 deals with the data analysis; and
Section 5 tackles the research ﬁndings, implications, and
limitations.

2. Theoretical Background and Hypotheses
Considering the salient role of source credibility and face
consciousness in high-end online shopping [10, 11], they
were incorporated into the research model and framed the
hypotheses accordingly.
2.1. Online Luxury Consumption. A literature review of
online luxury consumption was conducted (Table 1), and it
was realized that many scholars consider motivation a prime
driver of online behavior. For instance, the need for selfactualization, desire for high-end product quality, social
comparison, and the inﬂuence of the opinions of others were
all important inﬂuencers of luxury shopping. Investment for
future needs, gifting, special occasions, and emotional
purchasing [13] were also strong factors. Luxury values were
a combination of the hedonic and utilitarian with a distinct
bias toward the former, with the overall luxury value being
the goal [16]. Seeking to stand out from the crowd, desiring
an interdependent self-concept [18], and the need for
uniqueness [2] and status [3] were all prime motivators.

Many researchers have attempted to identify the key individual and psychological factors that predispose a person to
purchase expensive items online and have come up with a
long list including the evident ones of gender, age, and
income [4]; hedonic attitudes, subjective norms, and personal values [12, 17, 19]; and education, value consciousness,
and susceptibility to inﬂuence [15]. The attitude of an individual toward the value of high-end goods and services is
aﬀected by the desire for self-enhancement and positive
change [5], self-concept, social comparison, and materialism
[21]. Reference [14] studied the eﬀect of diﬀerent groups on
the online luxury consumption of consumers. The quality of
luxury products and the allure of designer brands are indispensable factors that should not be ignored when considering the online luxury consumption of consumers. Highend brands are perceived as premium quality [4]; hence,
brand consciousness and attitude [6, 7] and brand prominence [3] and uniqueness [5] ﬁgure largely as shopping
motivators. Other scholars have investigated online luxury
consumption from a cultural perspective, such as traditional
Chinese attitudes toward face, social stability, and guanxi,
together with political ideology [8], national norms, and
global consumer culture [12]. Furthermore, recent studies
have focused on how power deprivation aﬀects luxury
consumption [20], and Reference [22] examined how the
promotion and prevention focus of consumers inﬂuence
luxury purchase intentions. Previous studies have also made
outstanding contributions to the understanding of online
luxury consumption; however, most of them have ignored
the crucial role of source credibility and face consciousness,
especially in China. This investigation targeted source
credibility as it aﬀects high-end purchases and the inﬂuence
of face consciousness.
2.2. Source Credibility and Behavioral Intention. The credibility of a source refers to its perceived ability or motivation
to provide accurate and truthful information [23]. In this
paper, source credibility refers to how trustworthy an online
shopper believes the online review information of the
website is. Companies know that online reviews are one of
the most critical factors inﬂuencing the decision of a consumer to buy products from a particular online supplier [24].
To promote business, online retailers employ various
strategies to encourage consumers to write online reviews
after their purchases. Nonetheless, there is considerable
concern about the accuracy and quality of online reviews
because many of them may be false. Consumers then must
spend more time and energy in choosing the products they
want, especially luxury goods [9]. Thus, source credibility is a
particularly important factor that must be considered when
considering luxury sales online [10].
In regard to the relationship between source credibility
and the behavioral intention of consumers, past research has
found that highly credible sources are perceived as more
trustworthy than low-credibility sources, and thus their
messages are more persuasive [25]. Particularly, more
persuasive messages from credible sources have a positive
inﬂuence on users’ attitudes and intentions [26], decreased
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Table 1: Literature review of online luxury consumption.

Source
[12]

[13]

[14]
[15]

[16]

[4]

[8]
[17]
[18]

[19]
[6]
[20]
[3]

[2]
[7]
[5]

[21]
[22]

Antecedents
Research focus
Group level factors, such as national culture, global consumer Why consumers buy luxury, what they believe luxury is, and how
culture, individual, and psychological factors, such as personal their perception of luxury aﬀects buying behavior in India’s
value and attitude
context
Eight motives, self-actualization, product quality, social
comparison, others’ inﬂuence, investment for future, gifting, Chinese consumers’ motives for purchasing luxury products and
special occasions, and emotional purchasing; personal income, the interrelationships among individual diﬀerences, motives, and
age, the motives of gifting, others’ inﬂuence, and product
luxury consumption
quality
Diﬀerent groups, including elitist, distant, and democratic
Chinese consumers’ motives, attitudes toward luxury brands
group
(ATLB), and the impact of ATLB on consumer behavior
The underlying motivations for luxury consumption among
Value consciousness, susceptibility to normative inﬂuence, and
Chinese middle-class consumers; testing the relationships
the need for uniqueness; brand attitude and consumer
between psychological traits and attitudes toward the bestknowledge
known luxury brands
Comparing luxury value perceptions among British and Indian
Self-directed symbolic/expressive, experiential/hedonic,
consumers; providing a comparative context between collectivist
utilitarian/functional, cost/sacriﬁce, and overall luxury value
and individualistic markets
The reviewed literature on luxury marketing with an attempt to
Consumer characteristics, such as income and culture; buying
analyze luxury goods consumption from three diﬀerent
reasons, such as self-expression, and hedonism; and luxury
perspectives: product or brand, consumer characteristics, and
product/brand and perceived premium quality
buying motivations
Examined the eﬀect of traditional Chinese cultural values and
Traditional Chinese cultural values (face, harmony, and
adherence to political ideologies on materialism and interest in
guanxi), political ideology, and materialism
luxury products
How consumer values and motivation inﬂuence purchase
Religion, luxury consumption attitudes and personal values,
global consumer culture, and gender
intentions toward luxury goods
Examined the impact of various individual diﬀerences on
Status seeking, interdependent self-concept, need for
consumers’ propensity to engage in conspicuous luxury
uniqueness, and susceptibility to normative inﬂuence
consumption
How individual and social luxury values aﬀect customer attitude,
Individual value, social value, subjective norm, attitude,
behavioral control, and subjective norms and how these variables
behavioral control, and past experience
and experience inﬂuence the intentions to recommend and pay
more for luxury clothing in the Brazilian market.
Materialism, brand consciousness, consumer ethnocentrism,
Factors that aﬀect Chinese consumers’ attitude toward
and bandwagon behavior
purchasing luxury foreign fashion goods online
Conﬁrmed the eﬀects of power deprivation on luxury
Power deprivation
consumption and provided practical suggestions for luxury
brand managers and retail mall managers
How the use of a prominent versus subtle branding strategy and
Brand prominence and status consumption
status consumption aﬀect consumers’ intention to buy luxury
products across emerging and mature markets
Examined the inﬂuence of consumer goal attainment (extrinsic
Consumer needs for uniqueness, self-monitoring of expressive
and intrinsic) on the intention to purchase luxury products
behavior, and extrinsically motivated
(explicitly versus subtly marked)
Considered the role of consumer vanity and brand consciousness
Consumer vanity, brand consciousness, and attitude
in the context of luxury purchases
Value orientations, such as self-enhancement values and
Investigated the eﬀect of four cultural value orientations on the
openness to change; luxury values, such as social and
values consumers ascribe to luxury products
uniqueness value
Provided empirical evidence on the direct and indirect eﬀects of
Psychological and sociological factors like self-awareness, social
the abovementioned psychological and sociological factors as the
comparison, and materialism
antecedents of bandwagon luxury consumption
How consumers’ promotion and prevention focus inﬂuence
Regulatory focus, goal orientation, and self-construal
luxury purchase intentions

risk perception [27], boosted trust in a website [28], and the
decision to purchase an item [25, 29], as well as afterward to
have them write a good recommendation [28]. Speciﬁcally,
having perceived the credibility of online review information, customers will be more likely to purchase and refer to

other customers due to the fact that they consider the information on the site to be credible and recommend it to
others to make a good impression and not to deceive others.
Contrarily, when customers see the shopping and online
review information as misleading and having low credibility,
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they will be much less likely to complete a purchase and less
likely to refer to other customers because they are afraid to
be deceived [30, 31]. Some scholars have also proved that
source credibility positively aﬀects the purchase intention
and word-of-mouth intention of consumers under divergent
contexts [32–35]. On the basis of the above discussion, this
paper proposes the following:
H1: source credibility has a positive eﬀect on online
luxury purchase intentions
H2: source credibility has a positive eﬀect on online
luxury recommendation intentions

2.3. The Moderating Eﬀect of Face Consciousness. Face was
originally a concept developed in the Chinese Confucian
society as “the most delicate standard by which Chinese
social intercourse is regulated” [36]. Face is also concerned
with the sense of worth, dignity, and identity of people and is
associated with issues such as image, respect, honor, status,
reputation, and competence [37]. In this paper, face consciousness refers to the sense of worth, dignity, and identity
of a customer when considering the purchase of a luxury
product. In past research, face consciousness has been
studied in the area of psychology and marketing. For instance, [38] identiﬁed face as a key aspect of East Asian
commerce and empirically examined the concept at the
national level, and Reference [39] emphasized the fact that
concern for face is commonly unspoken but nonetheless
important consumer behavior that cannot not be ignored. In
addition, in Reference [8], it is validated that traditional
Chinese cultural values (face, harmony, and guanxi) and
political ideology positively aﬀect the luxury purchase intention of consumers through materialism. Although some
scholars have considered cultural diﬀerences in the study of
luxury consumption [11, 40], unfortunately, most scholars
have ignored the moderating the eﬀects of face consciousness on luxury consumption in China. China has a unique
Internet shopping culture related to their inherent emphasis
on the importance of face in social interaction, but what role
face consciousness plays in consumer online luxury consumption and promotion is unclear. The clariﬁcation of this
relationship would be beneﬁcial for online luxury operator
devising targeted marketing strategies.
Researchers have veriﬁed that face consciousness is
inherent in cultural values, and cultural values have been
proven to inﬂuence consumer attitudes, decision-making,
and purchase intentions [41, 42]. In making purchasing
decisions, Chinese consumers are likely to consider the
suitability of goods regarding their capability to enhance the
purchasers’ social status or prestige—their face. Thus,
consumers who have strong face consciousness are more
likely to buy a luxury product that they perceive as something that augments their status [43, 44] and conspicuous
consumption behavior [45]. Hence, the current paper
proposed that consumers with strong face consciousness are
more likely to generate a purchase and word-of-mouth
recommendation intentions under the same level of source
credibility because consumers who possess a robust face

awareness are more likely to make purchases of showy items
that display their identity and status [2, 3]. In view of this
evidence, the following are hypothesized:
H3: face consciousness positively moderates the relationship between source credibility and online luxury
purchase intention
H4: face consciousness positively moderates the relationship between source credibility and online luxury
recommendation intention
Based on the above discussion, this study proposed a
theoretical model to examine the eﬀects of source credibility
on customers’ online luxury purchase and recommend intentions, and the moderating role of face consciousness was
also examined (Figure 1).

3. Research Methodology
3.1. Instrument Development. From the perspective of
philosophical paradigm, the quantitative research method of
questionnaire survey can explore the external “quantity”
connection of things in appearance. Some regularities and
essences are easily expressed in the appearance of things, and
there is also the possibility of collection. Questionnaires can
be an eﬀective means of measuring the behavior, attitudes,
preferences, opinions, and intentions of relatively large
numbers of subjects in a short space of time [46]. This
investigation mainly focused on mobile consumer online
luxury consumption intention, and we chose the questionnaire method based on the above considerations to
validate the conceptual model. The questionnaire survey
method was used to validate the conceptual model. Measurement items for the research constructs were derived
from prior studies. We selected the most commonly used
items for source credibility, face consciousness, online
purchase intention, and recommendation intention. The
scale of source credibility was taken from [47]. The scale of
face consciousness was revised from [42]. The scale of online
luxury purchase intention was adapted from [48], and the
scale of online luxury recommendation intention was from
[49]. At the beginning of the questionnaire, we assumed that
mobile consumers planned to buy an expensive wrist watch
online. The reason why we chose a wrist watch is that it
would be a good item to illustrate Chinese consumers’ face
consciousness [2]. We also included opposite-measure items
to ensure the validity of the questionnaire. The survey
questionnaire (Table 2 ) was quantitated by using a sevenpoint Likert Scale with anchors ranging from strongly agree
(7) to strongly disagree (1).
3.2. Data Collection. The survey was hosted and distributed
by a Chinese website providing online survey services. This
platform has been used in numerous previous studies
[50, 51] for distributing questionnaires. To ensure data
quality, our study used the platform’s paid sample service,
which possesses more than 2.6 million sample resources
from diﬀerent cities in China and with diverse demographic
backgrounds. The platform sends e-mail invitations to its
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consciousness
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Online luxury consumption
Online luxury purchase
intention

H4
H1

Source credibility
H2

Online luxury
recommendation intention

Figure 1: Research model.

Table 2: Construct measuring.
Factor
Source credibility (SC)

Face consciousness (FC)

Purchase intention (OP)

Recommendation intention
(RI)

Measure items
Source
SC1: the website providing the online reviews was credible
SC2: the website providing the online reviews was experienced
[47]
SC3: the website providing the online reviews was trustworthy
SC4: the website providing the online reviews was reliable
FC1: it is important that others like the products and brands I buy
FC2: sometimes I buy a product because my friends do
[42]
FC3: name-brand purchase is a good way to distinguish people from others
FC4: purchasing designer brands and goods can bring me a sense of prestige
OP1: I would consider buying this product online
OP2: I have no intention of buying this product (opposite)
OP3: it is possible that I would buy this product online
[48]
OP4: I will purchase (brand) the next time I need (product)
OP5: if I am in need, I would buy this (product)
RI1: I like introducing new brands and products to my friends
RI2: I like helping people by providing them with information about many kinds of products
RI3: my friends think of me as a good source of information when it comes to new products or [49]
sales.
RI4: people ask me for information about products, places to shop, or special oﬀers

registered members inviting them to complete a questionnaire. If members respond to the invitation and complete the
survey, the platform charges the client 2–96 Chinese RMB
per response, depending on the complexity of the survey
[52]. We employed the platform to randomly select 255
members from the pool of registered members and then to
send e-mail invitations to them to complete our questionnaire. Among the questionnaires returned, 168 were valid,
for an eﬀective response rate of 65.88%. In order to determine whether the sample size was suﬃcient, we used
Soper’s a priori sample size calculator for structural equation
models. The results showed that our sample size was more
than suﬃcient, being much larger than the minimum required sample size.
Table 3 summarizes the demographic information of the
respondents. 49.40% of respondents are male, and 50.60%
are female. In terms of age, 80.13% of respondents are between 21 and 40 years old. The overwhelming majority of the
respondents (76.79%) have a bachelor degree. 32.74% have
income between RMB 5001 and 8000 per month. As for the
hours of browsing shopping website per week, 29.76% of
respondents are between eight and eleven hours, which
comprised the largest proportion of the sample. 32.74% of
respondents are shopping online three to ﬁve times per

month. 43.45% of respondents have been using shopping
websites for over ﬁve years.

4. Data Analysis
4.1. Measurement Model. Smart PLS 3.0 software was used
for the empirical study to check for reliability and validity
[53–55]. To assess the reliability of the constructs, we checked
Cronbach’s alpha, the composite reliability (CR), and the
average variance extracted (AVE) (Table 4). Cronbach’s alpha
ranged from 0.837 to 0.847, which exceeds the recommended
value of 0.7. The CR ranges from 0.891 to 0.898, which exceeds
the recommended level of 0.70. The AVE ranges from 0.673 to
0.688, which also exceeds the recommended level of 0.50.
According to the suggestions by [56], Cronbach’s alpha is
accepted when it exceeds 0.7, CR is accepted when it exceeds
0.7, and AVE is accepted when it exceeds 0.5. Therefore, the
measurement models have high reliability.
To assess the validity of the constructs, we examined the
discriminant validity of the measurement items (Table 5).
The square root of each factor’s AVE is larger than its
corresponding correlation coeﬃcients with other factors,
indicating that the measurement constructs have adequate
discriminant validity.
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Table 3: Descriptive statistics of the respondents.
Demographic variable

Gender

Age

Education

Monthly personal income (RMB)

Hour of shopping website browsing (per week)

Times of shopping online (per month)

Year of using shopping website

Frequency
83
85
4
60
75
29
25
129
14
20
49
55
36
8
29
45
50
21
23
3
51
55
34
13
12
4
29
62
73

Male
Female
≤20
21–30
31–40
>40
Some college or less
Bachelor’s degree
Graduate degree
<3,000
3,001–5,000
5,001–8,000
8,001–15,000
>15,000
≤3
4–7
8–11
12–15
>15
≤1
1–3
3–5
5–8
8–10
>10
≤1
1–3
3–5
>5

%
49.40
50.60
2.38
35.71
44.64
17.26
14.88
76.79
8.33
11.90
29.17
32.74
21.43
4.76
17.26
26.79
29.76
12.50
13.69
1.79
30.36
32.74
20.24
7.74
7.14
2.38
17.26
36.90
43.45

Table 4: The reliability and validity.
Construct

Items
SC1
SC2
SC3
SC4
OP1
OP2
OP3
OP4
RI1
RI2
RI3
RI4
FC1
FC2
FC3
FC4

Source credibility (SC)

Online purchase intention (OP)

Recommendation intention (RI)

Face consciousness (FC)

Factor loading
0.872
0.752
0.820
0.868
0.864
0.829
0.820
0.766
0.836
0.732
0.835
0.876
0.838
0.863
0.741
0.852

Cronbach’s alpha

CR

AVE

0.847

0.898

0.688

0.838

0.891

0.673

0.837

0.892

0.674

0.845

0.895

0.681

Table 5: Interconstruct correlations.
Items
FC
OP
SC
SR

FC
0.825
0.345
0.512
0.504

OP

SC

SR

0.820
0.530
0.645

0.829
0.673

0.821

SC: source credibility; OP: online purchase intention; RI: recommendation intention; FC: face consciousness (FC). The boldfaced numbers in the diagonal
row are square roots of the average variance extracted. Others are the correlations of this variable with any other model’s constructs.
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Before conducting the hypothesis test, it was necessary to
conﬁrm whether there was multicollinearity among the
factors. In this paper, SPSS 20.0 was used to perform a
multicollinearity test. Results showed that the tolerance was
>0.1 and the variance inﬂation factor (VIF) was between
1.000 and 1.295, much smaller than the critical value of 5
indicating that there is no multicollinearity problem in the
model. In this study, the normality distribution test was also
carried out, and the results showed that the data do not
follow a normal distribution. As all the constructs were
measured subjectively from the same sources, at the same
time, there may be potential common method bias. To rule
this out, we used SPSS20.0 to conduct exploratory factor
analysis with the Harman single-factor test. The results
showed that the variance interpretation of the ﬁrst factor was
42.525%, indicating that common method bias was not a
concern in our study.
4.2. Structural Model. Smart PLS was used to analyze the
data and check the assumptions. As a second-generation
multivariate technique, PLS simultaneously assesses the
measurement model and the structural model. Compared
with the covariance-based structural equation modeling
(SEM), PLS requires a relatively small sample size. There is
no restriction on normal distribution, and it is more appropriate for exploratory analysis and for handling formative constructs [57, 58]. Thus, PLS is the most suitable tool
for the current research.
Results of multivariate analysis are shown in Figure 2.
Results show that source credibility has a positive eﬀect on
online luxury purchase intention (β � 0.496, t � 30.032,
p < 0.05, one-tailed) and that H1 is supported. This means
that the more credible the source is, the greater the customers’ online luxury purchase intentions will be. Source
credibility also has a positive eﬀect on online luxury recommendation intentions (β � 0.661, t � 42.881, p < 0.05,
one-tailed), which means that H2 is supported. This implies
that customers’ online luxury recommendation intentions
will rise with increasing source credibility.
4.3. Moderating Eﬀect. The multiple hierarchical regression
method can add other variables step by step, which can
reﬂect the adaptation index of the model dynamically [59].
Thus, this method was used in our study to test the moderating eﬀect of face consciousness. Before conducting the
multiple hierarchical regression analysis, the Anderson–Rubin method was used to calculate factor scores of all
constructs and center them to zero.
The results showed that the parameter estimate for the
interaction term (source credibility with face consciousness)
was signiﬁcantly negative (β � −0.121, t � −1.804, p < 0.05,
one-tailed) for online luxury purchase intentions (Model 3,
Table 6). This indicated that face consciousness negatively
moderated the relationship between source credibility and
online luxury purchase intention. Thus, H3 was not supported (opposite conclusion). The moderating eﬀects are
plotted in Figure 3. One possible explanation for this result is
that people concerned with face consciousness may gravitate
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more toward buying well-known brands oﬄine [44].
However, when shopping online, consumers face more risk
of fakes with upscale merchandise since they cannot actually
touch the goods. Purchases of luxury products are more
likely to be made oﬄine in a physical store where they can be
seen and touched [24], and the more face conscious consumers are, the less likely they will buy luxury brands online.
Our results show that the parameter estimate for the
interaction term (source credibility with face consciousness)
was signiﬁcantly negative (β � −0.145, t � −2.614, p < 0.05,
one-tailed) for recommendation intention (Model 3, Table 7), indicating that face consciousness negatively moderated the relationship between source credibility and online
luxury recommendation intention. Thus, H4 was not supported (opposite conclusion, Figure 4). China’s online
shopping websites do not have a very good reputation with
regard to controlling fake products, and customers guided
by face consciousness are less likely to recommend something to their friends that might be fake because of worries
over damage to their social reputation [60].

5. Discussion
Although existing studies have conducted related research
on online luxury purchases, most existing studies have ignored the inﬂuence of source credibility and socio-cultural
modiﬁers, such as face consciousness in determining the
online purchase preferences of mobile users. To ﬁll that
research gap, this study constructed a research model of
Chinese consumers to explore how source credibility affected their luxury consumption and what role face consciousness played. The main contribution of this study was
the enhancement of the body of the global socio-cultural and
mobile user online luxury consumption literature by adding
source credibility into the online luxury consumption
framework and examining the moderating eﬀect of face
consciousness in a Chinese context.
5.1. Key Findings. H1 and H2 were designed to test the eﬀect
of the source credibility on the intentions of customers to
make online luxury purchases and provide recommendations under an online luxury context. Our results conﬁrmed
that high credibility positively inﬂuenced the decision of
customers to make an online luxury purchase and that they
were even more likely to recommend the shopping site and
its products when they saw them as trustworthy. Reference
[35] proved that source credibility positively aﬀects brand
trust and brand attitude, which further inﬂuence the purchase intention of consumers when buying a car from an
advertised company. Reference [34] also asserted that source
credibility positively aﬀects trust in branded posts, which
further aﬀects purchase intentions in a social media context
in the United States. In the area of online shopping, source
credibility has also been proven to be an important factor
aﬀecting the purchase intentions of customers [25, 29] and
their willingness to recommend an online retailer [28]. In
comparison with those ﬁndings, this study took further steps
to determine that the credibility of online reviews had a
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(R2 = 0.246)
Online luxury purchase
intention

0.496∗∗∗
Source credibility
0.661∗∗∗

(R2 = 0.436)
Online luxury
recommendation intention

Figure 2: Results of multivariate analysis.
Table 6: Moderating role of face consciousness between source credibility and online purchase intention.
Items
Main eﬀect
Moderating eﬀect
Adjusted R square
R square change
F change

Source credibility
Face consciousness
Source credibility × face consciousness

Model 1
β
T Value
0.486
7.174

Model 2
β
T Value
0.432
5.616
0.115
1.493

0.232
0.237
51.461∗∗∗

0.238
0.010
2.229

Model 3
β
T Value
0.427
5.584
0.114
1.494
−0.121
−1.804
0.248
0.015
3.255∗

5

Online purchase intention

4.5
4
3.5
3
2.5
2
1.5
1
Low source credibility

High source credibility

Low face consciousness
High face consciousness

Figure 3: Moderating eﬀect of face consciousness between source credibility and online luxury purchase intention.

Table 7: Moderating role of face consciousness between source credibility and recommendation intention.
Items
Main eﬀect
Moderating eﬀect
Adjusted R square
R square change
F change

Source credibility
Face consciousness
Source credibility × face consciousness

positive eﬀect on the online purchase intentions of customers, and their intention to recommend the shopping site
increased even more in the Chinese online luxury consumption context.

Model 1
Β
T Value
0.658
11.267

Model 2
β
T Value
0.549
8.549
0.228
3.549

0.430
0.433
126.942∗∗∗

0.467
0.040
12.598∗∗∗

Model 3
β
T Value
0.543
8.597
0.227
3.598
−0.145
−2.614
0.485
0.021
6.833∗∗

H3 was designed to test the moderating eﬀect of face
consciousness on the beliefs of customers in source credibility and on their choices to purchase luxury goods online
from certain retailers. It was interesting and a little
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5

Recommendation intention

4.5
4
3.5
3
2.5
2
1.5
1
Low source credibility

High source credibility

Low face consciousness
High face consciousness

Figure 4: Moderating eﬀect of face consciousness.

surprising to ﬁnd that face consciousness negatively moderated the relationship between source credibility and online
luxury purchase intention. This result was contrary to the
conclusion of [43], in which it is found that face consciousness has a signiﬁcantly positive inﬂuence on intention
to purchase counterfeit luxury goods through oﬄine laboratory experiments. The reason for these conﬂicting results
may be that our study focused speciﬁcally on online real
luxury purchasing intentions. The research also aﬃrmed that
consumers were more likely to buy upscale products in
actual brick and mortar luxury stores [24]. When shopping
on the Internet, customers may feel that there is a greater risk
of fakery and dishonesty in buying luxury brands that way
because they cannot examine them [36]. Therefore, consumers who are inﬂuenced by face awareness would be less
likely to buy or recommend high-end products online because of potential harm to their reputation.
H4 was designed to test the eﬀects of face consciousness
on source credibility and intention to recommend an online
luxury retailer or product. Our results validated that face
consciousness negatively moderated the eﬀects of source
credibility on the willingness of an online customer to
recommend a shopping site. This result was consistent with
the conclusion of [61], in which it is found that face consciousness among 286 Chinese hotel customers was positively related to the perceptions of performance risk and that
this tended to inhibit word-of-mouth endorsements. Chinese consumers fear that they will lose face if they recommend a product or brand that does not live up to
expectations, especially under an online luxury context [62].
Hence, online customers are less likely to recommend a
product to their friends when they perceive risks to their
social reputation [60].
5.2. Theoretical Implications. This study has the following
two theoretical implications. First, the main contribution of
this study is to enrich the body of the global socio-cultural
and mobile user online luxury consumption literature by
examining the moderating eﬀect of face consciousness in a

Chinese context. Although previous studies have considered
the impact of face on shopping [63, 64], the eﬀect of face
consciousness on the online purchase of luxury items by
Chinese customers and how that alters their choice of
whether or not to make a recommendation had not been
adequately explored. It was also found that individuals who
possessed strong face consciousness were less likely to endorse a high-end product from an online supplier for fear of
damaging their reputation if the product turned out to be a
fake. This conclusion provides a knowledge base and enriches the factors that inﬂuence the online luxury consumption and promotion of customers. The conclusion also
deepens our understanding of face consciousness and the
online luxury consumption and promotion of customers.
Second, this study also contributed to the mobile user
online luxury consumption literature by examining the role
of source credibility on the motivations of consumers to buy
high-end goods online and to recommend them to their
friends. Most of the existing studies have investigated the
online luxury consumption of consumers from a motivation
perspective [2, 3], deﬁning individual and psychological
factors [5, 21], highlighting the desirability of luxury brands
[6, 7], and deciding where socio-cultural perspectives ﬁt in
[8]. Our results veriﬁed that when online shoppers believe in
the credibility of a source, they were much more likely to
make an expensive purchase. Likewise, their positive feelings
made them more likely to recommend a luxury shopping site
to their friends. Our ﬁndings also enriched the research on
luxury shopping and strengthened our understanding of the
relationship between source credibility and online luxury
consumption and promotion.
5.3. Practical Implications. From the practical perspective,
online retailers and their website operators could proﬁtably
utilize the results of our research to provide some key insights into the online habits of customers. First, the credibility of online reviews reﬂects the credibility of information
sources to a certain extent. Particularly, the quality of online
reviews is essential for generating sales and return businesses
by directly aﬀecting the purchasing decisions of shoppers
[65]. Thus, online retailers could provide incentives such as
coupons, gifts, points, or discounts to encourage consumers
to write high-quality reviews on shopping websites. More
importantly, to increase the beneﬁts of word-of-mouth
marketing at a lower cost, an online retailer should identify
online reviewers with high credibility and encourage them to
write detailed product reviews. At the same time, it would be
advisable for website operators to regularly evaluate the
frequency and overall quality of their customer online reviews and feedback.
For online shopping platforms, the credibility and
reputation of the platform should be strengthened. Actually,
belief in the integrity and trustworthiness of an online
shopping platform is the major factor in the loyalty and
willingness of customers to write good reviews and recommend the site to their friends. Thus, online shopping
platform operators must be especially careful in managing
credibility by strictly controlling how the site contents and
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ease of use and product quality aﬀect the shopping experience. Maintaining the exemplary reputation of a shopping
website is highly important because of the rapid dissemination of consumer information on social media and review
sites. Once an online retailer earns a bad reputation, consumers will avoid them and move to other platforms.
Furthermore, user recommendation is a marketing channel
that can be fully utilized. Prior research has shown that
people’s recommendations of a website and its products
were thrice more eﬀective than advertising. Therefore, a
well-designed online communication platform should be
established to solicit and receive feedback from consumers
about making the site more responsive to their needs.
Second, online retailers must give more serious consideration to the element of customers’ face consciousness in
the process of online shopping. According to our research,
the more face conscious customers are, the less likely they
will be to make purchases of high-end goods online, preferring instead to see and handle them in a brick and mortar
store. Selling luxury products on the Internet is not recommended, but for online retailers who do have a line of
luxury products available at their online store, it would be
prudent for them to spend extra eﬀort strengthening their
reputation for brand quality and reassuring face-conscious
customers that there is no risk in purchasing certain luxury
goods online.

6. Limitations and Future Research
Like other studies, this study also suﬀers some limitations
that should be acknowledged. First, the study was conducted
in China, which is a country with a strong culture of face
[42]; thus, all the conclusions are conditional to a Chinese
context. It would be interesting and highly worthwhile to
identify whether or not the ﬁndings are applicable in other
countries. Second, the researcher mainly focused on the
eﬀect of online source credibility on the intention of customers to purchase and recommend luxury products under
diﬀerent levels of face consciousness. However, the eﬀects of
other factors, such as the price of the product, personal
income, and age diﬀerences, were not considered. Future
studies should consider these factors and determine their
eﬀects on online shopping habits. Third, our research mainly
focused on high-end products and obtained some valuable
conclusions, but future studies can also test whether these
conclusions are applicable to ordinary products or oﬄine
luxury products sales.
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