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Abstract

The focus of this paper is to explore the leveingbortance of the term ‘face concey
consumergransfer in their purchase decision of beauty pretduThe authcintends to study
differences in the consumption behaviour of higtdylectivists Bangladeshi consume
compare to the highly individualistic UK consume@oncept of face is acknowledgin
every culture. However, the term ‘face’ is charaisked differently according to one
cultural setting; for example, ‘face’ represents timterpersonal relationship between !
individual and groups in Asian society. On the othand, from a Europen perspective face
may represent stronger personal self and assertiothis paperthe autho tends to identify
the contributing factors to ‘face concept’ of Baadgshi female consumers in their
actual and pospurchase behaviour of cosmetics products ccred to the British femal
consumers. A structured questionnaire survey wasdwtted among female Beng
consumers in the capital city of Dhaka in Banglddesd female British consumers
Southwest London in the United KingdcThe research hasompared the deee of face
concept and its impact on decision making procdédernale consumers in the UK and
Bangladesh by using factor analysis. Five factomrevextracted from factor analys
‘thoughts in cosmetics’, ‘brand link to social regotion and prestie’, ‘skin colour link tc
authority in society’, ‘group conformity’ and ‘pessal-self’. It was noticed in the labellir
process of the five factors that the extracted comepts were not exactly the same for
Bangladesh and the United Kingd.

Keywords: National culture; Consumer behaviour; Face concefpllectivistic/

Individualistic culture; Group conformity; Decisi-making process; Cosmetics purct.

1. Introduction
In crosseultural research, concept of face has been studiggly in East Asian conte»
However there has been very little study relatiagface’ and consumption behaviour
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South Asian context. Although the concept of facadknowledged in every culture, the term
‘face’ is characterised differently according toetsncultural setting; for example, in Asian
Society ‘face’ represents the interpersonal refetiop between the individual and groups. In
China ‘lien’ (moral integrity) and ‘mien-tsu’ (preége and reputation based on personal effort)
are the depictions of face (Yau, 1994).

There have been several studies addressing facdaarerelated issues (Brown and
Levingstone, 1987; Holtgraves, 1997; Kim 1994; Lgwamd Chan et al., 2003; Schutte and
Ciarlante, 1998) on negotiation, decision-makingl @onflict management; however how
face influences consumption remains unclear, asdc@nceptualisation requires further
clarification and investigation (Li and Su, 200The concept of face is also important in
western society, in the conduct of inter-persomddtionships and in cultural development,
but perhaps is less obvious and more subtle, aingetar be not important when actually it is
(Hofstede, 2001).

This paper seeks to identify how ‘concept of facffuences the attitudes of consumers
towards the purchase of cosmetics in a cross-cplenivironment. This paper intends to
explore the following two objectives:

1. To investigate the nature and influence of ‘conceptface’ among Bangladeshi

consumers in their purchase decision of buying tygawducts.

2. To identify the key factors underpinning the premezk of ‘concept of face’ in

consumption behavior between East (Bangladesh)tlamdNest (UK, amongst the
white British woment).

2. Literature Review

The aim of this literature review is to investigéte cultural elements and to identify the key
factors impacting consumers’ preference to chooseparchase beauty products at different
stages of their buying decision.

Bangladesh considers to be one of the 20 MarKetiseofuture that will offer the most
opportunities for consumer goods companies globdllye country is one of the fastest
growing and most promising economies in Asia-Paci{Euromonitor International,
2012). Euromonitor 2012 also reported that, growdngposable income and an expanding
urban middle class also bolstered sales of nomgakéems. As a result, categories such as
beauty and personal care products (CAGR 15% ove®-2013), home care (CAGR 12%)
and tissue and hygiene (CAGR 20%) also performethgly. This research intends to outline
the underlying factors in decision making procesbuying cosmetics from a cross-cultural
point of view.

2.1. Dimensions of Culture

Geert Hofstede's cultural dimensions are widelyduseinternational cross-cultural studies,
the dimensions model is based on quantitative reseend provides scores for 75 countries.
Hofstede’s (1984, p. 78) cultural dimensions apginaa characterised as a national culture in
terms of its average pattern of beliefs and val@@smsequently, countries are divided on the
basis of their scores on the five dimensions infitucal areas, and in some cases it is possible
to find historical reasons for the cultural diffet@tion between the areas. Hofstede’s (1980,
1984) Cultural Dimensions Model differentiates atdis according to:

* Power distance (PDI)

* Individualism/ Collectivism (IDV)

* Uncertainty Avoidance (UAI)

* Masculinity/ Femininity, and (MAS)
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* Long Term Orientation versus Short Terrrientation (LTO)
* Indulgence versus Restaint (IN

Although Hofstede initially proposed the four mainltural dimensions, he later h
added another two dimensions, Long term vs shorh t®rientation, initially known a
Confusiandynamism, that describes the time horizon and fattaeater importance to tl
future. The second one is called Indulgence veRestaint (IND), the extent to whi
member of a society try to control their desired anpulses

To briefly define, power distance is the societal acceptafdeeoarchy; uncertainty i
the cultural tolerance of ambiguity; individuali-collectivism is the societal predilection 1
inter-dependence; and masculinity is the culture's désirge-role differeniation (Milner,
Fodness and Speece, 19%ince this phenomenal beginning, Hofstede (1988349b, ¢
1984a, b, c; 1985; 1987) and others (e.g., Mo@)3® England, 1983; Hortum and Mull
1989; Jensen, White, and Singh, 1990; Kim, Par#, 2uzuki 1990; Lebas and Weigenste
1986) have validated and expounded on his inttisights.

Although Hofstede (1980, 1984) proposes five caltdimensions, the researchers int
to focus on three dimensions, Individualism verSo#ectivism (IDV), Powe Distance (PDI)
and Uncertainty Avoidance (UAIl), to identify theleeance of cultural dimensions
consumer purchase behaviour in a c-national environment. Mooij (2003) stated t
dimensions of national culture provide excellentiatdles that cane employed to analys
crosseultural consumer behaviour. Mooij further suggedteat together with national wea
Hofstede’s cultural dimensions can explain more thalf of the differences in consumpti
and consumer behavior.

2.2. Individualism/Collectiism (IDV)

The individualism and collectivism dimension at thdture level relates to how one vall
the individuals relative to the group (Gregory avdnch, 1996). Hofstede (2001, p.2:
states:“The relationship between the individual and thdembivity in human society is nc
only a matter of ways of living together, it isimately linked with societal norms (in tl
sense of value systems of major groups of the pdipual)”. In an individualistic culture, th
“I” consciousness is central, which iculates private opinion and s-actualisation.
Conversely, in a collectivistic society, the “wesTin incorporates the identity and harme
with in-group members, and that it is important not to ésme’ (Mooij, 2003, p.34)

2.3. Power distance index (DI)

According to Hofstede (2001), power distance isd¢ktnt to which less powerful memb:
of the society accept and expect that power isibliged unequally. Hofstede argues that
inequality is usually formalised in b-subordinate relationship3he power distance ind:
was derived from the country’'s mean score or péacgn on three survey questic
(Hofstede, 2001), which related to the perceptiohsubordinates, fear of disagreeing v
the superior and of the superior's actual dec-making style, and with the decisi-making
styles that subordinates preferred in their bodsesn the survey it has been found that
‘power distance norm’ as a value system is heldheymajority of a country’s middle cla
group. Hofstede (2001) argt that the correlation of the PDI with geographicymamic anc
demographic country indicators and consideratiotisforical factors leads to a sugges
casual chain for the origins of national differen



62 e Facuity of Business and Administration University of Bucharest s

2.4. Uncertainty avoidance index (UAI)

Hofstede identifies the degree of uncertainty aaoa® in different social contexts. As
uncertainty is a basic fact of human life we tryctpe with it through the rules of technology,
law and religion (Hofstede, 2001). Uncertainty @awice is “the extent to which members of
a culture feel threatened by uncertain and or uwknsituations” (p. 161). Hofstede (2001)
suggests that uncertainty avoidance should notobé&used with risk avoidance (p. 161). In
strong uncertainty avoidance cultures people belignat rules and formalities shape living
patterns. On the other hand weak uncertainty ancel@ultures feel that there should be as
few rules as possible (Hofstede, 2001).

3. Evaluation of Hofstede’s Cultural dimensions

Although Hofstede’s cultural dimensions have besticised on methodological issues and
conceptual matters, his work has been applied siktely in the field of business culture.
Some Social scientists (e.g., Sampson, 1997; S#8; Waterman, 1981) have disagreed
on if individualism or collectivism is a desiraldbaracteristics of humans, however they have
talked past one another as they referred to vefferdnt things with terms such as
‘Individualism’ and collectivism (Hui and Triandi$986).

Research efforts based on comparisons betweenrautjroups at the country level
should consider the limitations associated witheeding culture-level correlations to
individual-level behaviour. Hofstede's culture-lewmeeasurements are based on the sums of
individual characteristics and may have limitatiomsen extended to individual behaviour
(e.g., beliefs, evaluations and intentions). Maefer to this phenomenon as an ecological
fallacy (Gregory and Munch 1996). Beyond these tsbanings, however, Hofstede’s
research on work-related values in a cross-cultw@itext does seem applicable to
consumptive behaviour in a cross-cultural contéMtlner, Fodness and Speece, 1993).
Schwartz (1996) suggests that in order to betteterstand how differences between
individuals' beliefs, evaluations and intentione &glated to individual differences in value
priorities, that researchers examine the individeatl value types that underlie the
individualism-collectivism construct.

4. Consumer Behaviour and Culture

According to Zaltman (1983, p.5), “Consumer behakgoare acts, processes, and social
relationships exhibited by individuals, groups, awdanisations in the obtainment, use and
consequent experience of products, services andr asources”. “The behaviour that

consumers display in searching for, purchasingiguevaluating and disposing of products
and services that they expect will satisfy theieds® (Schiffman and Kanuk, 2004, p. 8).

Usunier and Lee (2005) explain consumer behavibeory from a variety of perspectives

concerning cultural consumer behaviour theory sasha global perspective, an imported
perspective, an ethnic consumption perspectiveaandtural meaning perspective.

Bodley (1994) states that culture involves attlélasee components: what people think,
what they do, and the material products they predhHiofstede (1980, p.19) defines culture as
the interactive aggregate of common characterishias influence a group’s response to its
environment. Hofstede (2005) also describes culasreéhe collective mental programming
that distinguishes the member of one group or cayegf people from others. Usunier (2000)
explains the impacts of cultural differences oresid aspects of perception, motivation,
learning and memory, age, self-concept and groflpeinces, social class, sex roles, attitude
changes, decision making, and purchase and postgme behaviour. Despite the multiplicity
of cultures in Asia, there are many characteridties are more or less common across many
Asian cultures (Schutte and Ciarlante, 1998).
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4.1. Fundamental Diversity between Bengalis and the B
Schutte and Ciarlante (1998) argue that in ordeddscribe Asian consumer behavir
accurately we must follow two premises: first, aomgr behaviol is strongly influenced b
culture and second, Asian culture is distincthyfetént from Western culture. Therefoit is
essential to establish the basic societal and ralltoackground in which behaviour tak
place in order to bring to light the cerences in consumer behaviour between the UK
Bangladesh. From the study of cultural dimensians clear that Bangladesh belongs to
culturetype that is described as collectivistic whereas WK belongs to the culti-type
described as individliatic. Bangladesh also falls in the category @fthPDI and high UA
society; on the other hand UK is characterizedasRDI and low UAI societ

Hofstede’s dimensions’ raw scores (Figure 1) comfine differences in culture betwe
Bangladesh and ¢hUnited Kingdorn

Figure-l: Differences in culture between Bangladesh ardJK (Hofstede, 201-
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4.2. The Concept of Face in Bengali Cultu

Face represents as an important role in the wantare pursue its values which can be va
according todifferent country perspective. In a collectivisfiociety face is regarded as -
medium of expression of respect, moral integritgrspnal image, wealth, social stat
prestige, level of education and the conformitgagiety’s traditional values. |Asian culture
the terms “gain face” or “facsaving” indicate that someone has good social atjout within
the community and is reliable, dependable and &ateuild up a relationship with. On tl
other hand losing face is referred to as an aaggfession (Yau, 1994).

Chinese individuals who are collectivistic in na&uare mindful about the need
maintain a high degree of moral control, at leadtligly, and carefully assess the poss
effects of their actions on others before embarkipgn acourse of action (Schutte a
Ciarlante, 1998). It has been argued that peoptmilectivistic cultures are conscious ab
not losing face; rather they endeavour to gain facéhe family through the accumulation
wealth, prestige, status power éso on (Schutte and Ciarlante, 1998).
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The concept of face is relatively similar among #hsian cultures in terms of family
relationship, status priority, and conformity efs a part of Asia, Bangladesh shares the
concept of face in the way as do China, India, [@ndi, and Indonesia among others,
however, to what extent, may vary. In Bengali siycidukh’ (face) represents a social
mirror in which a person can be observed by hisar performance, relationships and the
acceptance within society, as well as level of oonfty, and is able to earn admiration as a
result. For a collectivistic society, to gain fdoeukh rakha’, or to lose face ‘mukh harano’
form the essence of life for Bengalis because ef ¢ontrol the community has over the
individuals.

To gain face in Bengali culture can be charactdrisebeing honest and educated, and of
high rank or social class which consequently presidower and authority in society. Loss of
face symbolises embarrassment, and shame in Besagadity. As a collectivistic society, it
is imperative for Bengalis to project the right meaas being classy, up-market and
prestigious by securing the term ‘face-saving’ vehBengalis rank high in a power distance
society. According to Hofstede (1984), in high powestance societies, differences in power
are expected to translate into visible differenoestatus.

In contrast, the existing concept of face in Béingature is likely to be absent in British
culture because of its individualistic nature. Jastthe collectivistic nature of the culture
makes Bengalis attached to the family and confarmroup decisions which is ignored in
British culture, preservation of face and loss afef are related to the perception of the
individual self in Britain. As Chiappini and Harr{$997) state: “In an individualistic culture
individuals are free to choose the image they ptdje others”. Thus the gain of face is not
influenced by the desire of society or conformitgther it is very much independent and
controlled by individual aspirations. According ldofstede (1984), in high power distance
societies, differences in power are expected twstade into visible differences in status.

From the literature review it was established thate are several key factors linked to
the ‘concept of face’ in Asian culture, such as #tatus priority and the acquisition of
branded goods, kinship and family relationshiptuates to skin colour, and concept of self.
Most importantly, the extent of the authority oésle factors on the decision making process
is dependent on how a society practices its culttalues. For example, in a collectivistic
culture with a high power distance society the nee@chievement and affiliation is the basis
of power. As a collectivistic culture the high lévef interdependence among Bengali
individuals corresponds with lesser personal attemtt to material objects and a greater
attachment to human beings. Indeed the conspicoonsumption may seem to clash with
traditional characteristics of Asian culture sushpsagmatism, collectivism and modesty in
self-presentation; however, the explanation liehenfact that the luxury products symbolise
status and face-giving in the Asian culture (Sahattd Ciarlante, 1998).

5. Research Methodology

As mentioned earlier, this paper seeks to identidyv ‘concept of face’ influences the

attitudes of consumers towards the purchase of e&ssnin a cross-country environment. A
questionnaire survey method was selected for ddlaction. A two country comparison was

performed in order to acquire a comprehensive wtaeding of the perceptions of concept of
face.

Over 300 questionnaires were posted in Bangladssig personal contacts and viral
messaging. Approximately 1,500 were posted in tKeby using Royal Mail service. From
Bangladesh, 150 fully completed questionnaires weterned and 142 from the UK,
providing a total viable sample of 292 questionesir
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5.1. Sampling

In order to determine a valid sampling frame orailimg list, The Royal Mail UK’s Addres
Management Software was used to select the taqmilgtion in the Hampshire area.
Bangladesh a valid Postal Address Book was useselect the target audier. As the
mailing list contains millions of addresses, systdmsampling was considered applicable
order to avoid extra costs and time in comparisasirhple random samplin

5.2. Research Hypothesis

A research Hypothesis was formulated to test ‘female Bengali consumers are m
influenced by the concept of f-saving than their female counterparts in the (Several
variables and scales were constructed to testyibethesis

5.3. Measurement and Scaling Procedt

According to Malhotra (1999) sing involves creating a continuum on which measi
objects are located. In a collectivistic societyefas regarded as the medium of expressic
respect, moral integrity, personal image, wealbtitjad status, prestige, level of education
the confomity to society’s traditional values. The 18 staémts of face were asked in f
questionnaire surveyln order to meet research objective, which aim ipla@e the
perceptions of face concept and its influenceshendecision making process of buy
cosmetics, the variables and scales were construsiag with -scale Likert measureme
(1= strongly agree, 2=agree, 3= neither agree magcee, 4= disagree and 5 =stror
disagree).The attitudes towards face concept were simplifed reduced iio composite
variables by the factor analysis technit

5.4. Factor Analysis

There are two primary functions of factor anal- one is to identify underlying constructs
the data and the second is simply to reduce thebaurof variables. Factor analy

procedures attempt to retain as much of the infaomaas possible and make the remair
variables meaningful and easy to work with (Fie2@09).According to Hamilton (199Z
factor analysis provides a basis for combiningataas, (p.263). Bryman a Cramer (2005)
describe that factor analysis is primarily concdringth “describing the variation or varian
which is shared by the scores of people on threeare variables” (p.327). Hair et al. (20:
suggest that, in order to examine the underlpattern or relationship for a large numbe!
variables and determine if the information can bedensed or summarised in smaller se
factors or components, a factor analysis can Hiesedi (p.233). A factor analysis explal
underlying meanings ani¢ correlation among a set of variables (Malhotch Birks, 2009

5.5. Kaiser-MeyerOlkin Measure of Sampling Adequacy (KMt

The alternative and in fact most popular metho@xamining the correlation is ttKaiser-
Meyer-Olkin measure of sampling adequaKMO), developed by Kaiser in 1970. The KN
can be calculated for individual and multiple vhtes and represents the ratio of the squ
correlation between variables (Field, 2009). The®&M®tatistics vary between 0 to 1. A va
of O indicates that theum of the partial correlation is large relativetie sum of correlatiot
indicating distribution in the pattern of corretats (thus, the factor analysis is likely to
inappropriate). A value close to 1 indicates trettgrns of correlation are rtively compact
and so factor analysis yields distinct and reliafaletors (Kaiser, 1974). Hutcheson ¢
Sofroniou (1999) recommend accepting that valueKMiO greater than 0.5 are bare
acceptable, values between 0.5 and 0.7are medieaiges betweel0.7 and 0.8 are goo
values between 0.8 and 0.9 are great and value® &b® are excellen
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Table 1 — KMO and Bartlett's test on the Statenuéttitudes

KMO and Bartlett's Tedt Bangladesf UK?®

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .743 T72
Approx. Chi-Square 1503.950 .947.876

Bartlett's Test of Sphericity Df 153 153

Sig. .000 .000

a. Only cases for which Nationality = Bangladegskiased in the analysis phase.
b. Only cases for which Nationality = British arged in the analysis phase.

A principal component analysis (PCA) was conduadedthe 18 items with varimax.
Table-1 shows that the overall value of KMO for tbet of 18 variables was .743 for
Bangladesh and .772 for the Ukhich shows that the correlation is quite large aedfies
the sampling adequacy for the analysis. The appraté chi-square test was 1503
(Bangladesh) with degrees of freedom of 153, wihsckignificant at the level of .05 levels.
Bartlett’s test sphericity for BangladeshX3 (153) = 1503 and for UKK? (153) =.948. A
significant test tells us that R matrix (correlationatrix) is not an identity matrix and
therefore there are some relationships betweerablas. The result for Bartlett's Test of
Sphericity for both countries was highly signifitaR<.001, and therefore factor analysis is
appropriate on the set of variables.

5.6. Reliability:
The Cronbach’s reliability coefficient alphas foetBangladesh sample fall between .776 and

.888 (Table-2); on the other hand, those for theddkple are between .721 and .858 (Table-
3). The reliability tests of both samples suggkat the reliability is adequate and acceptable.
A 5-point Likert scale was developed to measurectrestructs in all five factors (1= strongly
agree, 2=agree, 3= neither agree nor disagreeisdgrde, 5=strongly disagree).

5.7. Selection of Rotation Procedure

By using the rotation, the relationship between\thgables becomes much clearer and the
interpretability of factors can be improved througlation. Rotation maximises the loading
of each variable on one of the extracted factorgstvminimising the loading on all other
factors (Field, 2009).

5.8. Naming the Factor Loadings

Variables with higher loadings are considered miongortant and have greater influence on
the name or label selected to represent a factair @i al., 2010). The ability to assign some
meaning to the factors, or to interpret the natofrdhe variables becomes an extremely
important consideration in determining the numbiefagtors to extract (Hair et al., 2010).
The process of naming the factors involves subismirtterpretation of the pattern of factor
loadings for variables, including their signs. Hat al. (2010) suggested that before
interpretation, a minimum acceptable level of digance for factor loading must be selected.
The factor solution was derived from component yialwith Varimax rotation. The cut off
point was set somewhat low - factor loadings *.5above in order to illustrate the factor
interpretation process with as many significantlings as possible.
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5.9. Rotated Component Matri- Bangladesh

From Table 2 below we can see that five discretdofa have emerged from the set
variables and each one has an underlying meaningecaing the attitudes towards fe
concept. Factor 1 represents that there are foompooents that have high factoadings
(shown in bold type), factor 2 represents five comgnts, factors 3 and 4 represent tt
components and factor 5 represents two componémtserder to name the factors it

necessary to recognise the significant loadings} #e variables wil higher loadings
influence to a greater extent the name or labeksed to represent a factor (Hair et al., 20

Table 2 Rotated component matrix for Bangladesh by fivédiasolutior

Components Rotated Component Matfik Mean for
individual
Component item
1 2 3 4 5
CHOSINGCOS .875 1.69
THOUGHTINCOS .841 1.80
IMPORTCOS .801 1.92
UNSUITPUROFCOS 791 1.79
BRANDSOCIALRECOG 73 2.34
BRANDSOPH 724 2.19
BRANDFASHION .659 2.14
IMPORTREF .645 2.97
IMPORTREF .634 2.93
BRANDPERSONSAT 1.70
FAIRSKIN .952 2.27
FAIRSKIN .943 2.32
FAIRSKIN .628 2.40
GROUPCONFO .845 231
GROUPCONFO .839 2.43
GROUPCONFO .693 2.29
PERSONALSELF .801 1.61
PERSONALSELF .769 1.57
Eﬁ'(')?\%g%’ﬁgi%i‘#ggﬁgt 888 776 841 792 832
Variance% 29.708Y 16.355% | 10.007% 7.866% 6.726%

Extraction Method: Principal Component Analysist&®imn Method: Varimax with Kaiser Normalisati
a. Rotation converged iniférations
b. Only cases for which Nationality = Bangladeski ased in the analysis ph

5.10. Rotated component matr— UK

The Table3 below represents the rotated components matritheoUnited Kingdom by fou
factor solution. Five factors haveeen extracted from the 18 statements of attitudibs.
sample size of 142 (usable questions) is shownainlel'3. The factor loadings greater tl
+.50 were considered statistically significi From Table 3 it can be seen that for factc
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there are four components with high factor loadirfgs factor 2 - three components, for
factor 3 - four components, and two componentd&bh factors 4 and 5.

Table 3 — Rotated component matrix for UK by fiaetbr solution

Components Rotated Component Matfik Mean for
Component ind_ividual
item
1 2 3 4 5
BRANDPERSONSAT .828 3.14
BRANDSOCIALRECOG 797 3.66
BRANDSOPH .674 3.36
BRANDFASHION) .624 2.14
UNSUITPUROFCOS 2.54
TANNEDSKIN .878 3.93
TANNEDSKIN .866 3.56
TANNEDSKIN .709 3.98
GROUPCONFO 4.19
GROUPCONFO .859 4.30
IMPORTREF 757 4.09
GROUPCONFO 718 4.38
IMPORTREF .602 4.27
THOUGHTINCOS .846 3.08
CHOSINGCOS .789 3.33
IMPORTCOS 3.61
PERSONALSELF 915 1.93
PERSONALSELF .904 1.87
Fg:gi%g%’hﬁes;ﬁgmem 858 833 811 721 852
Variance % 33.440% | 13.265% | 9.763% 7.349% 5.789%

Table 4 — The labels of five extracted factors witihe two countries

Countries City Factor 1 Factor 2 Factor 3 Factor 4 Factor 5
Bangladesh Dhaka Thoughts in Brand link to | Skin colour | Group Personal-self
cosmetics social link to conformity
purchase recognition | authority in
and prestige | society
United Hampshire Brand link tg Skin colour | Group Thoughts in | Personal-self
Kingdom personal link to conformity cosmetics
satisfaction | authority in
society

In Table 4 above there are five factors relateid@te consumption: thoughts in cosmetics,
brand link to social recognition and prestige, skahour link to authority in society, group
conformity and personal-self, which have been ideshfor both Bangladesh and the UK. For
Bangladesh, Factor 1 represents ‘thoughts in casshethereas for the UK it represents
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‘brand link to status’. Factor for Bangladesh emerged as ‘brand link to sociabgedion’
whereas ‘skin colour link to authority’ emergedtas second factor for the UK. ‘Skin colc
link to authority’ was the third factor for Bangksh, while for the UK ‘group conformit
was thethird factor. ‘Group conformity’ appeared as theirth factor for Bangladesh whi
for the UK ‘thoughts in cosmetics’ emerged. Fadprpersone-self’ has emerged for bo
countries.

It has been argued that female Bengali consumermare influenceby the concept of
face than their female counterparts in the UK. @nfactor ‘process of thoughts in cosmet
Bengalis females scored m=1.801, whereas Britistafes scored m=3.354, which represt
a significant difference, t= 7.8394P<.001. The seand factor, ‘brand link to socii
recognition’, indicates that Bengali females m=86.3Wore strongly relate brands to th
social face (i.e., social recognition, sense oh@eophisticated and fashionable and sc
recognition of the choice of purchi) than British females m=3.394, (t=11.25:P< 0.001)
which therefore represents a significant differentlee third factor, ‘skin colour link t
authority in society’, represents that Bengali eaoners (m= 2.320) are more likely
consider fair or lighteskin as associated with prestige and authorityoiciety than the wa
British consumers negatively associates (m= 3.&®)ed skin with prestige and authority
society, t=7.6032, p<.001. The fourth factor ‘grozgnformity’ indicates that the purcse
decision of female Bengali females (m= 2.355) amengly influenced by the famil
members’ and peers’ opinions whereas British fem@te=4.310) are strongly opposed to
group conformity influence in their purchase demisivhich shows a significt difference
t=9.2609,P< 0.001, between the two grou

On the fifth factor, ‘person-self, both Bengali (m=1.610) and British fema

(m=1.855) scored low which indicates that therendssignificance difference, (t=1.59Z
p>.05, ns) between the twmations in terms of the influence of perseself on purchase
decision.

6. Results of hypothesis testir
The results in Table 5 represent all four factaysaft from ‘person-self’ which scored higl

among both nationalities) showed significant défeze between Bangladesh and the L
Therefore, based on this evidence, the first hygm{ ‘Female Bengali consumers are me
influenced by the concept of f-saving than their female counterparts in the Uis
accepted.

Tableb: Results of hypothesis teng

Construct Bangladesh United Kingdom t value p value
(n=150) (Mean) (n=142) (Mean)

1. Process/thoughts in cosmetics 1.801 3.254 7.839¢ 0.000
rze'cféﬁi?g:”k to social 1.376 3.398 11.253¢ 0.000
3. Skin colour link to authority 2.320 3.882 7.603: 0.000
4. Group conformity 2.345 4.410 9.260¢ 0.000

5. Personal self 1.610 1.855 1.592¢ 0.112
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7. Conclusion

The ‘concept of face’ is an important value in ghhcollectivistic society in which people’s
thinking process, shopping behaviour, brand pe¢imep and overall lifestyle are strongly
connected with the notions of having respect fonemd, gaining face in society by
achievement and power, greater importance of censigl the opinions of important referent
others (IROs) and judging the ‘self’ through IROkigh are tremendously involved in the
process of controlling people’s behaviour in sagcietnternational and multinational
companies with an intention to enter, operate aralket their products in Bangladeshi
market, when endeavouring to understand Bengadisabiour from cultural point of view for
a sustainable business and to segment their tangedmers with the right approach, should
seriously consider the propensity of ‘face-saviagd its enormous impact within Bengali
society.
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