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o} (“fashion business”, 2014; Park, 2013).
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2012; Park, 2013: Park et al., 2010; Park et al., 2011).
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1. JfQle] Azt

D Az Adst 53

2o stso] Q7 B Aol BAE G ta) AL AN A

7] ¢k} (Stolarski et al., 2011). Passing(2004)¢] ot “A|7+& £ oA 7}

3 44T AP BHEAA ALE F saw sach A A A £
A

¥+ Aeo|tH(Passing, 2004). T3 ol st AEd #3339 AT+
Advttt e 72 FHE Ado(Avci, 2013).

AL AR AZbe] AARE Q17 AWFE HAQ AR " digk 7]
el F&Fs e (Aved, 2013). B3 Qe A, A, #lA F SUE A
Hog | Azste Aol Jded(Avc, 2013; Zimbardo & Boyd, 2008/2010).
ol Alt#olgt gttt ol g AT sl A dF, #dE Fo TS 7|
ZItH(Avcei, 2013; Stolarski et al, 2011: Zimbardo & Boyd, 2008/2010). Z1&] 1
Boniwell and Zimbardo(2004)el 9]3tH o3t &S A 7Hd A F A|HH0]
A1 QAT g AFdd & TS vE o Yo er kA 71EH
E4e] A9z 9t James(1950)+= “A17H#2 559 & #&, 5 dAY
e, 7HAAY A A dE QAo o] A2 A @Al i A4 H Al
ot sdo = AR A A, A dig Hes AR 2He @™
o] Slth. Lewin(1951)> A|ZFHg “Folzl Alzrell EAg= 7H09 A d vl
b FA g B FAHRE HeHF oM(as cited in Zimbardo & Boyd,
1999), Zimbardo and Boyd(2008/2010)= “A17+&-2 $-8] ZFA7F Al kel ois)] zt
I e R W2 E FolAHel oy, #gle] ALHE AEdES



g abell AA e =3} ofu|E RAste Azke] TR UrE HAog Ha st
Atk

A kel gigk ATe S ARE FEE FXE oF gUdd FAR AT
Fojgtor, oy shxtel] oM AztHRE SAste =F7F ANLE ST 1966
d Wohlfordell &) 7H& ¥ Thematic Apperception Test(T.A.T), 1972d Nuttin
of 2] /He&¥ The Time Attitude Scale(T.A.S.), 1976d Cottledl 2&l& g
Circles Test, 1990 Rappaportel 9&l 7I'Z¥ Time Line 59 FHETE0°]
fout AFgol wob del AREHA X ItHAlessio et al, 2003). 19994
Zimbardo and Boyd(1999)¢l &3] /AEdE Hul2% AIZHE F = (Zimbardo Time
Perspective Inventory, ZTPDE #A 7 tix54Q A# SHET £ YR
A AAAACE de] AREHT vk PHER AR HEE olg g ok(Alessio
et al, 2003), 8 FolYo}(Liniauskaite & Kairys, 2009), Fw7}u o} Cretu, 2012),
St (Yune & Kim, 2012) & <2 I7tellA BlEAdel 452 b ok

AMEL A# Hes 5 /M FRSHARRZA AHE, 3ATAHA A,
A AR, mgAEgE AT er FEEHATG
(Zimbardo & Boyd, 1999). Zimbardo and Boyd(1999)¢] ttAl 7}A A 7+d #-3
o] EAL 23 2o FARAA A 7+FH(past negative time perspective)<
2219 A dE] BlEHo ALY FAAH HeE AY §E FAAIFTAE AT
FH(past positive time perspective)> HA o] tia] FHZEC B=E 7Fd A3
o2 AAZ HERe W RS =7 FEoln. dAAFH A A (present
hedonic time perspective)> A EA I A3 TS X &slv, Wde A4S
8l 252 sAsA Zev. FASHEA A ZFHpresent fatalistic time
perspective) & 7 o] vtz Wom mgo] dojd Ao tha] F7]H3 FFol
L OAl HE A, Pl dojd 4L gEE £ oglg ¥o deoz d
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2 08 SA4& ZAN, Fad AL @ed] shube] A AHoE U9 A
T3S A9 8 e Aotk Boyd & Zimbardo, 2005). 741 A ae E
A g oa dFe wop ol wet WEd 5 s #% obY fH(Zimbardo
& Boyd, 1999) A= AwtE= 549 A#HE Al MR & = A
(Boyd & Zimbardo, 2005). A7t 7HlL duitEe EA4S 7 @4AFHH A
T v AFEE AGRE BF HAR g & AE Aol

A7kl #E AT = 53], A o
H ATl lzst &3 o3, g BopdA F2 ATHAY AW 3
B (Drake et al, 2008; Zhang et al., 2013), 2FEA}-&(Keough et al., 1999; Pluck
et al, 2008), %% (Lennings & Burns, 1998; MacKillop et al, 2006, Lee &
Song, 2011), A4 A(Dunkel & Weber, 2010; Lennings et al, 1998, Zhang &
Howell, 2011), 9+= A< (Aveci, 2013; Bembenutty & Karabenick, 2004) 5 t}oF
g FAZE AFHE AT

a3 AtHE AEste] AAAZFH Aoy m A A Alzkae A
How A7 AFEHAY, AAATA AT mfAgH ALHAE Hwse A
TE°] t o] FART T A ke i AT vdE FAE Edd
A7Eo2 Sl s FEH AdAE(Jung & Han, 2014), A7 12485
(Jo, 2011), 544 Ata/ulel= AE(Kim et al, 2014; Park & Hyun, 2013), ¥
HE/AEY F%5(Hyun et al, 2013; Park et al, 2011) 59 n&3F Fof =

288t Eok(Kim, 2014; Yune & Kim, 2012)14 F2 d73H A
2) Azt wg AduA 543 A%y 549 3]
(1) A dlg: Az
AR BHE A9 v)ode] HEtin or X AAEE RS o)
7l ArgE, HAG g Ao BEy 2, tdd Fn

Eo] o]d d&& v AN (Zimbardo & Boyd, 2008/2010). AFEHES] 719 9=
o] dojux Qv A HA 7199 549 #3F Loftus and Palmer(1974)2]



7t Adez Bo] Bkg o guke] ez BT JNLHTHT BT, g
g Igdle T AT AR ZkE W drke) SRR 29 et ere
29t A WA 2FdAME A% 9 17km AE 9 A 2oz dgz, F oiA
2FANAE AE F 13km BETL gttt Al HA 2FA A obFd 2
L% sHA FUth dFY 5, TIECA HYLe FAHA F A7F FES ol F,
A Fezds Bder BT AAE Fexdo] gisdE E7stn Bt
o dfEst AFR e 7 A A 2Fo] Foul of Y Witth “HAUoE o] ¥
ste WUet AR BRe wW7e dof A" me} SEAES V9e HEA A
T3t AT

Loftus(1997)= 7199 di=rel] &3 & & Hd3s v 237 HAE

)

A #FA doiwtd ol 7FA AR AL 28385 F3, 7k Ak g 719 s
Fold ArZ gt Ul 74 AR F Al 7HA 7] e AFAEe]l 48 M
HANAEY] FRY FAA, 7k AHEZREH 52 AR dojd do

I, UysA (g A ) &2¥E E=E W dukE dojngd U=
AAZ dAYA] e Adeldnt. gz AFF
o] A &g Afele U o d& 7YstA @&y e
v AERVMGE F 25%7F AAE dojuA g 42 7Y
o AEstA ook AA=
doAtA] ZFL dg 7I9erlie e, AR dojd AE doiwErE o
Es AAE doud A& st 7193871 = kY. Zimbarde and Boyd
(2008/2010)0 w2, AAZ dojwgd HAL ARt 1 A AR Wi
=7t AAe 24, A7, AE 5ol 43 vdg. gepa] A gg Bt
SAH Aol FAZHQ Al ET O AEF HEo] Utk(Drake et al, 2008;
Zhang & Howell, 2011). Gao(2011)9] A7ollA e HAFAA A7 & 7
Zx9 g AATAV Jon, jE AATHE AR deo wExe oF
of AAAATE 5ol dFE v Ak F HAAITAHF ANBAE ZE AFE
HBARAGA AtHS 2He AR ERTD & = THGao, 2011).
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Ho len, zpolEF3ro] Yo (Zimbardo & Boyd, 1999, 2008/2010). X3+
4 TEHIA Aot Aol o, wd e A A ZA ABZst
X = ko] v (Zimbardo & Bovd, 1999; 2008/2010). 28]3 HAFTAHA A
Td 739 AEEFSE 2y MERE FTske A¥e] dtHZimbardo &
Boyd, 1999; 2008/2010). §tdeol HATAHA AH#H FFEE AopEFHe] =1,
dAel E7ixH, AMHo=m A Eo  Au(Zimbardo & Boyd, 1999;
2008/2010). =¥ 7ol Aol i o sy, A& o AT Heln
(Zimbardo & Boyd, 1999: 2008/2010).

53], A g AT AFRAAAT Dy #HEE Aok ARG
AE AFAAA dojd = e AR ti# B A= sk, W3t
A AZEa, FREkA Beste A Yrsiti(Downey & Feldman, 1996).
Bernstein and Benfield(2013)8] A2 3ell we=w, AAFHH AlZkdo] 7FaH

JEdeE ARugdel we wd FARAH Aol FaA UehdrE A

3 FAXEH AFL e AAHE HAHAAo] =gtk Zhang and
Howell(2011)3} Dunkel and Weber(2010)2] €7 w2 HAZTAHAA A tHS

S AdRE Adde Wiy 2 A zto] Zrelm AFHo|x, FEI HZFHo
2 BAMETHRoccas et al, 2002). 23S A, =94, olgtAd, AL, =3
3 s 59 BAS VAN, 93PS ASE, A, A7 =4, g5,

A
oA, FeAdY 2 SAHEE AEEY(Judge et al, 1999; Roccas et

2002). olel® A SHEZ FAYRE AnnD FAFRE Awe A

m\n



9] }Blzﬂ_l s | A

9e FBY & gou, odd 444 SHe LA AFH

Jm
o

Zimbardo and Boyd(1999)¢] A+ ZA3}el L AHT

(2) A A A

S
ek

& Al A] 8A (present oriented)?] AFFES oH ZAHES WEAY A5
W, 744 AEFL AFd &4, A54A AEd Es= AFe] At
(Zimabrdo et al, 1997). ©]2]3 F3@ & AtEEL nd o ZAE & mHsa, &
Ao &kl FAsH, €%y 2R F5E F oJAWA EEY(Zimbardo &
Boyd, 1999; 2008/2010). Z1#]x ZA %t Avgd BAE o A5sts vAES
ANERE e ARETdE 2E dAAFH Aol A YEve ARdYSE
ZgAE SA4HQ 2AdE o A AtH(Wu & He, 2012). AR EH A7
e dAAEE ANHS FASHER ARBoR FEH =W (Zimbardo &
Boyd, 1999), o] F+ #39 A7t#L dAXFo)gt s FEFHES 7D AA T

2 FEL &7 v e 5

o, A4 AR FEG =z 27 9

I EQHzte]l ¥ &, $Ezro] wTHZimbardo & Bovd, 1999, 2008/2010). 1%
5

=
AANSEEA ATBE M ARES FANLH AgBe A AFEH
3

Zest, A9Ee HEE Kol

g F73HA gt (Zimbardo & Bovd, 2008/2010). 47t €]

dere 3 AL A dE ASE AR ANAT ok Ao A
BEol Aol A Aol DAL AHAINA TIGm AZEr) Wl

2 A#ADRA7 9 (Zhang & Howell, 2011). = A4S A 7+az 3

ALWEA ABBEe NE G 444 B4 A0 dad AAASH Az

_10_



e Zte AHREE Aude] £33, FEdely, diEsta, 454 ot (Judge et

11

al., 1999; Roccas et al.,, 2002; Zhang & Howell, 2011). &
2 A3} s FE AsaH, M AF, 9
& =A4E =730 (Bruck & Allen, 2003; Roccas et al., 2002). §t¥ld &<

BER A#Y AGES FARAH AR AFED o] BAEI B,

0

], ol&2 Z740]

57 Kﬂﬁiﬁ% A& S i

i

21

4

A7) 499, 535S AT (Bruck & Allen, 2003; Judge et al., 1999;
Roccas et al., 2002).

@7, Aol dH Ande

i,

=
o

9 o Nz} AAY Yon, &of v
Zx FrtAe dAAEY Ay dAsEEY AR JvdE 54
b Azr#T 2o BERe #AE ATFE Gao(2011)9 AT E
HASHEY A &9 TvExe B AJRdArE e ud dAHEd
ANZE e HEseE A9 AaddAst I

AtgEol AASHEA AFEE e AMREERT o USE7E EvH(Gao,

|
o)
°
o
AN
2
i)
A
3L
2
)
o)
o
N
iy

o

2011).

AAA A AZEH Qe FuidEHe] Jd@dEE s Lee and
Song(2011)e] AT+% 3 Ah Lee and Song(2011)2] Zel] wzw, A
TR JAZ a7t EobA FETHirE dojve wHATFE AHE ALEE
3 gE dAAgd ANEY dAsEER NS AEES 3AY &9 A
star 1A H Azbe] BE37] Wi FEFME st AR UEiwT o= A
AAGFH AZRE 7P Abgbgo] P A A HE T AMRERET A A

T7F 6 ZetthE AE ¢n gtk (Lee & Song, 2011).

ol = AANAFH A7t#Ie AIFEL vlge Ao disin d 1y,
PHFH Azg A5E& F7ee 4FoxE AAXNIE AR F2 I
(Zimbardo et al., 1997), €&, €9 2 ¢FEAE-(Henson et al, 2006; Keough et
al, 1999; Wills et al, 2001), 4(1%) S (Henson et al., 2006; Rothspan &
Read, 1996) 59 #A=A FA #Az}S ATHUAT 53] AAFA A7k
< P AAFH A FAF A BlaE o] = Hoj g

A bR E AT BAAE AT Zimbardo et al.(1997)¢ WEW, 9]

AgH Aol Be AFES 84 e AFERTD AELAS @ HE 0

_11_
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Aoz yeisith 23 3ol 4R o EA4A
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i

AR o "gA

g0l

1}

[}
=

-

@ 7

(Zimbardo et al., 1997).

o], o 4ol

o

FEAE
of u}lZ % (Keough et al.,

_EH

o

B

1999; Wills et al.,, 2001), 253t 9] w2 =] &4

, GF &M Axe AAAFR

s
=

o] wlx|F

ZI7|AHEH o FaBAZE YJTHWIlls et al., 2001).
elg AcHWills et al.,

=

vy

<
Bl

—_
fite)

ol

13t} (Henson et

el

0

o]

=

EIRE

, Threl AasEY)

2006).

al.,

ofy

b o

3|

I #AEE Aoz AANFHNE

X

3

i
T

0

il
o)

0

Boyd,

&
b, @A F RS

4 T} (Zimbardo

IS
HA(as cited in Zimbardo &

©

o

s
g

LA 5 7]
s

=
=
=

QSR

1

7
A8

ol &

zz
=

=
)

2008/2010). Zimbardo and Warren(2008)¢] 2 3l

HA4d F

Bovd, 2008/2010).
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2 B 3¥9(Zimbardo & Boyd,

of wiAbel @ Holm, ot
Ao

=

o

_12_

olz @A H=7] o

A
&

=3
= o

q’

iF

1999; 2008/2010).

o
R



(3) =l gk Azt

mg= sRQle]l AEE & ogle AdelH, oA Uil g%, FHe, 7id, €
o 5o AEAd AdHd 98] wEo A 7] wiEol(Zimbardo & Boyd, 2008/2010)
vl el i B JAQIvie FaFolH, Aduit v E WHEe ARAEE
THETHAvc, 2013). o1® AR 19 F5 WoEAR, of" ARRELS 10d, 204

AZFH AMFEES A TS FAFdtriats vge] Ao 23S 2Eoh
a2Ena dA PlAAZE AR EC] AAME T o7lE AL ofyTh T
AFAQ AHFELSTE FAAE AEA Bt S44Q B3 Ao v
°of Hx AHC Z=Fel H7l Wi ALY FFS ¢ ETAHSE ARG W
ol (Simons et al., 2004). PlefA A AIFES wl Exo dig 7|oi7HA
7F ol dA9 FF Fd AT E 253 AHSimons et al, 2004). °]&= 9]
EodA @AY Asel © drdE, FLdvs AS ¢AFHHBilde et al,
2011). A=, v AAFH AFAH AdAARA AE BF A S8z &
Uk 2Eu A4 4% 5EHE A2 g2 rgREgd A 53
el Az g & zEEy] dEd dAE sEHol Bux ¥3 F473]
Bl Zolgtd, dAAEH Ald 32 mAe A3 Aaglel 4
g E717] S AAE S48 Blls Aol

ml A GFA AR F2 A7) 2 A (Aved, 2013; Shell & Husman, 2001), 7
Z A A(Avci, 2013; Wu & He, 2012), g<#(Bembenutty & Karabenick, 2004:
Bilde et al., 2011) T¢ FAl¢t #AHH AFsAdrh 2 AAQAFH A 7H
73 e SAS AY7] dEed &5, Fd, FEARE, AZAFT Sl 7
HAFH AtEEe] 5] AAEHUT

A& AtEEe] AVIEE EAE B9, v A EE AE §32 Aot
FAE w2 AYAoln, Ot AT FIRT "] Ao tisiA o ol
2# 8 oH(Zimbardo & Bovd, 1999; 2008/2010). &z v A &3} w+F A A3}
o HAAAME PHATFAH AHL4EE A S4HQ] RAARYE =AW A

at
@ RS d3te BAAYEAQ Aol o (Ava, 2013; Wu & He, 2012), &

it

i

O

_18_



A =7 =YtH(Zimbardo & Boyd, 1999). ©]¢F ##H3le] Joireman et
al.(2005)e] ATrlME me AE d Felste AAAFH PSR v
o A5 nEdte Ax7E =2 "HAFH FHELS AFTAH A4t o9
7h71 S 4 AEE v Jle g AEd S AS g4E © B2ol s
th & dAXNIFAH] FAES @A FEES o ®wel A= wkd v A FH
A SAES A7A HEE O Bol AHsAT. ER]L o] gjol] AZhHd mE 5
A BE U= i AAANME AHAZFY AlgEo] vlUAFA AFERT
AdREFFIH At | AFol 3
=3 o =& ABo] A th(Corral-Verdugo et al,, 2006). = 1) 2} #3# ¢l A}
gEol AAAEFA AFERT Hge ARE o L] "W LR EY
ol B2 Zog Rl

rir

W PG AEES £AY RE

ro
W)
1z
o

ol 4ARA F AT AR pAY 5L AFA, A

T FRAAE ERA AR v g XA AlEaeE Y AdaAvE 9
2t (Dunkel & Weber, 2010; Zhang & Howell, 2011). A4dAd S H57, AE,
Rz, A4F, w9, AAM, AFEFH 5o 5422 HAYHT(Bruck & Allen,

2003; Judge et al, 1999; Roccas et al.,, 2002). WA ml#A3HQ AFELS =}

29 HRE oF7] 8 EEeA Adsa, A8 Aoy 2AEES AFEHA
e Aol Jdorm FAVE AFHE] s dzrx, FE5E & AAGs
A3ko] gitt. olEl%t EA S-S Zimbardo and Boyd(1999)¢] Aol =gd 7

3 73 A7+ (Balanced Time Perspective, BTP)o| & “A32 Qo] u}
ot A, AR, vl Ateldl A A ZeEdEs FAsA AEEr] S A
A FoAA = o] dHd AAA A Ao Zimbardo & Bovd, 1999). & o= &y
o] Ao AeAHAA @, A&l wet JRQle] Ak AAE FAsHA HAg

_14_
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bol A ol oA gk

2 49 (Zhang et al, 2013), 3 E(Drake
[e]

et al., 2008), ¢+ T=(Gao, 20113 #&

1,

2 A

A (Drake et al,

2010), =3 EAH (Boniwell et al., 2010), 244 ¥ (Stolarski et al, 2011)o.2

I

Drake et al.(2008)

=]
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1

il

k)

1]

H
28

EEREERCR

o‘l o) q_
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2 HEE Bgdte] AR Pyom,
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o
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e
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point)e] Ao, o|Fle] w&H 3l AZk&AE ZAS Hopr) o]l Stolarski
et al.(201D)2 7% &3 Atd A4S A% 24 73S wHEeed 5 2
o AFNA wE A ALGFE FATAHH AR =a(HAH: 460/5.008),
v A FA AR (H A R 4.00/6.00%D) 3 A=A AR A A 3.90/6.00%)
S AR 22 e A4S EY ABFE A 1.95/6.008)3% AAFAA A
TH(HAAE: 1.50/5.008) 92 JEH=E Fo4Z Uz

A, AEA AEd SAHETE 28t 73 &3 AAE A= UH
oltt. A7 Webster(201)& ©& &3 A#S A8 948 F 714 844
AL (AA, vH)e 2 FAE Balanced Time Perspective Scale(BTPS)E i3}
i, ¥ 7}A 53 (Time Expansive, Reminiscers, Futurist, Time Restrictive)9
A @S AABA . 714 Time Expansive(A7HeH7d) #3823 379 7l A
7 27 ol &30z #3 I3l A7FEo|t)h. Reminiscers(ES ) 3
= v Aaes SR 9AY 3 des FHERY 22 fF0, ¢itis
Futurist(F1 &l 3}) §382 v daTe SR =45 3APTE SFUHRTG @
fr8elt. wEkA Reminiscers(F924) 383 Futurist(F 3 73
g A f-Folth. Time Restrictive(A7HAIRH #3 -2 #lek AR 57}
o w2 FYo|t

SFH, Zhang et al.(2013)2 «3d 3 A7#FL 3 7HA 4 FH (Drake et

=3

flo

:{o

[

iy

al.(2008)¢] # X, Boniwell et al.(2010)8] #HX, Stolarski et al.(2011)8] FE=E&
Abg&ete] @ e A EE F3A 49 #AE dEgn 1 A, 73
AR A e mERRT oS}t Y5 Ad S5 wH A2, &9,
ZAMEE =2 #Eol dew, wd F3 AFEHE Stolarski et al.(2011)9)
Hell o3 71 & dS =T

o] AAMHdE A3 Drake et al.(2008)e] w2 3 73l A

TS A ARE tE 39 AN#AS A AZERT 4N o PRI}

i

FgEo] Y& A7tH AFERTG g TERU 2 AHoeE YElgul
Webster(2011)

T 73 3 ARFE 9v| st Time Expansive(A 7HEH)
ol AlgEC] UE AI#EY AMFERT QEI AW zolEFRe] o B



28k
Vel HYATES nAE AT AR F¥el B2 ADU/PEY 54

& aopsa e gt

55 AopEAgel v, wahe Aol A Y meldn, N2 27
d ko] It} (Zimbardo & Bovd, 1999; 2008/2010). B3+ A

rr
0
o
o
-
o
ofh
td
-n

7ZHA o] ¥ (Bernstein & Benfield, 2013), &re] wtEo|u} 3 E7to] Yrti(Drake

et al.,, 2008; Gao, 2011; Zhang & Howell, 2011). & A7 F3 9 & HE o

HE A3E HA d@ ddolt. AAFAHAY ATEE T AR ES AA o tiE

719e] BAFAQ AdFo] A v@AHol:, Et, & A= EL Hol

(Zimbardo & Boyvd, 1999; 2008/2010). A, dAlswEE4 A7+ |

AMRES $HE Do, Aol AAe FAAg e vl dojd 42 dout
gl

A HAQT, @ Aol HASA & 5

o
F5e AANE FERETHL GepEAHe] B2 Ao AAL F &
3 & %

B e w3 gE53bo] vy WEel A= A

Ju
o
&

juked
£Q
L

Ny
©
I
ol
i
-
Hir
=
ot
N
_>|.]_|4
s
=)
&L
1o
i
i)
=2
2
o
k1
&
ol
H
N
et
rlo
i
o
D

(Zimbardo & Boyd, 1999; 2008/2010). X3 o] &2 AX-rl7hd o] w3 (Bernstein
& Benfield, 2013), 2184 44d 7FsAde] =t (Zhang & Howell, 2011). & 2|
7 39 Aeolw P HAFEH AE {3l FATAH AlkE FFET 7
o] Ao A o wel sk, FAVME AAS] A3 FAAJ B
A MY EE A% Y(Zimbardo & Boyd, 1999; 2008/2010).

oA A7HRS TR AFRES JAE A #7tE E7V|7|EUE v

do) BEAAT % 74 suoz Agst AFe] UrkSimons et al,



Zolh wa, dEe HEst APl Ab wE AANTH AnBe A A

=

& AgATdE SAH wFoly BA, Y F& HdIse= Al U
(Avci, 2013; Wu & He, 2012).

AAASH ABRE 7 AMRFES HEge A dgiEisEe A AZEHA
gom FHAd ZF48TH(Zimbardo & Boyd, 1999; 2008/2010). °|&2 AbolE A
Holu} FeRE e o] Wy Wit FEANS, &9, &2, A2 A2 FF5H0
3 #HeAQ FEH AFo] ErhHKeough et al, 1999; Wills et al, 2001). 28 12
T AAFES Aol FoW, AQELE FTEt AER A¥E T
AE FFE A33 4 (Zhang & Howell, 2011; Zimbardo & Boyd, 2008/2010).

g, Boyd and Zimbardo(2005)& F 7H o] AlZkd FRHoZ AR

o JiQlel dEld/dEd 54E ZE3dY s A, dAAgd ATa

e
+

.

e 2/ MeE A% AY BE FuE A X gt o5 A% o
# FRoU AAFL FAAT ARl the Aol A 97 Wl 919

ol g Akd fyolth 2R o FYe] Age Yo WA A5 A

gel Al ghalx Ae mASA ST 9AA, ASHER AnBe e
wE AAADH BB RARE ARBE e AFEL FAE ZAE

_18_



2. 2379 R 2H|A HES

&Y AMEAE ofr| = Jigle]l ke AFI AEE v & HHOE
T 2 ol Aavide dAdEz Jde AFES EHEE ZFoY
(“Shopping”, n.d.). 2832 &£FE7|= &£FdF Eoke Y Ad F 3=EHA
(Wagner & Rudolph, 2010), Tauber(1972)8] ATF(“AtHEL o L£FE& =
7F27) oI, FEe FAEd o dFHostei(el: Arnold & Reynolds, 2003;
Babin et al.,, 1994; Dawson et al., 1990; Kim, 2006; Wagner & Rudolph, 2010;
Westbrook & Black, 1985). Westbrook and Black(1985)& %7]1& “217ke] %
S A3t AAEe SHS dWer] S8 RE el #E Bl

3 Agd Fxoltk"gtx st Hawkins et al.(1998)S %715 “ojul P&

)

ZA 711, 2 g5 Exe wEs AAE dedegn At &, 71
= Mol od TS FEE T dF5EoR aqEV|e MUY £3EE
= FANTIE 459, olfF £ FHE dnsd

£¥E7] A9 AFA21 Tauber(197 ‘aETIE AEa Rk oy
ot AETuet AEEA e e o8 JHA olfEe oA #AE&Fn st
Ao 2R 2 aWE7IE olddHY FFLERYH de &8 #9 oy
L Fol AFes WHg = ZHd et du"2 Y. B3

_19_



t}.

ol E &2FWEIE “Ane] WA &TE 2E2A7]7] Y8 2HAE wA
oz felste dEgolgta FYHAU(in & Kim, 2003), =& “Aujd A9
I AT Ao dest 772 AHo " H(Noble et al, 2006). ol¢ #Zo] &

Z34 g2/ A" YA, dAde Hoo
BE7le 2vA YEbe §7F 258 A8 aBAFo] o|FAAESR FA
3

o] Hi olf FEx BEdolgtn & 5tk

of AAHAG. Tauber(1972)
g, A, ARe EdE g

A AE, B FA] G

I
o b

Black(1985)2- &8 E7|E 7|t & & (anticipated utility), & &4 3 (role enactment),
& A (negotiation), 1 ® & 4 3H(choice optimization), 2% 7H affiliation), &3 @3+
(power and authority), A= (stimulation) 712 #3833ttt 282 Dawson
et al.(1990)2] 4%, Westbrook and Black(1985)¢] &4 F-atel 7|23 &%
712 AE &3 =7](product shopping motivation)®} 2382 &3 % 7| (experiential

shopping motivation) 2 F8 38tk AE 2D E7)= AHFL vhst AEE0)

i
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Table 1. The tyvpes of motivation for offline shopping

Author(s) Motivation types Store types
* Role playing
* Diversion
Personal |* Self-gratification
motivation | * Learning about new trends
Tauber < Somcons tmulacion Non-
(1972) * Social experience outside the home identified
Social * Communication Wlth'others having a similar interest
mofivation * Peer group attraction
* Status and authority
* Pleasure of bargaining
* Anticipated utility
* Role enactment
Westbrook | * Negotiation
& Black * Choice optimization Department
(1985) | * Affiliation stores
* Power and authority
* Stimulation
Dawson et al.| * Product Outdoor
(1990) * Experiential markets
Babin et al. | * Hedonic Shopping
(1994) * Utilitarian malls
* Aesthetic ambience
* Economic incentives
Kang et al. | * Diversion/Browsing Shopping
(1996) * Social experience malls
* Convenient service availability
* Meal/Snack consumption
Re?n r;igid(;;)?)) * Hedonic: gratification, value, social, idea, adventure, role gtff;::
Jin & Kim ) DlV'erS'IOH' Discount
* Socialization
(2003) e stores
* Utilitarian
* Sensory stimulation
Kim & Kim |, ﬁ;ﬂ:iiagmlng Shopping
(2005) . . malls
* Diversion
* Social contract
* Information attainment Brick-and-
* Price comparison motar
Noble et al. * Uniqueness seeki‘ng vs
(2006) * Assortment seeking Catalog
* Convenience seeking vs
* Social interaction Internet
stores

* Browsing
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Table 1. (continued)

Author(s) Motivation types Store tvpes
.. . . . . Non
Koo € o S it e e, v s | g
(2009) . . ’ ’ retail-
price consciousness
channels
Purpose | * Task-fulfillment
specific | * Recreation
* Efficiency
* Sensory stimulation
« .. .. |*Inspiration
ACtl\Tl.ty * Gratification Non-food
Wagner specific |, Gift shopping shops
& Rudolph * Socialization Vs
(2010) * Bargain hunting food
* Service convenience shops
* Store atmosphere
Demand | * Assortment innovation
specific | * Assortment uniqueness
* Personal friendliness
* Price
SHH, Babin et al.(1994)2 &£F 575 7Fx SddA syt 2= 43
2 AYH s 48" AN PRe £%9) HE 45U Babin et
al, 1994). o]%, tge dAFRE &£HFVIE HEF 33 5 7| (utilitarian

shopping motivation)$} # =4 235 7| (hedonic shopping motivation)Z 73}
o Au|zte] &Y PFEL AT tHCarpenter, 2008; Childer et al, 2001; Jones
et al, 2006; Kang & Park-Poaps, 2010; Kim, 2006; O’Brien, 2010). 284 %

Be7= 2
33
2006).

shopping motivation)$ 443 43

AZHolH FTEHS

Kim(2006)-

gl2vl2~ HE 127 (Sherry et al,

A£3E7NE 2&

= %= 7| (achievement
€ &Y 57E Av[RTE AR AIE dokd dg

Tl e 2

_22_
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4235 7]o|t}(Babin et al

shopping motivation)2 &
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2235 7] (efficiency
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w7y A= 9 ZAAE 19 &3 57|t (Arnold & Reynolds, 2003; Babin
et al, 1994; Kim, 2006). Arnold and Reynolds(2003)+ #A A &£FF7|7] 2&
A 2719 A A vz=sivn st o8 Hol ddd H=HH £ F
1A e #HES Av], EAF, 24 AFH 2 AFH GdFH G #He| e A
o]th(Arnold & Reynolds, 2003). Arnold and Reynolds(2003)= ol#l gk =3
4£HE7)E 23 L& (adventure shopping), A+3 2 £&F(social shopping), ==
£33 (gratification shopping), °¢telt]le] £ (idea shopping), S L& (role
shopping), 7F* £ (value shopping) o2 BEFAY. 28 &3 571 &
ZH 2=, B8, 8, AT, o2 A e £ =28 =717 g 57
olH, 134 &BE7= ATECY SR A &£BE FoEM A= EAF

I} FUoE AIE 9 Frlolt 2 4dE7E 2EHA di9 V2R,

EE g 9% 598 08e A% Bololth oot £%%E A2 9
A EAE ARE SEe, A4ES SR 9% oo, 48 a9Fe
be Ade 9% 482 12 99 WE ALY AW, 7R T AAER
A% Brlolth mARer A &£WEvlE AY, TIAE T ALY 4EL

7] 93 F7leol

=gl HE &¥, g2 &3, 289 &3 AEdMe &FFIE A
T3 Noble et al.(2006)2 4£F57|E 283 &Y JFH &, 2/ o=
5% gxEH 2, £957]|E AHHES(information attainment), 7}2ZH] i

(price  comparison), &3 (uniqueness seeking), T3 (assortment

seeking), 2] Al F+(convenience seeking), AF3 & 43 2F8-(social interaction),

G (browsing) £B37|E FHEsle HAaPdoz AASAY. HEISE £FF
=)

71e AdES syl Aol ER=st Aol Wd ARE A7) AT F7loth

A2 a2 BEE Feaa s AFE Y ADA FEekr) Slskel
A9 avel A wmHARs A% otk EEAET £3F/E AF
3, 71 AEHE GE 28U 2AY THE E59 4EL 27 A% F
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=
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X

o], Wagner and Rudolph(2010)E &R E7(EREE, EAHFTE EHLHE
AFHez #4819 SAEZ AdRY EHEF Adel o FAFY, 5
A8F Adun 5HeT Aol f FAH] 7] Adolt. AA, 5HFH
(purpose-specific) -9 #4743 # (task—fulfillment) 9t 2 =} (recreation) & & -4
HAon, A4 &£3571e 284 423024 &% APS EvHAHLH & £
Hzke]l AR S5l A 7]9lEe, o £BFIE EAeE A% aBer FH
A gl o Fristav. &4, SR E-F(activity-specific) ¥ E&
(efficiency), 72 A= (sensory stimulation), < 7(inspiration), % Z(gratification),
M &2 % (gift shopping), AF3] 8 (socialization), A 7H4F @M (bargain hunting)
TUER FAHEAY. £& &¥EUE YAV £EE T W LA wEy &
o] FH Frloltt. FA4AS £FF7Ie EANE =8A &4 Udxn

A A ZIRlsk, 97 &BF7= AF AFE Aoy AR FEd o
J}J\_ A

BE7e A7

e
_(?L
e
Sy

Ha AFE FulstAY Fopd w9 JdH EALY = &FE et Al
A, &2 2 T (demand-specific) 2FLll= Au]A # oA (service convenience), T

Z E9]7](store atmosphere), T & Al(assortment innovation), T4 =54
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(assortment uniqueness), & 22l FH(personnel friendliness), 7}4 (prices)
£BE7NEZE FAEHAT
ool MPATFEAdAN £BF7IY FFLS 54 FE 3 f-HsS AA

H71%= sdvk AW ez &gEe] &= AUA & $17](aesthetic

Ex
o

ambience), AAA o] 9 (economic incentives), 7|73/ &M (diversion/browsing),
A3l d A #(social experience), HE| g A¥]~  o]&A(convenient service
availability), 2JAH/7F4] Z¥](meal/snack consumption) £¥EF71E2 EFFH AT
(Kang et al, 1996). ol o]|Fofz &£3E 2357 A7+ (Kim & Kim, 2003)
AME ol2ld &P F7I(FHAAS, 7HE 24, He A, 71318 A H HEF)E
of AAHAT. 2 AR A8AE Fo R o]FF &P E7] ATdA=
| & A gH(diversion), A3 3}l(socialization), 2 -&3 (utilitarian) £33 %5 7] 2L E 0]
AAE A (Jin & Kim, 2003). 38, Kwon and Jain(2009)2
£ A=d 2957(BEA 497HA, &9 )9 2483

&g Ay, 7hA )2 FH sk

N

E

o,

g &£8F7

B 2
o¥
offt
AN

(R

e

o B 2
ol
of
ah
il
do
ofl
ok
=)
rlr
2
—{J
LT
o
ofl
ol
)
:1
é
R=)
i
(P
9
_>i,
lo
o
offt
24,
L
(i
41 o

& Kim, 1999; Lee & Park, 200002 AAIZAY 71043 &£3579 FAH
£ E7|2 AAEHPark, 1994; Park & Lim, 1996). Lim(1997) Park(1994)%}
Park and Lim(1996)¢] AellA AAE A7bA84 aderlo A4 &3 %57
e FAFT 2PV ARG 2FEVNE FUEAT VA AV EE &

AAE EE 55T ARl oF AEES EHRY] Y8 &9 3

Avh £3% W Qe AGe FRekE Aol 2UUAY ATEI AT 4%

o
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Y &£3g s Aol HAH< F7lo|th(Park, 1994; Park & Lim, 1996). 7714
2357 BdTge] T4, AES 7149 o E5S 3], Bl ot &
T AE A ogF FEFE 127]) 59 o|FE aWE e LR AR AF
£ & O A"SA Al AE STA HE" F7]olth(Park, 1994 Park &
Lim, 1996). At 23575 £9 & o w3 Aoy 2 &ELEF o]}y
A £3E FOAY 2 A BAE BelE WA FAME

A
of i FEIA 2= 2ol BAAA 2gshE AL duB FIFT &

Table 2. The types of motivation for offline fashion shopping

Author(s) Motivation types
Park(1994) * Leisure pursuit
Park & Lim(1996) * Financial
* Fashion pursuit
Lim(1997) * Sociability pursuit
* Financial pursuit
Chung & Kim(1999) * Product purchasing
Lee & Park(2000) * Window shopping
Jeong & Kim(2000) * Hedonic
Kim & Jeong(2000) * Utilitarian

* Leisure pursuit

Lee(2000a); Lee(2000b) * Economic

* Personnel

* Hedonic

* Cognitive

* Product

* Experiential

* Information pursuit

Cho et al.(2002) * Social and amusement pursuit
* Financial and practical pursuit
* Leisure-related

Kim & Lee(2001)

Hong(2002)

Hong & Kang(2003) * Product-related
* Economy-related
Kim & Hong(2011) * Hedonic: gratification, value, idea, social, adventure

* Goal-directed

* Experiential

* Self-refreshment

* Idea seeking

Choil & Lee(2012) * Social interaction

* Product acquisition
* Value seeking

Lee & Choi(2011)
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HE7)9 AAZT 2957 Park(1994)T Park and Lim(1996)8] o] 71484
2357, AAAR L2357 FASE "Wgoez  AEFHUTE Jeong  and
Kim(2000)3 Kim and Jeong(2000)2 7|2 3oL} of7pAdgo] EXQ #H=H

&£BEF7Ie AEAUIE B4 HdE8d &YEUIE FEIS 49 Kim and

d

Lee(200D)E HHH 235719 IAA £3F71(H84 £ FH)Z TE83
t}. Lee and Choi(2011)+ Novak et al.(2000; 2003)8] o A3 &£ F7]

g 2AA%Y 29579 AYE £9572 A BANTY 4T

F9, AR £BE7NH3e] Wk £HAEY JHATo] ofws TE A 7
B AFEe] W2y, Uad xBF7) AV FPld &3 B B,
dol QoM x9e ¥ W e AuEe Wyl

U 3= 4% Lee, 2000a). 28 o] AT 3 FF/A7AEE £WE
o =

& srdol} AAFe Bl BT 2BLE AAE 27% Aol
=
)

o,
2

2
rO
By

=
gk
off
o
o
s
Jm

>

WolH FEeE ATEC oFojAn. HolZABACILFAM, HAA/LFA,
AAH AR, ALARA, AEATD ] BE AF £AEINANMEH &7
57, AAE £9%7), 99H £FFN) B APANE JRIA/AAA
Aue 08 a9E77t 2 AT A, AEAL/LE A A7
4 £4%719 444 23877 B A%l Aen, 4A/4% dve o

an
9H £PF/% A xBEF7

o174 £ =9 Lee, 2000b). &z A 4]
FErE Aed £3F7IRY A A£FFU)d Qs F2 A£EES Fe Ao



2 YeEbst2(Jeong & Kim, 2000a; Kim & Jeong, 2000b), #-# A E==Ho] =&

= #AgAd &d57Ie #AV de A2 dEyth H2 Amold and

Reynolds(2003)9] #=g4 2357 3 <A3%te], Kim and Hong(2011)2 )

7 &dE7], A

BE712 FEssdEd A4 2vA
£

7], oeltlol &% %

o
of

TE2 <Table 3> AAHAT. T+ ATE
°of 23378 #AHFH &7 HEH &£PF7IE EFE PHH(Childers et
al., 2001, O'Brien, 2010; Sarkar, 2011; To et al, 2007), Rohm and

Swaninathan(2004)2- 282l £HE7|S &% #H A (shopping convenience), A

B e A (information seeking), 574 ¢l A+ (immediate possession), AF3]% A
Z+-8-(social interaction), 47423 7 & (retail shopping experience), T3
33

(variety seeking) £3E7] AYE=Z FEIZ, 28 AHAEES

i"H‘-U

Table 3. The types of motivation for online shopping

Author(s) Motivation types Shopping channel
Childers et al.(2001)
O’Brien(2010) * Hedonic
Sarkar(2011) * Utilitarian

To et al.(2007)

* Shopping convenience
* Information seeking
Rohm & Swaninathan | * Immediate possession
(2004) * Social interaction

* Retail shopping experience
* Variety seeking

* Merchandise

* Assurance

* Hassle reduction

* Enjoyment

* Pragmatism

* Responsiveness

Online shopping

Offline shopping
versus
Online shopping

Rajamma et al.(2007)
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(convenience shopper, variety seeking shopper, balanced buyer, store-oriented
shopper)dt 4 t}l. 28] 37 Rajamma et al.(2007)2 £33 EF 7|5 A% (merchandise),
B A (assurance), TATRl(hassle reduction), =74 -&(enjoyment), AH-&F9
(pragmatism), 294 (responsiveness) AYER FEFFe] Q=g HE9 28
2l FEAAM AFTHE AB2EY AolE A8

A

S, 973 BoplA AT &gl

%

ox
el
B
ok,
offl
)
Ho
oflt
rlo
A
.
=5
D

.
\V

HEd, g5 AFES] 289 £¥F7E #AFH 29 57|(Lim & Hong,
2004; Lee & Lee, 2009; Lee & Kim, 2013; Park et al., 2009), #Helx £ % 7]
(Lim & Hong, 2004; Lee & Lee, 2009; Lee & Kim, 2013; Park et al., 2009), 74
AA £&£38%E7](Lim & Hong, 2004; Lee & Lee, 2009; Lee & Kim, 2013; Park et
al., 2009), &% 5434 4£3857|(Lim & Hong, 2004; Lee & Lee, 2009; Lee &
Kim, 2013; Park et al., 2009), 234 235 7|(Lee & Kim, 2013)Z 33 3

Ak AFH £RBE7l= JHY £BoE2 FHY V|24, EAE, SUIEFH

O

HEE Frlold, WA &RFIE Ao} TE Ass Az £9L 87
#1%k &71o]H(Lim & Hong, 2004). BAd &£3E7|= 2z d¥xxwYg o &

AE 4oz dRFELS FARAL AAS vusd ARYFL A AGH
7

(Lim & Hong, 2004).

Choi(2012)2 A &2BE71E &% Tv 2457, 2=/
RER
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Table 4. The types of motivation for online fashion shopping

Author(s) Motivation dimensions Shopping channel

Lim & Hong| * Convenience

(2004), * Hedonic Online shopping
Lee & Lee * Product
(2009) * Economic
* Merchandising characteristics
Park et al. * Shopping convenience
(2009) * Value price

* Hedonic pleasure

Suk et al * Hedonic
(2011) * Utilitarian

* Hedonic: Shopping interest, brand/product concern, [Internet shopping

1 9
Choi(2012) product rarity, availability of shopping information
* Convenient
Lee & Kim SoaaI.
(9013) Hedonic
I * Product

* Economic

* Convenience
Lee & Lee * Ubiquity
(2013) * Impulsiveness
* Economic

Mobile shopping

# A £BEINE 2T4E 2HAEE 2%, AR, ARABE 99 o

_80_



HZde dHU &¥ed} fEo] EAd &de] Frhet vk (Korea
Internet & Security Agency, 2013; Shinsegae Future Policy Research Institute,
2013). HALE EF HuldE F8 &Bol TV wEk 2uld &g E 7]
et A Bg o] F AU Lee and Lee(2013)= IALE Fdl A Zrfd e §
q £BE st TUIE A &9F7], AAE &350, F5H &£EE7]

A £FE57E AN HElA aFFrE deks AFE 4

BE7 & AR Fhd BAGle], BE o]FatWA Eutd &3S T

AR BRE Ttk F%4 &£¥EFUIY BF

AFe 7 e TuAte] dHE = 4% FEHoE Trlsts g E
|

7ot viA Rt e g AAA L£F T

rir
e,
rE
fuEs
%]
=2
R
f
)
n
2
ot

A el ¢ Qla, FEY o|WIEE o]&ste] AHSA Fuld F e #

HellM vxd F7leltt. 2Ea o] AAEd wWEY, Eutd £3F7] 78
A4 A ZZAold F&HA4E A&, #8684, EA)S BAY ZaaA

A ZED AElaE =rdA B AzGAZFH Fuiste] Aol A At
= %S $HRyu, 2011). B2 v dubdos A HEL f5d o3

AxE A 2o FRAEE A4 adaoesE FEEATHAhn et al, 2013

Jang, 2008).
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oz 253 4 vl (Ahn et al, 2013; Jang, 2008). £3] wW3alH,

pS)
=
7HEAE, AMARS FANE A EFe] drEd A5 AP Eo|oh Wy

oz, AnAdA " dAxA, AT &9 F¢, A2 2428 A
FahE Aol EFolthRyy, 2011). /MRS =4 dRgAe 45 4E S

Abgstel A dEolu MulaE #diste BdE e ES gFAAC AF
TG e BUs FYgHde= AoH(Ahn et al, 2013). AAIFL o F, 4E,
FaF 5 ddAE dag RE F5E FAFsE UAE AvE 2 =9
o FEEM, 19509t 52 1960 T8 AATAH o R AN 7R 2
Fe FUE A, FoE A Fol dth(Jang, 2008).

A HAFE ol sl e Feo A ALFELS JFARE o

N

g FETAE ZE 2X gHE4 EE EA=Fmult brand shop), WelA E

2y Fee fEaAdFAEH(SPA HH
), #7dud o2 FE3 & F Aoh(Ahn et al, 2013). 7Y, HEEHAE
Ak shbe] gl o E 3abe] dhFdt Bals=rt g fArEE Fejol, uo
7 EYAFE U5 HAR=EE VMR gi7Id A AAle] BE BAREE T AA
ste] duste AX FPo2ZH LGY LGAHA, AARAL ‘SEXE’ Fof
T(Jang, 2008). SPAY HIX+ 7|9 HEAELAN 4FE vHoz Ais
o AzZYME I, QA FEAAEE ol &8 AP VPR AFES WE
A AN E Feje] A FolH(“SPA brand”, 2014). F2 SPA Ao tEH
e FENLEC: FUEE, 8, H&M 5)& AF 74, &84 714, 4z
HHF viFE EFJoz 20139 37 RA=e FriEd o 129E @AY A

)

g4k (maker total shop), A%

Exog Z7beta YUTH'SPA brand”’, 2014). AZFE HIZ 20009 EoiA
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L

WA FEH7) AR HE WE FFOE MR A9 4
shol shute] wjgol AZe @A 9B A7E AdE

BAEES A9
o

A
A i 9

=

EF&EFES st FA &9, £33 dAE EF 22 7 UARE &9
FTHE AAT FFAA ALGFRo, AN 2P A 4ol dEEHIRE
& A 2713 s AuAEY SR AAY &% £33 7ol v (“fashion
caffe”, 2012; “fashion+life+entertainment”, 2012, Park, 2013). A ¥3F% Z=dH =
et AFAE Sol 2 ojo]th(Park et al, 2010; 2011). HZ AA7IHdE
& AEH HARFT HE olgd 2]l HEE: AHY AE, TV 4% F)
2 EE U2 739 oxggl HEEW: oY, BFaEE T)dA HALE
S A FEA7E 28 AE g9 9™ (multi-channel retailing) A2FE =95t

=

A H(“Big 3 retail”, 2014: “fashion retail paradigm”, 2014).

S, Wistd T g AHE o] F & A AL HE AU FAeEH=

AEY 4 o wE s £FEHH, A2 E AE(discount store),
a3y

k2l A (membership wholesale club), ©}

o
Py
[

Eo(outlet store),
A vl A (off-price store), 7HE|ZE] ZHY AL AHo=Z FEE & 9
o A7t E AEAE HA4F <HEe, AT 1 Ml

sEnie) SgUAE 3 dbER R ALAFE AT 7HE 9 20~30% 9l
st A7tAo s A AEoR FFI e GAIRA olRtEY HutET tEF o
THADn et al, 2013). 394 F¥ny TAHL ¥ E T ZvfidAZFEH A7}
Ao FY A AES AT 7HE Y 30~40% EAste] Adie Fuy HE
A B oA AEsA st A9 EHOE, MY A= FHHL I= F

A3 e Zels 29, R Hvil, Z2EFVF fEAQL Al elH(Jang,

, DA H YA,

2008). ob%3l AEej oF BAE AzAAL AE A AL FF AR 5
oz AY7 AEHIoR fie] ob2 8l

2001 oFx-2l), w3t Ao
g AEE dAviele HEdd obxEl(d: FrEol ok, Uil By, miel e
bzl F), I BE A BAE AEe ERIEte dAvsts Zvd obx
o ofF Zn Y obx, FAF AAA Znd ok F) FoE FEHE



o] W3t &LFolA

JoH(“rush in recession”, 2008; Shin et al.,
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A 22 71E9 "I EC] AHU a3 s d97HA FF 2 Bt 9
=

{0

= FEle]vh(Ji, 2013; Park et al, 2002). dFHFL A4 A
oke] FEUS HAEHOR FHFse £BE FHo|
o fe we} BA=EF HEH T
Sakong & Park, 2000). ER=EFL Fo7tE=E WETF, @3
Zo] 7lde] AALY] BHRE FEFS QAHY o
FH= agES dHol, HE
obd I AEw HEste &%= FHolth Lj\WH, AT A we FEET
TH(Hong, 2002: Hong, 2012; Jang, 2005; Na & Suh,
m, 2010; Park & Lee, 2009; Choi & Jeon, 2007). 34 &<
| 7HAAE =AM, 94, 22=28F TY 4% FELE odsA #
Hate &8E Feoln, HA AZEL HAE S, A=A Zo] HHAF
W AEHoR FHFEe &£¥E FHoltH(Hong, 2012: Ji, 2013; Park & Park,
2011). ©AA, FFE, LIV, A AEEE FEHAAHChoi, 20125 i
2013), "kl GrlAl, B, S35 Zo] #Ajate} 4B} Ato]E F /3]
To=M FAriatel ARAVE M AlLE 5 s AEHE ASsta Aol
dge s Agdte 9T = ol (Choi, 2012; Ji, 2013). 282 & v
AL g FELS Arsts HolA FTEF 22 FHloly ARt 1389
A A7 v EAFIY dEA, delolzo] mER QI

=
£, TV €43, vt 43 AnlE 713 &30 2 FEEHAHKwon, 2011).
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A FstE & A&vAF E=3F Frbska Q2013 S/S consumer trend”, 2013;
“buving things direct from oversea’, 2013: “buving things direct from
oversea”, 2014; “ buving things direct from Korea”, 2014). o] A< =Y A Fe
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OAE AegAd 2 AAG7} o]FAd & e
& Security Agency(2013)o] w=2W AvleE Z

A age) A%s Ay L AZtAoR odd murgd £BQHY &3 ol &

rr
Jm
o
o
N
N
rir
v
2
=
m
jas]
5
o
3
ot

1o
Hir
rlo
Hi
= A
e
ol -
g
©
re,
Y
2
v

AL F 432% Brld ARAE F 364%7F Eukd &3 Ad)e]l FUhketa 2l
ok 53 2o &£JNE EE(7%)e] AANE (e R/, 2, oAMAE 5)E

Frjsle Ao Bt (Korea Internet & Security Agency, 2013). £~#lE

o

7 &3 e AutE TV, 2nte WAy 5 7HA771E 58 AREs 2 AAY

7 bed Ao, LG UZ# 29 TV & wE’ S(Kwon, 2011)0] Yot} o}7)

ol9lof AdFAW A U Fh¥ 2 B2 2o vt 2dAMAE 28
1l &dI AFUEAZAEAESNS)SY 2T MZE FHe ARG AHEA,
aA FeTHE 28AWLd Zeeldl 2PEZ FEEHSeo & Cho, 2014).
FTETINE 22 AE AHR A el 44 Aol F52 W B4 &

o EAEAE Fo| o]d HFETH
(Han et al, 2011). Z&}tol8l &3 EL 3H& Uz @EFH 39 =Zgrdd

BAE 9 DA HAE 4T @™ A Buss SR, =

olHlgte~], g|&= Fddolx Fo YrHSeo & Cho, 2014). & 79 <
B2 £3& Y ¥ EE BE20E 23 AAHU o]FogRE=E Fow

Al IEYl &GEdns A2 FRE F9HL oy, gasdgAce], mtolx

WA Fxded @3 ATES ZA HEFZA g 2H[ Y] A Zov) o
7HCho, 2007; Hong, 2000; Park & Lee, 2013; Park et al., 2012) % ] o] =4
Z27S 2 A9 2[R BEAY e FEAMS(Kim, 2009a; Park & Lee,
2012) ¥ A5(Kim & Lee, 2007, Park et al, 2002)¢] &3+ AFEZE FEIAE
T U HFE F3E AEAEE W HEE AHA EAS AHEY USH
2.
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7 2
2HAES M YoM SeiEE BdE opAE U BAE g iR
H ¥ AZE s s dchPark & Lee, 2012). 18] Mg HLS AlF 29, A
B2 F2 291, oluA] a9l FrtA Ad =2 HFHE FRhon(Park & Lee,
2012; Park & Lee, 2013), ¥2=% &9 AYAGoME PR ¥ztdol ¢
=7 F7HE ATHSung, 2008). 7HEAE S oln) A a0 AHA FE 82le] Fa
g HArhEAd o2 yeld vhd(Park & Lee, 2013), WA AEHL HEE A7
7HE F8% 37t ado® UE o™ (Cho, 2007), FE AHIZ 2U(VMD, &
71, ARG, AETA, BE Ao WHeH BAs dedET o 22 3
7HE @t (Hong, 2000). S AEH & A33le 2vAES X 23k 89l
& 7Hd F848tH(Song, 2002). ot olFA] &<l JHE Fasta, g
Hog 7tA] HHEA, A/SS vhEgo], e AT, HEo|m A Pt
A AHEE BATG(Park & Lee, 2012). 9182 T2 A a9lo] 71 F2o3 H
7b a91e 2 yetykow(Park & Lee, 2013), &S AFdts LvAES 71

29< 7 =A A4 wH(Song, 2002).

=t

)

OE Yl £YEL TERAQAI AFLdo] HF F23 Hrieclow
bt ok (Park & Lee, 2013). 28] 22 Park and Lee(2012)9] 7o W=, o1H
U &£FELS HIEA, U3 AR, FE/AE/IHME 204 T B2 H
7HE wstt, 53], JIHY &P ES Uidy @RIFEG AF FFY LA
ARAA EFA iy 714, #HdA, vigMEa 404 =2 HUtE Eskt

(Sung, 2008). o]l = AU £BEolA AE7mel FFs wA= AL 714,
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tUE Atge] AFF/FEE, AAT AR/ARR Aoz YEEY(Kim, 2010).
JEUl A FFEAAE AlolE 74, Fuide 9 #g, 7o) & A8l gl
o] BEee AME o FFE "B 2™ (Choi & Jeon, 2007), &F 4
T3 JEU AL FFEY 4 HEEd 93-S A Lee & Kim, 2011). ¢
Hul 43 A& FAAE AT o8 do] ) &R 4TS A E A
2 et od(Lee & Kim, 2011), A&7, 4FAE A7, F7+ AZA, A7H
Aol HA-AEEANAY gEFrgdated F3FE P H G (Park et al, 2002). 2
G Y A "AEEANA FEE FEteE A8AES FYEY A<
Atol ) s LA gk AR e ¥eE A2 YEPHTHKIm, 2007). o3&
oAl AAEe v H hdAde] TSR JEE v A= Ao® YERY
(LLee & Kim, 2011).

(2) 42 HE FEE HE ol& 2vAe] 54

54 F39 HAMEE HE53AAY ol&dE 2HAEY EAE 2u|AE
#FAE(Kim, 2009a), F73t= B 7FA|(Park et al, 2012), 2% 43 3(Choi, 2012;
Kang & Park, 2001; Kim, 20092; Kim, 2009b; Son & Lee, 2013), 17 A}3] 4
£ (Kim, 2010; Park et al, 2002; Son & Lee, 2013) =HolA 733 AT
Eo w29, 2z EAd gt dssAY T2 olgdE A HE F3 9
e Ao® EiHPT F WS o] LHAES AFH &ad7HA F
(Park et al, 2012), HFF JH(Park & Lim, 1996), &3 1 3
2009a), FEAF FH(Kim, 2009a) 4 AMEZHAT 22z Walde F2 d§
ste AvRES FET Aol sz, AR ARG W
AEE Folale Heln, A4 2¥8E T o AFRL 5538 oA, A2l ofr]
Z1eb g 2ed, ¥RdihetE e AR & Fulsts Al v
(Kang & Park, 2001). 7} &£ = W(Kim, 2009a), &EAF &3
A (Kim, 2009a), A4=4 237Hx JA9H 254/4034 23 7Hx D (Park
et al, 2012)14d AZHAT AP AEHS 49 nHS FJoeA AsHAD

BAEAME L &3 o] AT AEZAF &3 JddlA HZHADFKim,

2l



2009a). SPAY HE= A54 &7k FJddA AzEALL, BEAF/ALNFS

434 2974 A9 AFA/ARY 297H el AsHon, o5

L

et al., 2012).

A, QY 7

c-E

2o 434 29700 e ABY/ARY 23717 A

4 AEZHAHPark et al, 2012). 2T 2RSS oZahel aPo|Mut)

F2 BEdte ARERY AR F4 s ¢ Bol FAHKImMm & Lee,
J A AEEE dsde 28AE2 AHY T 2 F
AlE Asste 2¥AERT FHge] o #dtHSon &  Lee, 2013).
Choi(2012)9] A7AAE JHY A FEEES o83t 2HAES &3 5
Ho| TRt 7HFgEETE A FUr) ol LZnAE dE3ke Av¥AE
o FuEE HU FF=olv dHUl 4
AoA e g wdotow #aFETl A HAH & A Ax FAET A
Aoz Yelgt(Son & Lee, 2013).
S, MY QI AE A EAC @2 sfAPE Ao} o] &9 AolE
Ao, exa A FAEHS #S o
= AH(Hong, 2000). JAEY &PEE Ao H2FLFE ol &=7F & A
o2 Y t(Choi & Jeon, 2007). §3], Ul FHFEE HAssts LH[AES

30) Z1EAT wokom, MY o] B WA AHyl AN BEEL s

[".u.,
2
r{n
i
o
2
}gl‘.
ﬂ?
B
)
Dy
|
f
v

= AH[AEL T2 20U qdAEIY e, rEolx, UEA

2013).

Orl
°
w2
=
wn
@]
=
‘
.
D
b

_89_



4. 2H[Xe] Azt o AH[A WS

Azl gk JRQ1S] FHAol FoA Al HEE u|stE AZHHS T
o &9 WA AF, A, oAEA T AvE FFES H AT Ave, 2013;
Zimbardo & Boyd, 2008/2010). AlZkgo] 7i1e] AAMAH, HAEH, &2 5
FFE vHYE JE 2 o, fASED
A FR@ wEt 2ot dE FAow SHr
e e Ay dEH 5A4E 78S ATEd =29, H3ARA

4 AR AREPEL ANBS 2= ATES 252ASEDN GolEAY

A3 24 BE T 9l

i

e

Al

R

e

o] w31, wmge W3 ZAE A THIA FAPTH(Zimbardo et al, 1997;
Zimbardo & Boyd, 1999). o]&gt Ao AT o, FAFAH AR HA
SHEH AFRE 2t APES STy B34 dlE TheAde] =2 9d A

1Tl = TR -
44 Ty 2AAYY £4BFL 22 Aow FERT. waq AARYA

of Lo grtiFolut 7HE A dEles AE R FEHACY wA
AARAR AR AASHEED ANRE e MUAES AHEE £FE7
7h e Qog Jg=dn

B BATAA AR ) GAFH ARE 2 AARES AolEF T
=3, AZAol #HIIAY, AFEUZAHo] Yol(Bernstein & Benfield, 2013;
Zimbardo & Boyd, 1999) v 7}<£3 &adete S 4 Br oid# wiA
Ade7e ey =3 5 o=
AEl A &£ EU)E HES AFEH 24E0 HA &£ dFHEHor & A

o2 dzEth 2T AFER YA 42 £BHE AL BolaA 2T A

_40_



Y,
fijo
o
03
i
o,
£
N
jn
ja\)
=
®
@o
anl
S
Pl
o,
O
p—t
[—
N
=
S
O
@)
@o
)
2
~
[\~)
[
<O
o0
S
(W)
(@)
p—t
2
I
R
kd

e ZE5E o, FEFHo| L, FeHolH, sVl BI, MEF FT A
o] & R olvzt AAd FH3 L, AANE =7 54 B
Allen, 2003; Zhang & Howell, 2011; Zimbardo & Bovd, 2008/2010). =3k & =)
A AGHRE e AAFES AAREAE AR e AAsEEL AEE

zte ANARES nRAVHRE SE Aol ApolEAHe] o me ] Aol o
A @ 1233 Zimbardo & Boyd, 1999; 2008/2010). ¥ ofyg}l olE& =714
ol ntEou} ®BA FHHES A3 t(Joireman et al, 2005, Wu & He, 2012). 9]
He A7A3dE 2T W, QA Akde] B3 2HAES 2 HAA

=
oo
5

Q.
o

XN FET EE Fod BFL T 7H5A0) te Aztsel AuAERY
Ajdes A% pAH A2, AU 5L THOZ 4WT Ao 2L

Aoz FERth B AAAGA Awe] R 29AEL FAAFHA 4
%

o
gg @A AFHE AE HEE AF 14T AR d3YD. 21 ARAY
H ARRE 2= ATES T/ B, AZEE 2T4E 4% Y] 9

o (Bruck & Allen, 2003; Zhang & Howell, 2011; Zimbardo & Boyd, 1999) 43

S T4 gFrde HA f¥gstE GH g EYgle]l 257 Y8 aF

m P A A AP E Zte AbstE S

mﬁ

o #FETgEs EFY 2HE H F
2 A8l (Zimbardo & Boyd, 2008/2010) 92 Al#EHT A3 A2YE7|7 =&
olell whe} m R e A7)

A ZES F o AEsA FHsty] 98 dEHU a3 ES 4
E #28% Zler oFdEY. gz AotEF ol i, Aol LA
(Bernstein & Benfield, 2013; Zimbardo & Boyd, 1999), t}& A7+ F-3 9 A}
HERG " Ade] i § Wol uHstH, AFHolxm, EHA Ao

P
lo
i
x
rfu
(i
£
oy

FobRES Al gt

0
i
o
P
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(Zimbardo & Bovd, 2008/2010). we}Aq w] x4 A 7FH-S

294 2357100 289 £9F 3 22 A

ol el AR e} o] E Ao HARF o

Wego] auAel A7y §30 B e
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i

2 224 AE stk AR S48 A#Ee] 57 FEFHARTAEE A,
FATHA A, AN AR, dASEEFH AL ) 2| =
o2 #F/E Zimbardo Time Perspective Inventory(Zimbardo & Boyd, 1999)
£ TR WFste] AMRET Eole WYd E3E HAgREdS AF
3t7] 913 d=olet dojddl s=F olF Ao o]-&AE(bilingual speakers)?l H
= st e vls HolRl(5 Ul gt b A SAH =T dEF gEo MY
7t e AE HFES stk 359 A

-

A7

Y

001‘
_IN

.

fz
R
2
I
W
Sh
ot
Lo
(E
A8
2
:(ru

oE o 4¥s AgY & JES o Y BEoz SAANT 24 2 Be

Uz $ATAA ARBRS FAS HEolnt do| AL, FAe
Aedge] 44 MezEd $& B EYES T FA
b 23 AAASE A Aol el FA
NZBOZA, 5 AHRTE 5 Bl UL FrA, FFHAA, &

o AFE 99 A9 BEL dEA F& BE BYEE 239AG. AR

#E52 BHAL Aok T A AYT 5 A=A L BE SARYER olF
AAYTh AR ZHEGES 44 58 I 13 A9 agA 9 ~

E Ao AARE &£ E7|(fashion shopping motivation)= AH| A2 &
=

Hee dEgHos 244 QoE sdler, HEHH



% 7] (hedonic fashion shopping motivation)¢t 2 &

kyi
[c]

BYE &

F

=)

=<

=
I

4 % 7] (utilitarian fashion shopping motivation)® -

}=(Armold & Reynolds,

‘mo

1994,

Kim, 2006; Noble et al., 2006; Westbrook & Black,

2003; Babin et al.,
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otE, Aol obxEl, ALEA AEE i ), EHU L EuA(: GRHA,

A7 5), 989 AA AF 235 AAZHA, o7, 244 5)
AE Y FFE(: TEIZ, HE ), AHYR 2H8AW 2(d: 73, E|AE2H,
AeZ 5), QHN ¥ 2 B2 &3 vlo] &3, AAuwe] F), TV ¥4
B(d: C] E£%, GS £4% 5), 220 £33 GAZA, 4498A ),
2ulE 7bA &3 (e LG U 829 ‘'TVS mlE 5), AAA A 33 dAH,
AW BARE F), BEF/FER/EEE, A9 2 s AE(A BAFE, AsHTt
HE 5), AAANZCl: SHE AR, GoE AT F), 78 FExZ FAEHACT

£ 24ugse d9gegon 24uon J8 HERES ARsReR

-

S’

$9Ae) QAT ARH SHe A, dER, 8¥, 39, 4E 2 a9 4
7

B 25, AF Aded diel dEsta, Ad9ded B g eE 450

_47_



Table 5. Measurement items and references

Categories

*

No.

References

Time perspective

Past negative
Present hedonistic
Future

Past positive
Present fatalistic

10

pnk ot
w QI

Zimbardo & Boyd(1999)

Hedonic
shopping
motivation

Shopping

Adventure
Gratification
Role

Value
Social

Idea

I W W W |Le O

Arnold & Reynolds(2003)

motivation

Utilitarian
shopping
motivation

Achievement
Efficiency

Babin et al.(1994)
Kim(2006)

Price comparison

Convenience seeking

Noble et al.(2006)

Anticipated utility

O NN W W

Westbrook & Black(1985)

Store choices for
fashion product
purchase

Apparels

Bags

Shoes

w

Average spending
on fashion products

Average spending on fashion
products for Spring/Summer

Average spending on fashion

products for Fall/Winter

Vv

Demographic
characteristics

Age

Marital status

Education level

Area of residence

Occupation

Monthly personal income

Monthly household income

|

Researcher

Total

100

* the number of measurement items
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3. =AY & A=E

B oAFE AFd AFste @ 204~594 olEte] oAHES ZAIA LR §
Ak AEFFHLS 2014 3¢9 13U FH 49 2097HK] 29l e=ZEgl HAEF
A2 BE F 52999 EEAV SPEAT, BALT HEAEIE)Y 2AYA
o H9E "ol HBEAFE A, F 46657 HE B4 24 AE5=2
o] &= At

-

N

AT HEzAE & A9, gl met AbgEE olvd Aol AU, 9H
T AFEHE AEE F 22 ZEE 9SS F 7 o
2= AR AE = 7]
e 523 Je(EF, &, dolA T #Holoby 5)e
= o=l HAEXALE B

A2FdYHES He B (convenience sampling) ¥ w@eol EHWH
(snowball sampling)e] A& Avt. AAFZAYE L A, 727 dod= A
¥ =9 AeEds) oWd Tx AR B 4EzAY FAHE A aAs
A 24, A7A7E HH FH ALREAA HEAE WEIAY AA, AFATL

44 AFZAFRNN AEEAE AU
w0l BAMHE Qo2 AAH 9 AgEo] 1Eo| ofs AAES] A
23z 97 oEdg nud A Ee] HERA] AW 5 LS vk

M
Aot} oY Aol YE A4, AR FoolA FaE deiF
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H
rir
am
0x

D 9l Abgl A 54

2 dA7dEY T AE A 548 g <Table 6> AAR vlek 2o &

4 (n=130, 32.3%)9 vl&°] 7t =%, T e
30tH(n=99, 21.3%) 20t ZR"H(n=85, 18.3%), 40t (n=76, 16.1%)°l A3, 50tH(n=44,
95%)7F 7Hd gkth 71E oA (n=246, 52.9%)°] WE A4 (n=210, 45.2%) Lt}
k7t o B sEe Ae, Uitz £4(n=278, 59.8%) Hl &l 7+ =A UE
wor, I Of n5dm &Y o|sHn=71, 152%), W An=32, 69%) =
o= yepgton gty £3 F 4.2l 39H 5(n=27, 58%)°] 7HE 2A U
et AFA ] AS AFE(=246, 52.9%) 7F Hl&o] 7 =A AP L
o, 7 g A&n=88 189%), 8% A% (n=8l, 17.4%), 671 FHAl(n=41, 88%
o2 YEyt 8 AdLe AUE, FYE, NG/ ALEE, FHIE/EH

&, debde/Adegs R 2eE e, 670 FEAdE d, A, 25, 1,
b, Fabe]l EFEHAT. F YL Av/MHEI A2 (n=101, 21.7%)9] Bl&o] 7HE =

3, AEZ(n=98, 21.1%), AHFA(n=73, 15.7%), 7+HFH(n=40, 86%), ¥+
(n=40, 8.6%), r4¥(n=40, 8.6%), 71EHn=23, 5.0%), 71&32/71%53(n=17, 3.6%),
2k 4 (n=13, 2.8%), #+& 2 (n=3, 1.1%) =& e}

$94 Eole] AWt AEW AF AW 25 2AS A%, $ER 29

o ARFF A5 AH$, 150~200% 9(n=94, 20.2%)°] 7FF Bz, 1 thSo
200~250%F 9 (n=88, 18.9%), 100~150%F A (n=66, 14.2%), 300~3,800%F ¥ (n=52,
11.2%), 508t € wek(n=47, 10.1%), 250~300% ¥ (n=32, 6.9%) o2 YEeyo
W 50~1007 H(n=10, 2.29%)9] #H|&e°] 7} g 7S EHT A5 A,
700~8,000%F ¥ (n=100, 21.5%) Bl&o] 71 ¥%31, 300~400%F U(n=60, 12.9%),
500~600%F ¥ (n=58, 12.5%), 400~500%+ < (n=56, 12.0%), 200~300%F < (n=46,
9.9%), 600~700% A (n=28, 6.0%) +2.2 VEoH 2009 B vH(n=10, 2.2%)
o] v go] 7} A yEbst.
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Table 6. Socio—demographic characteristics and spending on fashion products

(n=465)
Categories Freq.(%) Categories Freq.(%)
20-24 yrs. 85(18.3) Less than 50 47(10.1)
25-29 vrs. 150(32.3) 50 —Less than 100 | 10(2.2)
30-39 yrs. 99(21.3) | 100-Less than 150 | 66(14.2)
Age Monthly
50-39 yrs. 44(95) | income | 200-Less than 250 | 88(18.9)
(% ) ~
Non-response 12(2.6) (%10,000 250-Less than 300 | 32(6.9)
Single 210(45.2) 300-Less than 3800 | 52(11.2)
Marital [, . S N .
Married 246(52.9) Non-response 76(16.3)
status
Non-response 9(1.9) Less than 200 10(2.2)
High school graduate or | 71(159) 200-Less than 300 | 46(9.9)
Currently college student| 37(8.0) 300-Less than 400 |60(12.9)
. = Monthly __ _ .
Education Bachelor’s Degree 278(39.8) household 400-Less than 500 | 56(12.0)
level Currently graduate student| 32(6.9) | vincome 500-Less than 600 | 58(12.5)
Completed master’'s o-,= (3¥10,000) 3 -
coursework or over 27(5.8) 600-Less than 700 | 28(6.0)
Non-response 2004.3) 700-Less than 8000 |100(21.5)
Capital city(Seoul) 88(18.9) Non-response 107(23.0)
6 big cities 41(8.8) Less than 25 98(21.1)
Ar‘ea of 8 provinces 81(17.4) Avera}ge 25-Less than 50 125(26.9)
residence spending
Jeju Island 246(52.9) on 50-Less than 75 76(16.3)
Non-response 9(1.9) pfl?(iillgrtls 75-Less than 100 11(2.4)
Housewife A0(8.6) | (Spring/ | 100-Less than 125 | 56(12.0)
1S )
Professional 98(21.1) | T 105 Tess than 500 | 42(9.0)
(¥10,000)
Government officer 40(8.6) Non-response 57(12.3)
Sole proprietor 13(2.8) Less than 25 03(11.4)
Sales/Service 101(21.7) Average 25-Less than 30 66(14.2)
Occupation| Supervision 5(1.1) |spending | 50-Less than 75 127(27.3)
Official 73057 | i | T5-Less than 100 | 17(37)
Engineer/Technician 17(3.6) |products | 100-Less than 125 | 62(13.3)
(Fall/ )
Student 40(8.6) Winter) 125-Less than 500 | 78(16.8)
Others 23(5.0) | (%10,000) | Non-response 62(13.3)
Non-response 15(3.2)
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2) AAE =X &Y

SHAe A o BAEY(E/AE HE/AEE E4¢ A, <Table 6>
oF Zo] B/E 9EXEHE 265~307 H(n=125, 26.9%)°] I B%oy, 25
w9 RH(n=98, 21.1%), 50~75% ¥ (n=76, 16.3%), 100~125% ¥ (n=56, 12.0%),
125~500%F ¥ (n=42, 9.0%), 75~100%F ¥ (n=11, 24%) ¢ & YErGT. 4, 7t
S/AE GEAEFH Y A5, 50~7o% A(n=127, 27.3%)°] 7}F Bk, 125~500
T $(n=78, 16.8%), 25~50% € (n=66, 14.2%), 100~125% $(n=62, 13.3%), 257t
A {1 2Hn=53, 11.4%), 75~100% ¥ (n=17, 3.7%) £ 2 e,
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L 06938 079 =T v dAFAE A 8QUEF3 Y AlE =
0564, FAZTAHA AH 220(F4)e] MNHAEE 0583, AAsHIEA A 24
(F5)¢] 4lzlew 05482 ARZ7IEA 4 42t nLEH AT

HFARAA A7FH 2921 (F1: Past negative time perspective): 2.9 1&
HA e FAA 71ge] zAF AZ A (PN, PN2, PN4, PN6), #4207

o3

AEE Bol 7 J=A(PN3, PN7), F33t= do] B2A(PND)E &8 %

.

A, FARAH ALH SAZHE FTodA 4] £Fe] AAHJT. Fd A
EE 8749 d%¥s TE ARAbs VHAd dE He 4ol A9 gle
(A33), @At olst H=PE A H HE(AGE A= TFES

HAgke] ol 2 HAE &AM AAHATG. 22 FA

AE e F3 A=(AME 43 <39 B, 2709 2.9edA
A gkol 040 o] do s YA M AAES
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[oh

E(A5, A33, A36)2 Zimbardo and Boyd(1999)¢] A7t SAHEIFTE o
124 dapet vp7EA 2 29 HAgl 05 PINHx041~047) .2 ¥A e

3 fo
s

o A2 A 7@ 291 (F2: Future time perspective): 291 2= <7t
& 437 A8 H2E A2 TAER HHES AEFEAFD, dek T ¢
o] BES vg #AAHFEAF2), Wl b 229 AFES mE AYFole
AFY), &L GEg dojrete AE Mg 2 d& AET F dEA
(F4), A8L AY 37E& Bli7IRvEs 22ad 43d g 3FE RUER
(F5, R), 3ok & & o] A& vl /ZS P sjof & dd Hd
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AF6)E =5 THEE F 67 &8 I HJY. mA 8.9 2% Zimbardo
and Boyd(1999)¢] A7ell ZA3ste] ‘WA FA Aol et g et

S, A FH ANRFE B SHBISEAV £ F 7 £ AA
HAT AAY EFES HAHEH, F&H3 o F(A9, Al3, Al8, AZl, A40, AS6)
of #3 AE, o9 thn] H]E TH(A30)] #IF WEEo|th & R #
g 370 BI}E(AL Al3, A1) H]5=%k 29l HAAghe] o8 2¢ld YE7] o
ol FFAA AAFRAT, =3 g SHlA AHE, F& R E A=
AL A3 A wpgA dolv w&A g ofd tiR-Ee] AlgEe] FAd o

4 &gl BRoy] WEd ARHe HAsE Bgoss wEde dd 3
o Azrat o) oyl Mg Ze] BH 1) £IA0E B £F 890

1

2 UeUA AAHAT B dFdA AA"D T 29E F ol EFE(A9,
Al8, A21, A30, A56)9] A9, Zimbardo and Boyd(1999)¢] <1+
ATFAME 8.2 AAFEC] 0.5 PI(-0.33~049) 2.2 YEFRLTEH

HAAZ4 A7tA 292 (F3: Fully present time perspective): &% 3& 7}
7hE APRED g AEs A AL2A(PHD, 44 &8& Eojde d2 F8
FA(PH2), &9 HAA TEsid s =81t &9 q43& 7= Al 9 F
232 (PH3), ME Rt} mt&s wE Wyl B2A(PHAE BE TFER
o] XFgHAY, B AT = Zimbardo and Boyd(1999)e] A+ Aot 2
AAARE ARE S5 SE0o £3EC] S5 #dd
(A8, A23, Ad6), 87T #4938 FFE5(A3], A42), FAFTAT #4449 3
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TERAETHT AopgAHe] L, H=HH A5 FEks

4ol g7l Wi FEAsolY AdATo] dAHHTA AHATG AP #A
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= Zo] O Fasttha AZs=AARE 25 T¥Y 45, 9 % 8%le

= -
gEo] ‘advetn dig ¥ g R 44s 22 2¥LE Addd. 4

Az o] FFADS H=EY & | AY dFEd S8AEe] ‘2

=
qox "Fx 2Ex= AF7 o Fr
el AA el F e 2l HAA =
B AAHAY. s EURE FF ALS dETHALR) 239 B9
22l AAgke] BF 04 viwo s vEhy shitel 29¢ 8 49eR Ram
2 A AAH[T AAY EFE T PN EFEALZ A9, AR)E
Zimbardo and Boyd(1999)¢] 7oA 291 HAgte] 04 mRH0.32~0.38) 2.2 1}
Elytow, ot 37 EFE(AL A46, A48) F=3 2.9 AAFe] 05u ez Ve
o 53], £3 (A28 dAASA AE 29 dASHEEA AT 8l
B8 29l HAF(AZ 036, 03322 YEsth = B A7 AA"
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HAZFAZ A7+A 29 (F4A: Past positive time perspective): £9¢1 4%
HAE HEGEE 42 EAAPPD), FEI FHE0] 44 WL2E=A(PP2),
g el AAE olok7|E Fol=A(PP3), FA £ do] Y duc
APPHE € £FEE F 4 %] F2HAY webs 29 45 Zimbardo
and Boyd(1999)8] 7ol At ‘HAATHA AH 8oz FHsAY.

S, AAE BFE(A2, A9, Adl, A49) F ol Alde] it et A
EIE(A2, A29)3 ‘HA g olekrld EE #Alo] glvHA4l, R) 39 4

HAAGro. 2 F A oo g9l HAHA a1l 45 HFEH7]d
EZvd A2 Ao AATAHA AH EFdA AAHAT A7|Ho=
=k NdAd/ A/ AFE FolsleA(A49)E B £ 49, ©9d £3
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N EEE(A417} A49)9] A-$, Zimbardo and Boyd(1999)¢] 2208 A Axlo A

F_\ﬂ

=

rr
)
rO

o

_57_



9l HAgko]l 05 HIWre® YE 29 FHe] 4 AW £FECIHh

a
A<D EF A 7t3 Q<21 (F5: Present fatalistic time perspective): 2.¢!

5E Yo Yo Ao i Wt T £ YE AL obFEAR 97 wEd 7
of HalH AAsE RS BAYTHPFL) 283 BE AL #Ygle] Wiz
el HE AYL AeE A ErleatHPR2) &3, g 3 Wil &7

bl
A F e od el o AMEHPE3) E¥oE F I 2FLE 74
HAA o a9l &d dig FrHEHF "= #3 H&o= Zimbardo and
Bovd(1999)¢] d7ell 24t ‘@A EA Ardolgtn P AT
SHA, AAE F3E(A3, Al4, A35, A47, A52, A53) & 'dojd A& dou}
A HAJYTHALLY, ‘AT A" FFRAAA =7 EAFOIY IES
TRV FE ACHA3), ‘=HREY Fo| AFE VMARFIIE FHALS) =F
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Table 7. Exploratory factor analyvsis results for time perspective

Items

Factor loadings

F1 | F2 | F3 | F4 | F5

Factor 1: Past negative time perspective

* Painful past experiences Kkeep being

PN1 . . o7 | 053 |-.038| .004| .105
replayved in my mind.

PN? *1 think about _ the bad things that have 7551 1051 1101 027 | =060
happened to me in the past.
* The past has too many unpleasant memories -l e Py

PN3 that T prefer not to think about. g44 | -031 | -.074 | 136 | 122

ral It's hard VfOI: me to forget unpleasant 795 0141 -0161-1181 130
images of my vouth.

PN "I ve made mistakes in the past that I 604 1 -0361 23531 o072 |-107
wish I could undo.

PNG I (zftenvthink oflwhat I should have done =51 1-1481 237| 029] oaa
differently in my life.

N7l Jve_ tglken my share of abuse and 597 1 =037 | =209 | =045 | 202
rejection in the past.

Factor 2: Future time perspective
* When I want to achieve something, I set

F1l | goals and consider specific means for |-.016| .730 | .045| .060| -.149
reaching those goals.

F2 | *1 make lists of things to do. 79| 681 | -.039| 114 | -.164

F3 * I believe that a person's day should be 197 650 l-1621 176 | -072
planned ahead each morning.

.| 1 keep working at difficult, uninteresting | -, - o= | _

k4 tasks if they will help me get ahead. 078 | 583 .255|-.002 | .13

F5 °1 tgke each day as it is rather than trv to 108 1 =567 1 243] om!| 195
plan it out(R).
*l am able to resist temptations when I|_ .~ = ol-104] o

F6 know that there is work to be done. A78 | 5101 092 -124 1 .200

Factor 3: Fully present time perspective

PHI °1 .]ike my close relationships to be 061 o064l 7151 o027 | -137
passionate,

PH2| °It is important to put excitement in my life. 025 182 644 | 205 -.151
* It is more important for me to enjoy life’s

PH3| journey than to focus only on the|-084|-163| 592 | 119 .149
destination.

PH4 *I often follow my heart more than my 1403l 5201 0851 167

head.
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Table 7. (continued)

Factor loadings

Eous] F1 | F2 | F3 | F4 | ©

Factor 4: Past positive time perspective

PP1 p.alstt gives me pleasure to think about my ~130 | —020 | =044 | 7251 -010
PP2 * Happy memories of good times spring

readily to mind. 035 186 | .192| 650 | -.003

PP3 * 1 enjoy stories about how things used to

- 062 7
be in the “good old times.” 143|062 | .163 | 629 ) 072

PP4 * On balance, there is much more good to

recall than bad in my past. —343 | 066 | 117 570 | ~103

Factor 5: Present fatalistic time perspective

* It doesn’t make sense to worry about the
PF1| future, since there is nothing that I can do | -.021 | -.118 | -.042 | 004 | .736
about it anyway.

PF2 *You can't really plan for the future

55 | = 2. - 4
because things change so much. 155 | ~243 | 078 -.092 | 641

PE3 * My life path is controlled by forces I can

; 201 116 .003| 065| .624
not influence.

Initial eigen values| 3.741| 2.833| 2.371| 1.427| 1.294
Eigen value of rotated factors| 14.705| 10.745| 8.250| 7.715| 7.189
Cumulative variance rotated factors(96)| 14.705| 25.450| 33.700 | 41.415| 48.603

Cronbach’s a| 0807 0893| 0564 0.583| 0.548
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HAES 23, A7HEAAEEF £3T7] 8.200816), T/ &£FF7] 8.2(0.815),
A3 A &3 E 7] 8.91(0.735), ofolrle]l &£FEF7] 221(0.748), 9

01(0.726)2 A1 x ¢ AA7]EFX(Cronbach’s a>0.7)d =9, A3 &7
71 8918 AFHE0671)= 0.79 ZHsA vetwth 22y 3& £9%57] a9l
o] AFR0597E AF7IEA A okt mlE At

A74 A X3 £33 F57](F1: Low price-oriented shopping motivation): &

ok

212 AA AR 7S dEel @RIAES Feotdud &dets AS E715A
LD, €] & o8 HEE FoldddA 71 AA st 4E5E FHeA
L2), AA & "o EA% HEgo F2 AL7 T &Fs=A(L3), HAZF

= &3 9 o8 FEE SotduEA M A F= AFe FEA0D, 5
He A e E7ES AAH agdte As FolsteA(LD), HAAACdE T}
A< vlust &gsh=ALe), 93 A agshe As Foret=ALD
=2 TZEE F TN EFo TFHAT. ©] 292 & AN AAFLE )
€3k 17 237 9ol Arnold and Reynolds(2003)¢] 7Fx 438 F7](value

shopping motivation) 37} #3-5(L1, L3, L3)3} Noble et al.(2006)8] 7FZH]
%% =7|(price comparison shopping motivation) 37} £3+E(L2, L4, L6)o] =
FHAT wets 28 23579 A 2P FUNE BT
AEE AEFe BHE EIolmg 29 18 ‘ANAANE aBE7En 3y
st AT

F=/23 £9%7](F2: Gratification/Adventure shopping motivation):

Q0] 2= ~EYAZ #2257 Y8 HAA

i
o
>
ﬁ
ol
rir
6
e
)
r-{u:
ru[o
f

o] 7] wWEJAAGA), W Al A 5ET FA7EE dF7] A HALESE &7
FEAGHE BE EFERE ZF 5 EFoz FAHAYUT. Arnold and
Reynolds(2003)2] ATl e 55 £3571(Gl, G2, GBS 28 23 F7(GS3,

t 2 AAEASG 22 B dFdAE 2Ef s
it 71Edse] HAH F5 &P E7Yd EAZNY AMER AS, ARTE

FTot B9 £9%5707F AR 44@ WO Anslel e soow %
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G FEHAT kA 29l 28 'FE/EY & E U P9Estdh 34,
Arnold and Reynolds(2003)¢] oA 2E &
AREES &Y o vk AAdle W =s 3 ZTHBIY) 3 HALE &
P79 S EZAA AAFHAT. oA £F (Bl18) o] MEHo R Afolst o}
oltjo] &FF7(LQ] 5k FA Fo TLT 2lo = yEts By ohve &
3l AAgke]l 05 PIFro R YER7] wiEe &9 55 HHErld EFEsitn
AE A7 Fol

A3 £9%7](F3: Achievement shopping motivation): £¢1 3& A4

FE 238 o dst= AFE F FAY 1=2= o] F2FAAD, HALEFS

O

%l 3& &9 53 2@4(AlL A3 A FE23 £ (A)FH #-EE £¥FER 74
HAer=w ‘HH &adE7Ietn WHEATH
& 43 % 7] (F4: Social shopping motivation): 2¢! 4= O& AlEE
I o2y HANES &EE W 2EH ¢ =x53AE RS =7=AS1), A
£ W g AEEF T &AM 2EFH FAE AES Fotst
=A(S2), AFEolY 7SR A A7l 8 34 RAAEFE &P deA
2 F I SFer FAHENMGY OgaN agl 4= vE A"
7 o0& 7MEA AdAY AsA7] f8 A4S ES a8t SFEE 74
A7 WEed A A &g E5r) e HE sk
ololt]o] &P %7](F5: Idea shopping motivation): £¢1 5= 37T S
gotr 7] 3] AANES 2 EAAD), HA 2Ede s dRE §FAE7)
8 HALEFESE £B=A12), AFFES EHEY] Y3 AL ES 23
= 2 FAEUY. oA 89l b= HANFE
£ &3ste AL gANES Fulste Aol FF o] oty A AdE HA

Edse] UF NES AuE 3 Ygolnz oot aPEI e 1

O

of

w
=
B
odk
(o

a3 £33 %57)(F6: Role shopping motivation): 22 6& tt& Apghd] A

_68_



& HUYES 295 ol FLARD, ATECIY A50] A2 HUIFS

TS 9A8 aBeE Qe TAEARY), T Aol g T ANLE

2 AESY) 98 &P Ae BAREARIE B= BYEE F ) B
ox FAHAYTG. FHAEE] A7 A4e A% xPel ok dsh, ol of

o

T Y JgEEA TE AES 8 AANE

£2%E 713 Ate WEolmE 89l 68 ‘9% a¥EU g YA
& 4£39%57)(F7: Efficiency shopping motivation): 2.9 7& JAAEZS

THiE W =HE A EolA] &3 2375 HA=AED, dite FES F

gk #2 A Qb AZIE dEEA(E2), W7 it HALES TFHE]S

q oy HEE Bolvyes do] AF2HRAENE 25 FEE T I &

Foz FHFATH o] 212 Babin et al.(1994)¥ Kim(2006)°] A&7 23 %

7| (utilitarian shopping motivation)& Z743t= 171 £3, Noble et al.(2006)2]

A F7T F7](convenience seeking shopping motivation)&

Fo] ERHYT. THREEC] &4 AAE 27VIRTE sddE AL i

7b F& &a¥olzta AZE A (B2) € vl AAHUY. o] £FE 27 &
el 22l AAgo]l 04 ol ¥z HAFH 2748 2 AAFo] HEH| gl

°] £3%7) BN AAEJG. o] el 7dEE F
719 #EE 932 2 nAe #AEE E3BY)H olvA wEtel #HA £F
B19EC] A £3F718 FAETZANA 25 AAHAASR. F &% EF

AT TEd0l A4 06 ol FolAARt A= At 02798 = w7
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Table 8. Exploratory factor analysis results for fashion shopping motivation

Factor loadings

Items

F1 | F2 | P3| F4 | F5 | F6 | F7

Factor 1: Low price-oriented shopping motivation

094

P1

P2

P3

P4

p7

*1 enjoy looking for discounts
when I shop for fashion products.
*I often find myself looking for
the exact same fashion product at
different outlets to find the
lowest price.

*For the most part, 1 go
shopping for fashion products
when there are sales.

* I often compare fashion product
prices across retailers to get the
lowest price.

*I enjoy hunting for bargains
when I shop for fashion products.
*I usually find myself price
comparison shopping for fashion
products.

* I like to haggle over the price
as I go shopping for fashion
products because 1 feel good
when I buy it cheaper.

152

688

674

665

656

029

008

020

007

078

011

034

200

058

160

087

.190

011

o
3
\]

016

136

-.161

315

-212

318

024

004

-.009

39

-.062

%)
S
o

055

003

-.140

-.098

164

-.246

118

-.161

-.008

Factor 2: Gratification/Adventure shopping motivation

Gl

G2

G3

G4

G5

*To me, shopping for fashion
products is a way to relieve stress.
* When I'm in a down mood, I
go shopping for fashion products
to make me feel better.

*To me, shopping for fashion
products is an adventure.

*I find shopping for fashion
products stimulating.

*l go shopping for fashion
products when [ want to treat
myself to something special.

155

097

-.006

030

-.047

789

~]
Ol
-]

640

584

o117

051

197

011

433

414

150

123

063

o
N
Ol

106

177

170

-.065

-.037

-.020

-.141

018

Factor 3: Achievement shopping motivatio

Al

* On a Particular shopping trip, it
is important to find fashion items
I am looking for.

*I like to feel smart about my
shopping trip for fashion products.

* It feels good to know that my
shopping trip for fashion products
was successful.

*It is important to accomplish
what I had planned on a particular

shopping trip for fashion products.

-.007

189

318

[
-
o1

.086

130

301

081

068

-.094

o
—_
~J

[\
(]
-~J

123

-.008

.044

-.076

088
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Table 8. (continued)

Items

Factor loadings

Fl | F2 | F3 | F4a | F5 | F6 | F7
Factor 4: Social shopping motivation
* Shopping for fashion products
S1|with others is a Dbonding | .156| .068| .074| .750| .099| .133|-.129
experience.
*I enjoy socializing with others
S2|when I shop for fashion| .092| .005| .178| .701| .233| .171| -.08%5
products.
*l go shopping for fashion
S3 | products with my friends or| .143| .165| -.085| 643| .180| .231| .150
family to socialize.
Factor 5: Idea shopping motivation
r | ;1 go shopping to keep up with | g0l 45| 091| 234 744| .076] -.005
the fashion trends.
1| ;T go shobping to keep up with |\ 1091 39| 09| o71| 677| .112|-028
the new fashions.
13 | L @o shopping to see what new | 1071 o73| gg4| 364| 551 .150( -.018
fashion products are available
Factor 6: Role shopping motivation
*I like shopping for fashion
R1| products for others because | .157| .202| .005| .106| .062| .776| -.023
when they feel good I feel good.
*I enjoy shopping for fashion
R2| products for my friends and | .107| .137| .201| .284| .073| .666| .011
family.
*I enjoy shopping for fashion
R3| products around to find the| .193| .267| .113| .184| .217| .602| -.196
perfect gift for someone.
Factor 7: Efficiency shopping motivation
*I want to expend little effort
El|when I shop for fashion | -.022| .083| .047|-.068| .003| -.084| .786
products.
*When [ shop for fashion
Eo | produdts, [ want to find what I'm | _105] _ 1691 191|-073| .061| -.006| 699
looking for in the least amount
of time.
* It is disappointipg when I have
p3|fo go to multiple stores o _ 0] _q45| -309| 092|-.156| -.016| 653
complete  my shopping  for
fashion products.
Initial eigen values| 7.275| 2.450| 2.088( 1.784| 1.273| 1.196| 1.018
Eigen value of rotated factors|11.758| 10.356| 8.804| 8.335| 7.785| 7.121| 6.636
Cumulative variance rotated factors(%)|11.738| 22.114| 30.917| 39.473| 47.257 | 54.379| 61.015
Cronbach’s a| 0.816] 0.815| 0.671| 0.735| 0.748| 0.726| 0.597
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Table 9. Group differences in the types of time perspectives

(n=458)
Groups _
o Gl G2 G3 G4 G5 el
< (n=129) | =107 | (=85 | (n=56) | (n=81) vae
perspectives
‘ 2.06 279 303 2.64 333
Past negative | 000y 3 | (438) ¢ | (61D b | (380 ¢ | (501) a | 1AOP
318 3.79 314 3.40 315 .
Future (503) be | (507) a | (327) ¢ | (480) b | (345) ¢ | 209P
373 403 116 317 3.81 .
Fully present 1 o0y | (400) a | (39D a | (5%6) ¢ | (445) b | °L788
Past docitive 348 376 3.60 305 281 -
POSIHY (451) b | (496) a | (492) ab | (471) ¢ | (497) 4 :
. 212 1.9 3.44 295 252 .
Present fatalistic | 15y 4 | (437) d | (461) a | (448) b | (450) ¢ | 172764

p<0.001

Scheffé test: There is no significant difference among groups with same symbol.
G1: Moderate past positive and fully present time perspective

(G2: Balanced future time perspective

G3: Past acceptance and present time perspective

G4: Moderate future and fatalistic time perspective

G5 Past negative time perspective
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Table 10. The differences among groups in fashion shopping motivation

Groups

Sho Gl G2 G3 G4 G Fovalue
1oppin (n=128) | (=107) | (n=85) (n=54) (n=81) b
motivation
Low 307 3.29 318 2.98 301 2.100°
price—oriented (.682) (.712) (.732) (.584) (.619) '
Gratification/ 397 340 346 293 399 J—
Adventure (.722) abh| (839) a | (690) a | (771) b | (.796) ab )
. 373 403 387 332 366
Achievement (336) b | (556) a | (579 ab| (747 ¢ | (380 b | 14863
278 294 2.9 2.64 267 .
. b
Social (.761) (.837) (.821) (.713) (.808) 2848
2.89 294 302 254 292 .
Idea (756) ab| (360) a | (87%) a | (631 b | (844) ab| 2%
294 313 313 272 2,98 .
f)
Role (767) ab| (844) a | (818) a | (624) b | (790) ab| -0
. 269 270 301 2.80 2.89 .
Efficiency (755) (792) (734) (572) (7756) 3.199
<005 “p<0.01 7 p<0.001

Scheffé test: There is no significant difference among groups with the same symbol.
G1: Moderate past positive and fully present time perspective

G2:
G3:
G4
G5

4. AH|XIS| A]
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vlof] zpol7t =
o] 7}
p-value=0.132).

Ak

H}\)\/\q_(i/oq =

Balanced future time perspective
Past acceptance and present time perspective

Moderate future and fatalistic time perspective
Past negative time perspective

p-value=0.146,
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Table 11. The differences among groups in the average spending on fashion products

Groups| Gl G2 G3 G4 Gd Total
Variables (n=114) | (n=100) | (n=72) (n=49) (n=66) | (n=401)
55 56 46 30 34
Less than 50 (48.20%) | (56.009%) | (63.90%) | (61.20%) | (51.50%
Spring/ |, 30 21 6 10 13
Summer |20 eSS than 1001 o0 4001 91 0094) | (8.30%) | (20.40%) | (27.30%) | X’=12.111
#0000 29 23 20 9 14
rater thatl (25.40%) | (23.00%) | (27.80%) | (18.40%) | (21.20%)
Total 100% | 100% | 100% | 100% | 100%
Groups G1 G2 G3 G4 G5 Total
Variables (n=111) | (n=100) | (n=69) (n=50) (n=66) | (n=396)
Less than 50 28 26 22 22 20
' (25.20%) | (26.00%) | (31.90%) | (44.00%) | (30.30%)
Fall/ |_. 37 44 2 12 27
Winter |20 58 than 100} 4q 0000 | (44.009) | (31.90%) | (24.00%) | (40.90%) | x*=12.456
(310,000) 46 30 % 16 19
Grater than 100 | 11 10061 | (30.00%) | (36.20%) | (32.00%) | (28.80%)
Total 100% | 100% | 100% | 100% | 100%

G1: Moderate past positive and fully present time perspective
G2: Balanced future time perspective

G3: Past acceptance and present time perspective

G4 Moderate future and fatalistic time perspective

(G5: Past negative time perspective
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Table 12. The differences among groups in store choices for buying apparels
Groups Gl G2 G3 G4 Gb Total
Variables (n=121) (n=106) (n=81) (n=52) (n=76) (n=436)
Brand franchise 24 12 11 12 16
store (19.80%) | (11.30%) | (13.60%) | (23.10% (21.10%)
Department 28 16 8 7 5}
store (23.10%) | (15.10%) (9.90%) (13.2096) (6.60%)
Discount store ) 1 8 7 2 :
(7.40%) (10.40%6) (9.90%) (13.20%) (2.60%) | x*=30.377"

Internet 40 45 34 12 30
shopping mall (33.10%) | (42.50%) | (42.00%) | (23.10%) | (39.50%)
Th h 20 22 20 14 23

€ other STOTeS| (1650%) | (20.80%) | (24.70%) | (26.90%) | (30.30%)

Total 100% 100% 10096 100% 100%

“p<0.05

G1: Moderate past positive and fully present time perspective

G2: Balanced future time perspective

G3: Past acceptance and present time perspective
G4: Moderate future and fatalistic time perspective

G5 Past negative time perspective
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wow, o FJud HHAR b = gASE/AATE AE JHGE)HH
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Table 13. The differences among groups in store choices for buying bags

Groups 1 G2 G3 G4 G5 Total

Variables (n=120) (1’1:103) (HZSO) (n=46) (1’1:76) (n=425)
Brand franchise 16 12 7 10 10
store (13.30%) | (11.7026) | (B.B0%) | (21.70%) | (13.20%)
Department store| | 40 . 23 ) i 15 12 . 2

(33.30%) | (22.30%) | (18.80%) | (26.10%) | (34.20%
Discount store 8 ) 6 ) 8 5 . 7 2 -

(6.70%) (5.80%) | (10.00%) | (10.90%) | (9.20%) | x=31.178
Internet 23 38 23 3 13
shopping mall (19.20%) | (36.90%6) | (28.80% (6.50%) | (17.10%)
The other stores| . 33 . ) 24 27 . ) 16 . 20 )

(27.950%) | (23.30% (33.80%) | (34.80%) | (26.30%)

Total 100%% 100% 10025 100% 100%

"p<0.05

G1: Moderate past positive and fully present time perspective
G2: Balanced future time perspective

G3: Past acceptance and present time perspective

G4: Moderate future and fatalistic time perspective

G5! Past negative time perspective
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9 A THx*=25.653, p-value=0.039).

Table 14. The differences among groups in store choices for buying shoes

Groups Gl G2 G3 G4 G5 Total
Variables (n=120) (n=102) (n=80) (n=46) (n=76) (n=424)
Brand franchise 43 40 29 19 29
store (35.809%) | (39.20%) | (36.30% (41.30%) | (38.20%)
Department 17 13 5] 8 3
store (14.20%) | (12.70%) | (6.30%) | (17.40%) | (10.50%)
Discount store ) 4 ’ _ 4 . ) 6 3 2
(3.30% (6.90%) (5.00%6) | (13.00%) | (3.90% X =25.653
Internet 26 14 15 2 6
shopping mall (21.70%) | (13.70% (18.80%) | (4.30%) (7.90%)
The other stores 30 2_8 i 27 . : 11 3_0
(25.00%) | (27.00%) | (33.80%) | (23.90%) | (39.50%)
Total 100% 100% 100% 100% 100%
G1: Moderate past positive and fully present time perspective
(G2: Balanced future time perspective
G3: Past acceptance and present time perspective
G4: Moderate future and fatalistic time perspective
G5! Past negative time perspective
6. AH|Xfe| AjzZhEof mE AT 2t 213 ALE|H 542 xfo|
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19(x*=4.867, p-value=0.962), 7}% LFTF 25(x=22.063, p-value=0.576)
a3k Zfol 7 ATt

<Table 153>, <Table 16>, <Table

el ABFE A5 WASol
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A R 2 o
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D a7 zke]

A Zbge] e Je 7 Ay Aols AHE A o <Table 15> A4
A uksb go] e el fodul@ 2ot AR THx=31.426, p-value=0.012). A
Al AR HES AHEY, FEA HaAYAASEEE JDGHS A
ZF FJek A 200 FRES] H] o] P =4 JEwT oA AASHEAE
T 200 5ol SEA HlEo] UE dHEUY SHAEEY FHHOE Hol ¥

HA7 Wil Aew AgdEn. mabA ol# g HE gebstx
A 7+ 949 SA4E 49Ed o3 2.
TEY IATA/AANTAE AT ARG 20t F7HNn=49, 39.50%)2] H]
&o] g2 oo 88 7 Euc 78 23 9HAEE A AHE2E
200 F8H(n=36, 34.30%)°] 7F¢ & ¥|&E& AAEHFon, 500 vl&ol 7+
wokrh, 2Ela thE JuEd HE) 30t B &(n=29, 27.60%)°] HHHoE =A
Uebst e, 50tH(n=4, 3.80%)9] Hl&2 oA A FAAA M @A dEstth
m A g o]l ek wd &9l mAAEH A JHGDAA 50t Bl &
o] WA uUetd AL dol7t BETE yolrt A2 AFERY dHFHOE
AAe] &t o977 &9 Ae=z AZHEd. Lang and Carstensen(2002)<]
ATFAME dHo] B2 AFFEEo] dEo] @& AFEEG Flg AZte] ¢ Ag
HAt2 7= Ao 2 vEbgtl B3 Fingerman and Perlmutter(1995) % 1 &
o] Gt AlgdEo] Aol BE AFERT W mdd disiA o A5 e
2 o webA 50t7F e dFHo(20~40t) 2ok Fl e A gA A 7hE Al ko] ub
7wz AR wHAZEE AR JddA w2 Hlee AAE R s
1ow wetEth vide] FF 3 v A FH AR Feko] 200 FRk3 30
, AR7AE, AL, A& AWGSs T orldE A
cHl gl okt Al7]olA FACl AL b= FATA He Al7lelV]
o7 AAEAY. FAFE/AAATF A FHG3) 200 Fte] H]
(=24, 2890%)°l oA A& T 7HE =4 vEwEt $=24 vgAd/dA=
HEA AR HAHGHE T3 40 (n=12, 21.80%)%}t 50t (n=13, 23.60%)<]
H&o] 2 Hfuoltt T4 mAAFAASBEL AT JHGHS HA
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SHAE F 2000 H &l M} BEol® Z9tsta 50T HEo] A IHEE F
A 71 A dEtder J(G4) HAAME 7 =7 UEsth o3l g
e AFstgxel, 500 A5, 20~400 2Tt vlegfE o AFHoFE viepE7)
ol kool g AATE ZA WA F& Aol ofriy, gl diF F7)
#H3 s 7HA7] Wi Aow AT B3 ARES vol7l ot w
2k AlZbo]l wiguya Qluxn =7j9WA @A % St AR
(Carstensen et al., 2003). W&t HASHEEZL A7 AJ3o] Aido=z 73t
HAH (Gl A 500 Hl&o] #A3] A ded s AZEd. mpHoe g
FAFAA AE JHGH 200 F5h9) 8] &(n=27, 34.20%)3 30tHe] H]&
(n=20, 25.30%)°l = =A Yetuth dArkdel a8 vl 227 F24 3T
A/dAFE FHGHTH v ATh

S
=i

vy
o

o

Table 15. The differences among groups in age

Groups Gl G2 G3 G4 Go Total
Variables (n=124) (n=105) (n=83) (n=53) (n=79) (n=446)
20-24 vrs. 21 7 18 7 24 7 13

) (16.90%) (17.10%) (28.90%) (12.70%) (16.50%

2599 vrs 49 36 % 12 27
) (39.50%) (34.30%5) (30.10%) (21.80%) (34.20%)
30-39 yrs SO B 12 o 2 .

T (20.20%) (27.60%) (14.50%) (20.00%) (25.30%) | x"=31.426"
40-49 vrs 18 7 18 7 15 » 12 12

) (14.50%) (17.10%) (18.10%) (21.80% (15.20%
5059 vre 11 4 7 13 7
) (8.90%) (3.80%) (8.40%) (23.60%) (8.90%)
Total 100% 10096 100% 100% 100%
“p<0.05

G1: Moderate past positive and fullv present time perspective
(G2: Balanced future time perspective

G3: Past acceptance and present time perspective

G4: Moderate future and fatalistic time perspective

GO Past negative time perspective

EEEERIE

Al Zktel] u}

r

A 78 A5 Ko zpolE AHE ZI T} <Table 16>
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A BZel FAw 7kl f9uat Folrb ¢l= Row  UERITHX=6.023,

p-value=0.197).

Table 16. The differences among groups in marital status

Groups Gl G2 G3 G4 Gb Total
Variables (n=124) (n=107) (n=82) (n=56) (n=80) (n=449)
Single 3l 55 7 32 7 __31 37

(41.10%) (51.4096) (39.00%% (55.40%6) (46.3096)

NMarried 3 52 50 % 43 | x'=6.023
(58.90%) | (48.60% (61.00%) | (44.60%) | (53.80%
Total 100% 100% 100% 100% 100%

G1: Moderate past positive and fully present time perspective
G2: Balanced future time perspective

G3: Past acceptance and present time perspective

G4: Moderate future and fatalistic time perspective

GO Past negative time perspective

3) e Fze] Aol

LEAe) AT F30 G2 A9 7 W £F Ho|2 AWE A%, g
<Table 17>¢ AAE vre} Zo] S9u]dt 27t YA TH X =40.700, p-value=0.001).
Awdel oY PE v AWy oA A9 BF odm 29 uee] 7
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(Zimbardo & Boyd, 1999), FH3t= A7ke] o ZH, gdd o EFdt= HF
ol SitHPeetsma, 2000). L3 WA FH A d@e] 25F FuFTFE T2
o th(Husman & Shell, 1996). wabA J o 2(G2)ol] et (dighd 5 o] 4h)
9] Hl&o] &2 v AFHA(LTTE &9 olsh) HEol A J& F
A vHetd Ao At AATE/AAAT AGH JHGI)e e FJd
vl&] distn As v &(n=3, 6.10%)°] 7 =& vk oigd AAL ¢
Ul &(n=2, 240%)°] 7} wsioh dAHFH AHH dASHE 2
T gy BEd Az HEY Y], JFE, AL dEe 74 Adad
Al ATHBilde et al, 2011). webd AAAGH AFH AFdko] B AAF-E/E
AA S AZPE JHGI)2 A A 7] wizol zIEH(EY AA

g o) HEo] WA uEd Zdow AAAY. FEA A/ AASHER

N ARGHE RS 29 ol W& (0=19, 3520%)°] TR AT FA

o

¢

f

=
g tistal F9 Bl &(n=23, 4260%)%= oAl Je T 7P 9 " &S AA S
=

oo mEd F24 vgAd/AASsEEY ARE AEGhHe 9 B T 3

Table 17. The differences among groups in education level

Groups Gl G2 G3 G4 Gb Total
Variables (n=121) | (n=102) (n=82) (n=54) (n=79) (n=438)
High school 12 10 14 19 15
graduate or under| (9.90% (9.80%) | (17.10%) | (35.20%) | (19.00%6)
Currently college 10 6 11 3 7
student (8.30%) | (5.90%) | (13.40%) | (5.60%) | (8.90%)
Bachelor’s degree | ,_ % 65 ) 50 23 _ 45 o .
(74.40%) | 63.70% (61.00%) | (42.60%) | (57.00%) | x =40.700
Currently graduate 3 10 5 5 8
student (2.50%) | (9.80%. (6.10%) | (9.30%) | (10.10%)
Completed master’'s 6 11 2 4 4
coursework or over| (5.00%) | (10.80%) | (2.40%) (7.40%) (5.10%)
Total 100% 100% 100% 1002 100%

“p<0.001

G1: Moderate past positive and fully present time perspective
G2: Balanced future time perspective

(G3: Past acceptance and present time perspective

G4: Moderate future and fatalistic time perspective

G5 Past negative time perspective
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of 7Hg ¥ FHao® oA o|FL <Table 15>d4 Exo] He 4G4
40~50t7F #ol EIHUY] WEd A= Ay, AARAA ARE JAd
(GD)2 ©& Hdo vz dfstd A

5 Ad 99 Aol

3 2
o7k 9

&}

Table 18. The differences among groups in occupation

v &(n=8, 10.10%)°] 71 = A yEeElWd

F3o AolE AHE A <Table 18>o4 H

X*=22.161, p-value=0.570).

Groups Gl G2 G3 G4 Gd Total
Variables (n=118) (n=101) (n=75) (n=53) (n=73) (n=420)
Housewife 15 4 . 6 . _ 8 6

(12.7096) (4.00%) (8.00%%) (15.10%6) (8.20%)
Professional/ 26 24 17 12 18
Engineer/ . ~ P =00 ) ‘oA TS
Tehnician (22.00%) | (2380%) | (22.70%) | (22.60%) | (24.70%)
Government 20 16 9 4 7
officer (16.90%) | (15.80%) | (12.00%) (7.50%) (9.60%)
Sole proprietor : . _ 6 . 3 . 2 1 2_o
(4.20%) | (590%) | (4.00%) | (3.80%) | (1.40%) |X =22.161
Sales/Service 23 , 21 , 18 . 1_3 24 ‘
) (19.5096) (20.809%6) (24.00%6) (24.50%) (32.90%
Official 20 . 23 12 9 , 9
(16.909%) (22.80%6) (16.00%¢) (17.00%6) (12.30%)
Student 9 . 7 . 10 5 8
(7.60%) (6.90%) (13.30%) (9.40%) (11.00%)
Total 100% 100%% 100%% 100%% 100%6

G1: Moderate past positive and fully present time perspective
G2: Balanced future time perspective
G3: Past acceptance and present time perspective

G4: Moderate future and fatalistic time perspective

G5! Past negative time perspective

5) A% Aol ol

Al

3

gl o

o gt o) 7F YA THX =4.867, p-value=0.962).

ru

AY 7+ AF (A9 o= TS <Table 19>]4 HEo], &
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Table 19. The differences among groups in area of residence

Groups| Gl G2 G3 G4 Gb Total
Variables (n=124) (n=107) (n=82) (n=36) (n=80) (n=449)
Capital city 29 19 12 12 14
(Seoul) (23.409%) (17.809%6) (14.60%6) (21.40%) (17.50%)
6 Big cities 11 . , 10 6 o 7
(8.90%. (9.30%%) (7.30%) (8.90%) (8.80%)
8 Provinces 24 19 14 11 7 13 X°=4.867
(19.40%) (17.80%) (17.10%) (19.60%) (16.30%)
. 60 39 50 28 46
Jeju Island (48.40%) | (55.10%) | (61.00%) | (50.00%) | (57.30%)
Total 100% 10023 10095 10096 10096

G1: Moderate past positive and fully present time perspective
G2: Balanced future time perspective

(3 Past acceptance and present time perspective

G4: Moderate future and fatalistic time perspective

G5 Past negative time perspective

Az w2 FAd 7 A9l E€¥He A5 F£E AolE HdHE A
<Table 20> AAE Hg o]  Foud  Aol7b  AATHK=45.770,
p-value=0.005). 711 €HF A5 HA A v&S AHnd, Ut Hoe A
27 151~200%F ¥(n=117, 30.50%)%] H]&o] At WollA 71 =A 2FA st

o] A& <Table 15> HXo|, 20t) F-ube] w]go] 7p3 wo] EX31 17

WEe 9l APE 2SNNE APz BEHQ D5 £22 151~200

W 9(n=21, 1960%)8] v &o] & Zoz wudd oels P& gerstm A

Aol e g 1 AR 49T 259 Fo|B Ard ey 2
ZEA FATA/AAZY FDGDY N LWE A5 151~2008 4

(n=43, 40.20%)¢] ®l&o] 7} Eokow, kg e Hlsf 0% o o]stel v &
T} 151~200% 99 8 &(n=43, 40.20%)°] =A Vet 738 &3 v A
A 7rg AHG2)2 101~150% Y(n=26, 26.80%)3} 151~200%F U(n=25, 25.80%)
o] Hlgo] = verstth 22l vl Fbel Be 201~250% W(n=12, 12.40%
I 251~300%F A(n=12, 12.40%)%1 ®l&e°] E=A YvEwt. dAFE/AANFE H

4
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WGl A= 101~1507 A(n=18, 25.70%)7} 151~200% ¥ (n=19, 27.10%)%] H]
go w9t FEA wAANYAASGEA A0D RGHE 151~200% 9
(n=13, 30.20%)9] ¥l&°] 7P =k, o Fodd H&] 51~100%F €9 H|&
(=0, 2090%)°] &7 WehiTh 2el3 2519 9 o4l ] &(n=2, 460%)°] T}
A ABE ZA A gk web U 3w Fo4 250 MR we Ju

oz Fogd. AARAH AHE FHH(GEH)L 301~3800% ¥ wH]&(n=9,
13.60%)°] Al AaE F 713 =9k

Table 20. The differences among groups in monthly personal income

Groups Gl G2 G3 G4 Gd Total
Variables (n=107) (n=97) (n=70) (n=43) (n=66) (n=383)
50 or under 21 10 7 / 8
(19.60%) | (10.30%) | (10.00%) | (16.30%) | (12.10%)
, o 6 5 11 9 11
More than 50-100 | s ey | (5200) | (15.70%) | (2090%) | (16.70%)
, - 11 % 13 8 14
More than 100-150 | 19000y | (96.8006) | (25.70%) | (18.60%) | (21.20%)
B} 43 % 19 13 17
/] : -2 ) ) ) ) ) _
More than 150-200 | (15 9004) | (25.80%) | (27.10%) | (30.20%) | (25.80%) | »_ 5T
More than 200-250 11 12 6 4 2 -
< (10.30%) | (12.40%) | (860%) | (9.30%) | (3.00%)
More than 250-300 0 12 0 1 5
nan = (470%) | (12.40%) | (7.10%) | (2.30%) | (7.60%)
, ) 10 7 4 1 9
More than 300-3800 | g q000) | (79006) | 5:70%) | (2.30%) | (13.60%
Total 100% 100% 100% 100% 100%
<001
KRW (¥%10,000)

G1: Moderate past positive and fully present time perspective
G2: Balanced future time perspective

G3: Past acceptance and present time perspective

G4 Moderate future and fatalistic time perspective

(G5: Past negative time perspective



Table 21. The differences among groups in monthly household income

Groups| Gl G2 G3 G4 Go Total
Variables (n=99) (n=95) (n=64) (n=39) (n=56) (n=353)
200 or under 12 10 6 4 1
- (12.10%) | (10.50%) | (9.40%6) | (10.30%) | (19.60%)
10 11 11 8 8
200~
More than 200-300 | (1 1000) | (11.609%) | (17.20%) | (20.50%) | (14.30%)
. B 18 10 15 7 11
More than 300-400 | (50006 | (1050%) | (23.40%) | (17.90%) | (19.60%)
) - 16 24 10 10 8
More than 00-500 1 15 0006) | (25.30%) | (15.60%) | (25.60%) | (14.30%) | x?=22.063
_ 9 10 7 3 4
More than 500-600 | g 1504) | (1050%) | (10.90%) | (7.70%) | (7.10%)
, . 7 7 4 2 6
More than 600-700 | 1005 | (740%) | (6.30%) | (5.10%) | (10.70%)
More than 700-8000 27 23 11 0 8
' (27.30%) | (24.20%) | (17.20%) | (12.80%) | (14.30%)
Total 100% 100% 100% 100% 100%
KRW (¥10,000)
G1: Moderate past positive and fully present time perspective
(G2: Balanced future time perspective
G3: Past acceptance and present time perspective
G4 Moderate future and fatalistic time perspective
G5! Past negative time perspective

7. &H[XRQ] Ajzhdol mE ET 9 24| X ==utgld

AHAke] AZERe] w2 Jo E AEake] Rl AL
54 Ao]E <Table 22> 2.9F
FHGL: n=129, 28.2%)& T4l
Fuko] o AHAERZ FAHA
4

)

£, oleldel £9%7), 98 £9/15L F¢ A= A ved wd
A8H £9F719 4R £9F7)E et vedth Ten ARPEDG A
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Table 22. Consumer profiles of cluster groups

G Gl G2 G3 G4 G5
roups Moderate Balanced future Past acceptance Moderate Past negative
past positive/ time Perspective /present future/fatalistic time Perspective
fully present time Perspective time Perspective
Variables time Perspective
n=129(28.296) n=107(23.4%) n=85(18.5%) n=56(12.2%) n=81(17.7%)
-the highest rate of -high rate of -the highest rate of -high rate of 40’s/50’s | -high rate of
late 20’s late 20’s, and 30’s 20's ‘the lowest rate of late 20’s, and 30’s
Age ,
‘the lowest rate of early 20's
50’s
-the highest rate of the highest level of |-the highest rate of ‘the lowest level of ‘the highest rate of
Education level bachelor’s degree education currently college education among currently graduate
student groups student
*Gratification/Adventure, | - Gratification/Adventure, | * Gratification/Adventure, | - Gratification/Adventure, | - Gratification/Adventure,
Idea, and Role Idea, Role, and Idea, and role Idea, Role, and Idea, and Role
. shopping motivations | Achievement shopping motivations |Achievement shopping motivations
Shopping . . . . i
Motivation are moderately strong. |shopping motivations |are strong. shopping motivations |are moderately strong.
+ Achievement are strong. * Achievement are weakest. * Achievement
shopping motivation shopping motivation shopping motivation
is weak. is moderately strong. 1s weak.
The most s ‘Department store ‘Internet shopping mall | - Internet shopping mall | ' Brand franchise store | The other stores
frequently |“Pf ‘Discount store
chosen store . . .
vpes at ‘Department store ‘Internet shopping mall | - Discount store ‘Brand franchise store|:Department store
first for Bags *The other stores ‘Discount store
. -The other stores
purchasing

“: fashion specialty store, multiple shopping complex, TV home shopping, mobile shopping, catalog shopping, duty

non-brand shop, conventional market, etc.

_87_
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Abstract

The Differences Among the Types of Consumers’ Time

Perspective in Fashion Shopping Motivation and Store Choice

Kim, Eunyoung
Department of Clothing and Textiles
Graduate School of Jeju National University

Supervised by Prof. Hong, Heesook

Competition among fashion companies and fashion distribution channels is
intensifving because of changes in the distribution industry environment and
consumption patterns of consumers. Understanding and satisfying what
consumers need and want have become highly important. The purpose of this
study is to understand shopping motivation of consumers and store choices in
different time perspective of consumers, and to provide marketing implications
to fashion companies and fashion retail stores.

This paper identified time perspective of consumers using Zimbardo Time
Perspective Inventory (ZTPI) developed by Zimbardo and Boyd(1999) and
examined the differences among groups in terms of fashion shopping
motivation, store choices, average expenditures on clothing, and
socio—demographic characteristics. The time perspective scales are composed
of past negative time perspective, past positive time perspective, present
hedonic time perspective, present fatalistic time perspective, and future time
perspective. Fashion shopping motivation consists of hedonic shopping

motivation (adventure, gratification, role, value, social, and idea shopping
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motivation) and utilitarian shopping motivation (anticipated  utility,
achievement, efficiency, price comparison, and convenience seeking shopping
motivation). The store consumers frequently visit to purchase fashion
products (apparels, bags, and shoes) was chosen of the first to the fifth by
the consumers from twenty different types of stores (department store, brand
franchise, Internet shopping mall, discount store and so on). Also average
expenditures on clothing and socio—demographic characteristics were
measured.

Data were gathered from female consumers aged 20 to 239 using
questionnaires via offline and online survey. A total of 465 questionnaires
were used in the final statistical analysis. The data were analyzed by
frequency analysis, rank and percentile analysis, exploratory factor analysis
(principal component analysis, varimax rotation, above the eigen value of 1.0),
reliability analysis (Cronbach’s alpha coefficient), cluster analysis, one-way
ANOVA analysis, multiple comparison analysis (Scheffé test), and chi-squared
test using SPSS win 18.0.

The research findings were as following:

First, from the exploratory factor analysis, the time perspective of
consumers consisted five factors (past negative, past positive, fully present,
present fatalistic, and future time perspectives) and fashion shopping
motivation of consumers consisted seven factors (low price-oriented,
gratification/adventure, achievement, social, idea, role, and efficiency shopping
motivations). Second, from the cluster analvsis of the time perspective of
consumers, five groups were identified: 1) moderate past positive/fully present
time perspective (TP) group (n=129, 28.2%), 2) balanced future TP group
(n=107, 23.4%), 3) past acceptance/present TP group (n=56, 185%), 4)
moderate future/fatalistic TP group (n=56, 12.2%), 3) past negative TP group
(n=81, 17.7%). Third, there were significant differences among groups In

gratification/adventure, idea, role, and achievement fashion shopping
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motivations but not in low price-oriented, social, and efficiency shopping
motivations. Fourth, there were significant differences among groups in the
first store choice when consumers purchased apparels and bags but not
shoes. Fifth, there were significant differences among groups in
socio-demographic characteristics (age, education level, and personal monthly
income) but not in average expenditures on clothing and some
socio—demographic characteristics (marital status, area of residence, and
family monthly income).

This paper can be used for understanding of how consumers are behaving.
Also this paper will suggest the marketing implication to shopping channels

for consumer attraction.

Keywords: time perspective, shopping motivation, store choice, shopping channel
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