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A7 4% = B (Alain de Botton)& EE e oertse A A
Aol Ag Boks wWEu o vt g FESA w51t sk dT o AR
& vt FAI T Botton, 2005). = o= F7v SAwCIY &9 As P
Al Z1=d AdS 7Kg & 4+ Qo (McCarthy, Ondaatje, Zakaras, &

Brooks, 2001).

2022 39 AHA7E A a"kS AHIYE Al A9EEo] AYE gvt
Fof] BES X J|ges 1FEHS AP 20219 3 s Fae)
= Z2Y olEd o] AL (KIAF SEOUL)2l A& XAle] =W Ax A= 9)

53.5%7F Aol A5 71obE Mg WEI. A7 BX Ay, 404 o)t A

Aol 60.4%% Adk o|AS AAF o Fulls I 18.14% % YEFGTHEKIAF

2919138], 2021). 20199 E3AFHFE2] Ak m=w 20, 30t 3]
DE|

Z
% AL BHES 247 97.4%, 91.5% % HQ 81.8%E 7= (E3HAS T
Eus

ot ZA Y (Generation 2) & B33 A=t (o]AA, HEE, 2021). MZAIH

© & A4 AREeAM AR T A (018, 2018) °F FEsH Y=
TR B A e B Ald) gwolxh, dA AR Y, E3Y EES WEs

A pvFToRA AF WgtE FEsA UtH(EA I, 7ZHA, oldM, 2021).
A

WA BES A A A%t AL G @HIFE, 2022). o

=
7b 2l AEe e 209 omAE FAsAGERYA, F1Y, Alatrd,



2022), 7A@, #olZ AE TABE: SHE e (A A, 2022). U
=2o] A3 AAAE Tydes A ok BP9 (Dimanche &  Samdahl,
1994).

A7} &Fo] FAE= Al wef duE A A4S Eddess el
ATE5 AT # ofyze} ol Aol wist ¥alo] Frketa Sl AMEE
SHAT. aH FEE &Y ded F5E dFIdE, dwed, 20113
Kahneman, Krueger, Schkade, Schwarz, & Stone, 2004) 8}, #3d& &%
of thet o7t AHel S8A TS 7IFH = AT (eletE, 34, 2018)+= <

79 Ao A YL Foly] A% FHelE BEL stebgch ey vhe

1S
o

ol

rlr

e X anx AR A AgHelgtay & 4 Slvk(Holbrook &
Hirschman, 1982).
Hofs 2 A ALl A O AAE SV &gk AY AP 9 A
&

otk B, & MY ok FY, % avlel dE +§ I
g
W E setste A7l FEE Wagol ek

) A xpEEE A=t stk = Sheth(1991) 9 Holbrook (1999
2005) 2] AH] 7}x] o]2ogHE] MZAWS AH EAS

7 . A
7HAl, AESIA ZRA], A A A, wdld 7HA R REetal ol 4] @ (F o
A A5 AsHoR FAstaa gt
53] MZAIthE] o Anlo] #st R =4S F1 A ATE 3 F
THA b o w ALY dls o] dole E7w SHeRFE Ay F
5 ZF #A9} /112 ¥ ZE (Personal expressiveness) 2] d3to = 719 =

AR FAYS Aol AT AolE FTsHE frrol ol B (Waterman,
1993)3 #AE 747} 3
wolmck MZAE &Bl 7R @Be] Ot T o4 de Bal dddc
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1. MZAM|CH

1) MZAIY A<

At (Generation) & 22 A& Aroprk= Blsh Addo] AtdEa A8t
v @ojoltt. Fd Ao FAdeld At 7] b BYS T2 At
A, FAAYE Tt v 7 s s Bt (Taylor, 2018).
T Ade Fdv] oS 7 7lsdy XA ket Bols dikke] ofyet

of| AlthA wlAel A Aobgri=Ael whet ge] HE, /X%, AFEAe] ojw
dare Wil gleA @7 A shol Grholal, v, 202D). F BAY @
23 Add A8 A8 AL 5 g

o ATelM s 43k A gAY, g fEo AA 2ed F50] He

HEomA FA 2n] Al &4, AH FEFE VA= MZAY (EAQ ], At

ol#A, 202D E Ao EE53 W koA A ostE L g
2020 w=ro] 2ARZ)#ERQ]D 3F #A A (Pew Research Center) AlE = A
764 o2 =30 AL HE (Silent) MUIFE 19460 FE 1964 Ato]
ok Q17 FHwl wWloln| & (Baby boom)Alth, 65dFEl 80del Elefdt XAl
(elafetr] =1 Frtrz Qo 5 glvk= ov]), dA 20~30A 2 AT H
= dayg Ald Millenials), 283 2AE Heyd Al ZAd =z 573t

AL olE S7HA 189 B AW AT (EA ], A3, oldAl, 2021; Barroso

Howe & Strauss(1992)& A A, ‘Generations: The History of



America’ s Future’ oA ‘He#lyd (Millennials)” & €95 A& dF5H
th 214715 Solsty EAE AtE Fa A sk7] e AREsE el Sint
2016 7= = W "HEadd At F 9,300%F Heow 74007 E]l Ho]
Hl At B (baq, 2017). =, 483t 2vAlg ] 535 o2 Zoln
F-EATQL HolHE Alth7E Dol EAbEel 7]l

ey Adls SAAQ A5-84 omfefa 1980t ZHFE 2000 Aol
e 1980d~99de] Bjojd AltlE 7FeZlv(Howe & Strauss, 1992). §-X
A &5 S7F2 AFEE A 3% =44 F
ek w34 slE

YAt (Generation Y)#t1l &8]7]% ot

Areh2020) = ols A7 71 AdEG ek HehEe] & W 2008
d 229 58 97 Aq9E 18 A4AE ANSS AHSH B £50] R
Aol wlske] w2 HEolar thsh Stk widk FdEe Zh A, ey ol
Al B ApokEF2bo] a1 A5 o] 7t A7ty 449 F
Urtel vl s Fateke Aldietar 243 w13 gA" Ass AYa IT 4
L = 53 de A2

ZAd e Bols FE gulde AT A A=l XA 9 YA 9
U= AltE A8k fle AFgshy] AR AT (s, 84, 2022). ZAd=
1995W %5 2010 Akl vAE AelA "ol dA 71 212 Altieltt.
dud AluizE el e ek A AT A or A" g 7

ol sttt sHAld e ojn] HAFHE ALt A Adigta & + Stk 2

Hulyh makd sl ket AFE ek JIEUlS VRt 2 HE A7 o] The st

o
i3
|o
s
>
B
)
o
iy
flo
pas
=
=
L o
dlo
1o
[-40
-
™
oY
o
)
1o,
A

th= 2744 7FAtH(Shatto, B., & Erwin, K, 2016).

1980 el ejojt YA Mgt 19959 o] T2 elojd ZAth Tlell=
o 30dolgtes A% Aolrt EAlsttt. ZEv YA " @A) o553 Wl oy
2k Al

a}
B0 558 49 Fre AU A4S Bdss AFS v
=
A



SE @l 7H4

f
i
o

) ®40) AguT BE ¢

bt gkl g%,

= g3,

2]k Akt A ARSI A, 314
, 2021) 0.2 A, oY A FelA A A3 73 ddS 5
A3} 2021).

NEEE

ALSl A, EeA FAAE ulshe
1< £ (Glenn, 2005). ¥ AT+ IIE afs &
Aol dlgiyd Al (1980 &A~) ¢ ZAItH (19951 ~20104d

A 2= 9 o]erfﬂ-x%

=

e Fugon

Al 20304t (o] AlA, HFF,
ATH(EH e AT, 2021). MZAH =

2021), SiAE= dA 404 Z=Wb7bx] Eske 4
g2 TA AL}

2) MZAIt) 4w

| 57

CHEII=1> MIti ZF XtO| (Francis & Hoefel, 2018)
Baby Gen X Gen Gen Z
boomer 1960-79 Y(millennial) 1995-2010
1940-59 1980-94
Context Postwar Political Globalization Mobility and
Dictatorship | transition Economic multiple
and Capitalism stability realities
repression and Emergence of | Social networks
in Brazil meritocracy internet Digital natives
dominate
Behavior Idealism Materialistic Globalist Undefined ID
Revolutionar | Competitive Questioning “Communaholoc
y Individualistic | Oriented to !
Collectivist self "Dialogur”
Realistic
Consumption | Ideology Status Experience Uniqueness
Vinyl and Brand and Festivals and Unlimited
movies cars travel Ethical
Luxury Flagships
articles

HIE S 2 AT A +d

(Note> (Mckinsey&Company, 2018)9 X2 &
WA = A Y (Mckinsey&Company) 2] 2018 #AF=o] w2 Hjo]n]
AthE A2xk A AS wid oz 1940deA 1959 Alolel Ejolyk
o1 Atjel a2 olugwsle Ao BEE & Utk 1970-801 )
AA F-&71e Hold XM= o]ld Mgt dEo] AAAE 14d7% 3 SoA



O (&4, 291, 2019)7F =38 3t

A ZAe Zmlel el = ool FEstth ZAWe A5 UE AdR
oh wbe- ol 7] wiEell A AEjel &Sk Alth 1F AxE Ho A A Wt e
L ZAdel EgE = 10d, 52 10t 2 Fd AdsE2 FF 7Y AF ¢
A =]l Al 7S el AR ARdE g rAE Aol mekA
olE9 Fize HAaBrrE F glok. 53] ZAYe AnjelM e dA", ¥4,
T84, &, 39 T Y 7HA SHS HEHor =Ydls Aol 54o] tE
Aok AP skE Al 31tk (Wood, 2017).

AT E gAE EEAR MZAY &) 5A4S At o ® &) 7o £
g QTS otetal, o &Y dw P HAE B ZSE #Fe] =3hE A
o ek APE3E AlEstalal gk MZAIT 7 R +
Ao SNS(Social Networking Site), QAE U} ZHst (HAE, 2022),
aH &Eoly At & Foll ArfEEI SNSE A=540% &gete e I

gk, MZAld= gAY E39%F 9 SNS & Tl 29 &adS E71HA
}

iy

fol

¢

a7 WU ZAdE T MzAYE edkl WAl Bd du B
S e 274, A EALS HehdA ug, 8wkl kel AR Anl

S0l A AT dAFgE Fehe - WnH $FE A TSk

MetEe avlAe] MRS mel: gtk



2. ZxH| TR

1) 2] 7k 9] 7

n] AE ok &Y dYelA AnARA wdety AEsted G v
A= ZlEolAb Aldolth. &bl ZRA = 1] Aol AwbARl ThA|e S
7)ol AwkA ThA| oA UERE A 6] 7R e YERE A o] YA
FAFEA YR (PR 9], 20155 Vinson et al., 1977). webd Z&n] 7}HX]
7HE e FAIA 7HA F shuh Eekth o An] el #

gk QlFbo] ZA= ZRAEMN ARAE AE sl dFE A= M T 2
2

rlr
=

o
1o

LI

Qlo]t}(Sheth, Newman, & Gross, 1991). 9Fd - AA2(2015)2 AH] 7}

93 Ade &79 BEe B wE 94O

AbTLSE WY olZo] Ut A%

S|
4l
2w 7hA Ao AEAL AoHe Zg4d 28e E 9 Ad R

1o

AH] 7EA7F An] sl m A= S AAT B o R v Witk (Ar] g, o))
+, 2000). = A¥|A= AAlo] = o5 (what is received) 3 o] & fl&l] A
EelloF sh= Bl (what is given) 2] Bl E Fall Aw< &8 (Utility) ol <73l
2H] 7HAE A § T (Zeithmal, 1988). 71624 S-S E3a] 4n|A7t Q14 éf
= AE ANE dojAle S s WEsh, dE W AMEAZNE AR}
7F A=At 7FA] (Perceived Value) & 3torsith, QAW 4H] 7HX &= AH|A7L
FTOAskE Aoy 7 B el dig AnjRke] &

Hog Agst} Gallarza, Saura, & Holbrook(2011)2 viAIY ool A H|E

—



B 28 7R ARt AE P dSasE AgHa A

&
WEE Sab ApRskal] S Avlde) FRg FEd WFEA aw AR

ofo
=2
r d
)
ofy
!
b~
R
N
B0
=

o
é
=
S
1o
i
s
_
)
o

>«
R

i
ﬂ
%)
j=
D
]
j=n
~
—
©
@)
—
1o
B
=
N
L
2
9
rlt
B
T
=5
o
I
o
o
=3
AR
—
©
@)
©
[\l
(@)
(@)
1
N—
1o
>.
=
N
L
)

8 E7Fc Ak -z ZIRksE An] 7HAE 23F o ® ERIAvE HUt
g Wi th(AFE, A, 2015; Sanchez et al.,, 2006).

Sheth(1991) &= A, Aks]sy, AAdelsr, A3t Arslde sy, A4
28t oA FHushs 7HXE Tl Az Anjek wEE JE N FEskal (A
u] 3}, o]7]F, 2000), 7.4 7} (Functional Value), 432 7}x] (Conditional
Value), AF2] 4] 7}A] (Social Value), 782 712 (Emotional Value), %#% 7}
2] (Epistemic Value) 2] thAl 71#] &8] 7}x&2 FAIE AH] 7}x] o] & (Theory
of Consumption) & AA] gt}

Sheth(1991) 9] o] &2l W& 7|52 7+ Marshall(2009) o] F73t 7 ] 4]
28 ol "Eo®E AEe Moy 4, F2 Vs Afel #Ed =24
]l A] ZRXolvh (78 %1 8], 2015). 74 7HX= AFE AvE oy wAsh=
FAAROIAY FH 4 7 #dE 4Au] ZHH ot (YFH, FA2, 2015). Ak
314 7= AES avlske Ale 2 AR A ddd A&d] ZEA ol A%

A

3lth(Sheth et al., 1991). A4 71x= AE

ZhAolth, & AanAb7E ARale] Ak o] mEt fEEHE VHAE et (Hn
g}, o]7]%, 2000). XIAA 7HA= AF &9 sUAE AFdheE AE A6E
dorim NEEI 7)o g 4n) shxolth. AnArt ME AP o
= F7E u AAHE 7HAE v (Sheth et al., 1991).

auzke] A fEe oAl JEA] A 7EX F ehd B B 9Fe vhe

_10_



T Atk FoIxl Aol whet Anjae] Y dEe] ZF 7EX|7F dofste AR B
3 ZEbd S Aoh(EEE, AL, 2015). 1990t FHHAE Sheth(1991) 9
|25 483 A=l FHLdA v SZFT Sweeney &
Soutar (2001) & 48] 7FX7F 814 @45 ¥srettta Aysia, 71919 54
I Aol FFe AT LA4F FHrbsH] f& vk A g ® ot
TP (o]F4, olgF, 2017). & oA 7HA &2H] 7HA T 7154 THAE T}
7z 7R e w4 VA E AEsta, A 7HAE AlSls A 8sk= PERVAL
Scales APt (Sweeney & Soutar, 2001). vl - 7A€ (2006) >
Sheth(1991) 9] tiAl 7Fx] &H] 7kx] FollA A4 7 & A9Jsta 754,
A, AR A 8] 7EA] 9ol JHQ1Ie] 4] Sl WA st weksk xpE A
g = & F7hl (2 9], 2015) F Ul 7k &M 7R 54 dF5E A
7ol A-&FTh

Holbrook (1999) 2 &4 (&-&4) 7Fx 9 A=tz 7hA] 9 ojd24 A= &
stz 98l ‘A A (Extrinsic) o (VS) WA A (Intrinsic)” ,  ‘A7|A| A o
(Self—oriented) o] EFQJIA| 34 (Other—oriented)’ , ‘5%2% (Active) U] Wb
A (Reactive)” ¢ A APo=z &3y, @a&A (Efficiency), 54
(Excellence), #$](Status), &7 (Esteem), 2= (Play), 7|4 (Aesthetics),
$2] (Ethics), 94 (Spirituality) @] oI5 74 AH] 7122 $333ch 28 a
2005 % AgoA vl 7HA AR AERRT A7 A FA - A4 A (BT
A) 5W2 a&84d% +749S E£3et AAA (Economic value) 7FAE F#1,
A7IAFA - A A Sl 7Rk EA% 9 AvAdS A= 7HA] (Hedonic
Value), ‘Bl AFA-o)AH (=74 SHL 3594 Q3 A5 WEs+=
ALel 2 7FA] (Social value), ‘BRI A A -2 SHES &4 7FA 9 4
S xSt olEkd 7FA| (Altruistic value) A|Al g1tk (Holbrook, 1999;
Gallaza & Saura, 2006; Holbrook, 2005).

Holbrook (1999, 2005) 9] ZH] 7kx] & A 74|, SHeh2 7hA], Aksl 4 7F
|5= 22} Sheth(1991) 9] 754 7k, 44 74A, AFSlA 7FA 9L fFAFSH
a4tk 22l Holbrook (1999, 2005) 2] 4] 7Fx|elli= Sheth(1991) 2] 4

H] 7} 7} AESEA] o2 olEFA 7FX| (Altruistic value) 7} 3E3$Hs] St}

B>
=
N
)
2

o

N

Ni

rir

_1‘]_



2 ATl A= Sheth(1991) £+ Holbrook (1999, 2005)¢] 41| 7FX]E 7|8k
o A AAE AAFT T £ AH MZANY 2w SH 2A
@ 20 AAE A8 A AR AN B BEE EAE AES T

mat= MZAHe A8 (P42 ¢, 2022)2FE &84 72 st
Holbrook (1999, 2005)¢] oJe}d 714 F @Y 2dS Awstsl F=IJoh

Sheth(1991) ] %4 71xt AT =Aol} Aae] gaf duide §A37)
Fsrin s s AT, DAY, 2006). AEAow MzAde %
B B4e selaly] el 7158 AR, A M, AFEE AER, AAA 74

R it B B4 o B = o 4 DA | b4 Sl B= RS S X =
2) 71%5 % 7}X] (Functional Value)

7158 A AAE 58 ool EEE, AF Y, U, HE 5
of 71913 ZRxolth (A &), 2015). AEH o]dEH BH Lno
g4, A4 Sy 2R AFEY B A 2As BAdE dede
2 e = &H] 7} o]tk (Sheth et al., 1991). 7153 7}x7F Y Eat= A
gol =AY AdiF oz 7HnrE £ Ae Ftske AFolu
Tt E A, Ve, w4 S AAA Sus 2]
A& ‘&8 AT 7 2 AAHIE SH(FEA 9], 2015). AHAE A=
Ab - X 7] Wi Ve, &8 ¥ 4n] 7FA 9 &

O
o
QQlow TFAZ 4 UTHAES, 2012).
M

2,
flo
N
N
iy
o,
o

i)
o2
ot
(.
1o
oX
o
N

Vs Holal Uh(FAQE, 85, 2021). UAE A &ele F4, 733t
S AElA AeEo] v Wb, A MZAI ] ARl

g B AFe ol ARt 2YAYL APEEE P Frel

_12_



ek, 55 A olHA] HAAQ] vbE AA A A E ¢AdsE Y] HHE Q8 F
A H(Wood, 2017).
of MZAY #AFAe2 & - exeRls 53 /845 d8ste A

=
=
H A ZES Tl B339 AMFAS RS a8 AR S5 AR

sk S Fell AEHAQ AHE AT Robertson(1984) o 2] sk
27 AES s A8 ARE 7 de 7Yl Awste AR, =
Fare] SEsHATE, el @Alol Fprfo]l A ojm] o] AT FHAE2
gAE w5 ATl vehdth Arla FRES T8 AlvEs AR Vs
st AFHE FRIFE 2n)ae] wETE= At S (AT, 2022).

3% 2 5 ZF F574A (Sharing Economy) WHFolA AFHT S =
Q3 AZebe MZAY A5 (19~294], 30~394) 2] vlFo] = YRRt

(HAF, 2022). 3F4A= AA A7 B2 2771 ofd OE A ¥

[e)
o
e deR ddstel Al HEL s AL v @tk n ANy

ok
4
o,
L
il
o
ofo
_OIL
rlr
o
Jdo
il
rlr
)
>
o
QQ
ﬂﬁ
|
N
>
i
)
1o
s
A
<
>
el
ofo

A 20 4TS FAtT Ak @ MzAYE @AKol m AgHe 4
wek ojel A AbA, AlEA A S BRAoR FANE AT Ew
Bol: ATh(YFH, 2018).

3) 74 A 7}A (Emotional value)

A M HHFH THRef TSt quR ARGET, AH|[ AR A 2 AdH
£ EYdoidd dA HE agoz AgdAUER 9, 2015).
Rosenberg(1998) ¢ w=w 7Hgolst sty Zdsiy, 138 o=z 2 4
g4 52 A Wik, 2 A A5 Adde] g ov] Qe Aol ® %
ojgh oy Ao wigh kA ddko|uh ARl o] AZbo A 1o = S7HA <l whE
Jefeta g o ¥t (Bagozzi, Gopinath, & Nyer, 1999).

Conger(1998) = &u|A7F oW SAF A4S Wld A%, =24 Abazel 4z

_18_



S AFactn we Aol YA, A4 44F B} B W 48
e F 4 29eg

_0__
A Abae] iR A A U7 AdAR Se MR AEdts
F4e 153 (Conger, 1998). Hirschman & Holbrook(1982)2 4H]9] 7
A7 mdlg AjtalHA, v} e el AAAPC R ol HH A
Relvh= 72 A o4 Aol o8 W JEFS whe B oy A
2} w0l AulA FA (Aesthetic criteria) & A4 2] (Symbolic meaning)
2 =4 9b§- (Hedonic response) 2 #yo] Qloyal F43 vl Basaran &
Buyukyilmaz(2015) = 40| ¢] =t o]zt 2n|AtelA SAwe 571 #%
2 A A e FAo] glvkal APt 5, AEAS TA7| R &n|A; JRRle] T
I Aol o8 = qlom AuAke I Pl Eshs A¥Fer UERE
T v A vl avAe] g dAue vekd das AleE

ZALS Z 4 9drb(Alba & Williams, 2013; Okada,

Au
=

e

4) AF3]& 7}A] (Social Value)

A8 A @ gEl B ASA Avs dudEs @A 1 580 4

_14_



#* A3ke FTh(FHA 9, 2015). MZAeNA Zu]=
s Bed BAS AAY JEA uEe AsE 0 1A gtk MzAY
290 g FEAE WY
B b8 A ouE HSehi Bgolth (el i, AT,

MZA = AFAlo] AHlehs HAES SNSoA] Apdd oz Fjstdax] =7)vk
& e BAC B9 R Ase BEge HolFa Qlth(e]dd,
2020). 9xEd Al 2141712 AFsl4 ¥3FH(The social space)<> ©o]% A7]
o} ¢kds] g ¥ ol (Bourdieu, 1985), thekst tAd wiAlE Fa ‘F
ole’ & SYdtes Zrte® ASH dAdiE F4T 5 Av (A ¢, 2019). MZ

At gx" Yol E] B (Digital Native) 24 SNSE tf¢l A Fekolx} #H7]
e sor gtk A FAH SUS AAHoE Hdsr] sl A
gaow xad JANE SNSE S8 =E3tt Friehe & Mechtel(2014) ©f
ojatH ol d HAA IS JHQlo] theksh WA o w Bl AAls vl gt

MZAH = F382 o7 48S  “HojFE(displaying)” 2] o2 AH]ETE MZA
e o7b avlel B = HAA oyt A AFor wEHAT
2010).

QA HAA 2vjE JHR1Y] AE i AR Ao w Fadk u|E dAdst
A sk R o]FojR uf wAyst)(Sheth et al., 1991; Veblen, 1899).
ol g} FAbst AN BHAA AH|E ARSA, AAA R wEzhs 7= o] 59
5 9E avet AXFY 7Y TE S3 RS Fske 3s AA e
Caplovitz(1963) ol wh=™ RAFA vl ARS oA HE= 25 oA e Algd
AR A 7135 st aA; sk S04 ob7] "tk (Sheth et al., 1991).

AR A anle] FolA MZAH st HA[A o7t &nE Fa EFQIOEHE
48] AL BEE AFS] A S HAstE = ¥ (Dimanche & Sanmdahl,

1994) & GEhie], A4a9) w23 Al gl MAAE B 9

b 9]

ol
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o S Adkel O A53E w7l A2 SRR g s} Ao 2N
d Tos Azshs U2 HA] 2n] AP S vRATaL ¢

AAH A4, Fe AH 7R
oyl Ao tg BF e ANFE sn] Aol qAgte] AW FEo A

< FAStA st F71(FE R 9], 2015; Berlyne, 1960; Sheth et al.,

rlr
ox
iy
o
2
okl
ol
ol
rlr
=
Kl
Mo
o
oot
o
fols
N
jubal
o
(A
o

AN ) et 28 7HAE TEuREE, 1245, 2023).

MZAIt = HAE Aldel A glojten tjxd vlo]¥ B (Digital Native) 2}al
=2l AMdleltk(Prensky, 2001). JHY, M=Ey 22 X9 A7|&S A
FE5A AHEE F eERE SNSE wi/lE AHlSs mdsta gho] ZAEY
el AAE G ek 2Este] Yl AlEel digte] #2 7|
B Wl ofe} A &Aoo w Falo] o]Fol Zlojgka ydjgttt. whekA A}
gk A Fo] AT (Wood, 2017).

ol wr37] g BA=S ALY Q7R GE A

St AlFol HlES AEsts BEeR dAd = vk MZA

o
of

=
2
o
e
l-'O
_\Tll_l
P

7} FZo] B auA ko] AlEE AEE AaE wAdE g ARy 7
b 2@Eo] Qon & & Ju(He
=

s Aol AAdE 2H



olgtal: sAE 4 St
E W Mill, 1859)2 Af-=o ¢std 7IEA (Singularity) < &

& A S T e4olm AT Sk, 1Al R o] Aol Al

& AP BPelA Aztov] Aol AX B X
she wWjo] vhkst, Watel RS Y AFIL o|NAQ FUL FTHE

TOR MEohe 7HAE I (HAaA 9, 2022). Holbrook(1999, 2005) 9]
F=¥ 7HHol7|E shvh B UE AgelA &
= =2 o Yehus 4H Adolth(EEFd, AA2,

2015). W& AFEelA o' Y& vA=A nEE] wiEel Bl A &Aool

A AR 7R kAL 28 = 3tk (Holbrook, 1999; 2005).

gAY dolEHel MZA = SNSE §3alo] efldelA ela A4
HA 3ol A%3}(Boyd & Ellison, 2007). #Ho] A% (Facebook), Q1AE}71#
(Instargram) 8] 53 #Zo] AAle £
= 84 FH=s 202D e wek JiQ1e] FHE AE T T
A T3 MZAH Aule] Fogh /PR FAskal ol
Aburdene (2006) 2] 4H] EdE REAo] wew AH| A= oAk B& EZ Qo
ThSskA] okal bl A vhA g dEE I EF, ¥ T, &4 FYel F
skhal AFE A A QlE vk Al WS VA FYe R ANEI k(O]

3k
B

o
OC:)]}\ )1\_]_'C

]

a@o]j_r ol Ao VA

r_gl_t
g
> A

Feld o AUH AUe) AAH, 4AH wES FsE oA el aulE
$8 AFSH Wl N9l A XS AR b AL T, A
&%, 2011).
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3 A Deloitte (2021) 7F AA|8F AE ZAbAE FZE119 #HUHS A3
& MzZAt = 20 R2A 7HAE F
T 37 9 A, AFS] EA Foll Rol: 4 HEel ZntE 7]

(Deloitte, 2021).

MZAIH= 71918 a3t AAE T o8k et v &S & wf 2ol A A
A3 Abe] 7HAE dshe A ES WER L vk (Luna—Cortés et al., 2019).
=] A 2] (2020) & Z=AF A3te] ot thE AR =2 ARl AA 9] olele 11
Al Ao r &l AHE Ast SEATE 47%] SR Zeh AHlof o
& Q14 mak Al xpol 7k YER T 20tel e e AE et FEEA

AF T, 404 o) e M= AFS A A Ve AE 2AAE FulE 2k &
2 bttty S@gith b Wiy E R A (2021) T MZAIY = 2138-H
vl IS PR YER o, &84 An] Eek e wiEo A 18 sk
o] FlThH(HAE, 2022).

3. 85

A& et AT FFH AES FHE B2, dES o9 FYH =
7Fe WA AA ST (AR, B1Y, 2018). o]l EAstE 1 oW A-—3do)
A dXolA-5 FA4T 5 Qs 4 =Y o|th(Rubbin & Babbie, 1997)
FAle a3k 7Ex ] Aoy AFE] - wEke] thefAd o2 QlE oy F4 9

BAY, B B BERY) oele AEY B2 ALE Hete] Jelow 7

& u} 7] (Positioning) 3= & ©@A|o] 7] %= 3},



wut oheh, @] ool &3 vk AHE A RoplME PuS Zyshe
B wgel BUlel AvIHe] gk Aae S

=7l FHAd AR SA4ske el disl A (Validity) 3 A #HA

fl
Y
krtl
i
off
é’.l:'
[
[
i

(Reliability) ©] #ZFatctal #] 4 gtk (Schwarz, N. & Strack, F., 1999). &
L Diener(1999) ¢ &2 siak= 52 WAl d3pA, A=A, gl 39l
oA #HstAQl VEE FFANY 1 WETH(FaE 9, 2015). AFg #3)
Ao W Eel g =is deEAa 35 gy S4o] driy B

1) @=el golg 43

1970 Y] AA &2+ Paul Samuelson(1915~2009)-& #ES 4| s}

SN
-
AR A AAStE Aos AE FAoR ANIRCHIE £XY

0%
o
1o
ol
N
o
i
2
ol
X
e
)
rlr
o
r
o
T
™
w
o
i
=
N
©
ﬂ
=
flo
>4
I
5
(@)
O
3
e
1o

ofN
N
)
N
N
o
Az
1o
o%
o
oX,
s
Rl
o
=2
o
)
r (o]
oy

o
o,
)
N
N
e
O
rlr
L
ofN
a3
re
-
o
o
f‘{}i

7keb WE O] Frh= A9 o] FoiA A ¢k
U, eE A9E eERtH (e, 2017). ol¥ 3 =4S wgor oalel
of AFghe] whet 17k AEe]  WAlE 7FX (Intrinsic Value) 9 94" A =7}
2ol 71x¢1%x] &8 2% 37 (External condition) #2] #7|Ado] o o]

ol g AHdste] xxel wsiHol goh(ruE 9,

2015). F AZFe] UHARl kA QRld 284S wE 4§ ‘&Y o 7z

FPH WE (Well-being), & Aoz B 224 opjwl Ajglo] A 713
(Value)th olpe] ghom # ZQAe] g #ilo] UlFArkCdyE, 229,
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2018).

Al
B

~

=
=

)

2
!

"o
i

ol

A 7

[e)

=

, ARl Auls

&7

5

9, 2018). Ak FAb, &

]

0

Al ARG E AL

3

rs
Hir

o] Yuo Ax=

o

N

s

]

tho] ®y o} (Eudaimonia)
1

A

S
T
.

o]

13
o!
}

B of

[s)

. frohelmujop

=
L]

2] 9] (Utilitarianism) 7}

Al ARl o] dEol] thgt

Adel =83 74A
v

o

H 2@t Adv] wWlE(J. Bentham)

At e olg] AERY AR

o

=z H1e
A 7
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5] 2

2

<, 2018).
el

-

°
pal

= o=

[e)

°©

o oo
=
P

s)
(Goal)” 2 HAAAFHY(Bentham, 1996).)

(good) &, AF

o
hya

A L WPOR olelAE@ A 1) Lels
=0

g5 ot (7 9], 2015).

=

olFTtal & 4 Ut (Bruni, 2005).

)
I ol] A
2 X3 Y} (Nussbaum, 1986).

=

A AHE

NEEE

N o

o +-E
) el FEe]

EERES L

Ashas oz
SEEICEERIEES RN

=

TC

ik IS

Y53 24 (Hedonic)
g5 Jidat Al o

o1 %

L
-
Z



JKe
N BN
2 Stk R EE A AP

B al

&
i

(Hedonism) ¥
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=
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oFV E e 1
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(o]

P
nn
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frpolEuo} #® §riol 2% (Budaimonism) & A9 WA ABE )
A% o] wael Ao HHE FAtE ATH AR Fa olFold >

=
Aokl FACE FoolEuel 35S mEFog 714 9l #(Virtuous life)
= F7oe By, Ee AEd F4H9 FAA FAER(Spiritual
enrichment), Z18]12 YA /s &3l o|Fo&d + ke ¥4 o]t (Chen,
Tsai, & Chen, 2010).
‘Eudaiminia’ 2] o] €2 ‘Z(wel)’ o]zt 9mle ‘eu o ‘FAS
‘true  self’ k= 9u]9o]  ‘daimon’ S EHEH H|EIHC(HHZ, 2006).
Sidgwick (1907) & 1A% A7 SA=2 ol ARy A Frio]HLolE 3
¥ (Happiness) &2 W=t yiojgict. Go] @] FEHE ZAFo} 7%
(Pleasure and Enjoyment) && °Julstt}, 18} ofg] AEHH AL fFrjo] R
Yol= Z Ab= A, 25 & 5 499 guE Yxsta
=%, 2017). o4 ot AR AE FES Tt A (State) 7F obd E

(Activity) © 2 wlglst}, 34 wm= A
SN B
]

o

iy
=
ol
o
o
o
e
=
iy

3
=
oL
lo
K
%

Mde Agart, Srjolmyel  HEo 7HQ1A 3% (Personal
exprssiveness)’ ol2tal ajAstar, THA ®ET o dis A JiQle] Zhx w3
A weh JAGT A S Foprbs Ao FolF ofg| ARHHATE frt
olmYolE FAY ] otz webgkRo] Waterman(1993)2 AKX FAH
= st AT Aots = dEol SA T viEksith M A b

EES AAS friolmyol Yo 23S

4N
tlo
Iy
2
ol
Ir
>
Ak
i)
A
>,
k)
DY
1:

_22_



b froholmujob

S

Ryan & Deci(2001)7} AA|
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A= . FuelEyYol A& st AelE 9d (Psychological
Well—being) = 7HQlo] 7kl g & Ads] Wk #goA Edele 8=
ol PojAeE A 2 Aol GAMA wrESZholgtal siAlE & vt
(Waterman, Schwartz, & Conti, 2008). & A7} AFE =3 A7) %d
X (Self—expressiveness) S Adst1, 183 A o] 3=} zpAaloAl 2Ju=
F-oystar, zfop JiF-S A3 (Self—defining experience) & ZH #FAl 2] ZA) &
S A EE WETEPEe- 2018; Waterman, 1993; Waterman et al.,

2008) 9ulE 2k gl
3) o= ZHlek FHo B

Seligman(2006)°] w=w A2 FE2H o PHata A4S &5 7ML

Tk SARA ALY S35 S 23RS T FH T
VES HAET = 2tk Desmeules(2002) = AB]A 3 E (Consumer
happiness) °ol#h= &5 Ao =2 ARgsln 4o HWbAQl & Fo M 4]
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4. Oz 2H ™ (WOM) &S
D 79 7id

1954 EFA] (Fortune) = "HAIE ARy ACld WHOoE 7+ (WOM) & &
M TH(Whyte, 1954). Fd& A8 Al 7|xg did AFYAlolA
(Borgida & Nisbett, 1977)°]™, &2 Z&B[AbE0] ola|dAE W A9
AR AP vFAHgor wksls @% £ d@9jo|d (Aaker &
Myers, 1982), drFAQl Anjzt, & diFo] Holu = F9 Ao & 53
ARE Fuves Pzt s Fol¥Eth(Anderson, 1998; Dichter, 1966).
Day(1971) &= F-4do] Hl9-ZAo|AY FHARJN &S T4 HERE v e
g Faxch 9w gapdoelaal gtk P AdHoR dojui: Ak L
o A ddelr vz 3 AgyAClASE & uf suint 2ol drl

7187k Qhekal A gich sk AEA Qi 29 Bk ok AEe HE

L)

2 %8 AEA AAg Aele wRE 9e + v @ Ed FEAT
Bayus(1985)% Aol @A dlojn AUl AguE Zo] ohel,
dareel 43 BaE A S A 2 G AT AR AL

Mzl Azbolu e Faa, w4l e AR ds] FrtE ojopr|d
7] w&oltt. Gatignon & Robertson(1985)+ dWH oz HHE A|AsHA
U 5 FEs7IRY A4S Fiske AwdAleld Esoleta A
yAlold miAE F3l & AFRelAA tE AtFoR Ay A
HE ¥&3u Jubd+=3] 9], 2020; Brown, Thomas, Peter, & Richard,

adl 74 g5 a0 i Aol $ed e dt(Richins
& Root—Shaffer, 1988).
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Hhg-stoha diA e 4= Qo
OlEYle] 3o g wujete} AH|A= GS thekd ARR o Be ARE

= Asds Brk ofygl Anja Ang PR
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(Hennig—Thurau, Gwinner, Walsh, & Gremler, 2004). Liu(2006)2] -]
mEH ARk A EAF A3AY W ARE g AFEIU eyt 5
3] ZHA= gl qEel mEE S Fol7] Sl ARE g 4o

gAetr &gdtvtn gt (Liu, 2006). = 229 741 AR = AvAEo]

(Senecal & Nantel, 2004). A& Flst7] defl #4248 Hrishr] A& A
A gkl Fdol O A I 7 ¢ o & o2kl S T A
AAE Foig o AHAES AFE, AFE HES HA8E 4+ Y (Lig,

2006).
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AR ke wpgk o] zlol7l ekt FAolt). Caves(2000) HEgH &yt
%3} 48] (Culture consumption) AR ZFo] Azyd F3}

A
(Informed culture consumption)”’} Ao 7 t}E PE S oAAMsle AW &

X
o

o] =248 7F3}. Huang, Lurie, & Mitra(2009)+ thE An|xjo] A%
HAE Fa 7o A AEH A ZFES S Q= HEv|goe =17t e g5
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Walejko, 2008; Hausmann & Poellmann, 2016). Wellman(2001)<2 <&l
< B 2 JRE &85k Atoly w3l 4] 3 dds AWt 5

5] 2ERlelM ARG anAES 254 A o AdS o

= ddsit. wstels aHe A4 des Fe ode sty vt
E 4 9t} (Kozinets, Hemetsherger, & Schau, 2008; Moe, 2003).
McLuhan & Nevitt(1972)% 719 el wel Luazh 23 Baka
(Producer)” 7} & At dFych F3F B v Aol AAEHSNS o o]
A Aot Ao (HANE, o1¥xl, 2012; Hall, 1993). H
A9 vgol s Fal avAE Fd 54 v YA, B3, B R Qe &
=5 wEsEo] ¥ 4 Q= AMAH(Schradie, 2011; DiMaggio, Hargittai,
Neuman, & Robinson, 2001) 2.2 vtolrtar Qv H3lo& 223 43 o
= Ao A GES Arro R ghisiA ol Qith ol d S tAdr|Y
o]9] o] § ofF F2 o]&AFto] ojwdt WSS VA gtk F2 ol By
gAgueitiel o] Aks) 4 gitole= AXA WSLE S Edtels av] B9
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o} (DiMaggio et al., 2001).
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AGE A AFES vE oz MZAHE AH] 7Fx] 9k fFrlo] 2ol &)
Bol A  dE  FE. 2u 7R 2AYS Sheth(1991) 9
Holbrook (1999, 2005) 2] A& A&l +4 - A&t
7 H1-1: MZAH e 754 2] 7= frpo] Yol sk o
7 H1-2: MZAIA S 2424 &2n] 713 = ool Ry ol s &ef f-2o]u] st
74 H1-3: MZAIthe A3 2 &H] 71+ frfol Yo}l 3 Eof {2m] 3t
H] 7k &= f-rhol By ol & f-2jwu| st

7H9 Hl1—-4: MZAY AA4A

7Fd H1-5: MZAIThe] &2 48] 7R frolEuol d&e] fofu|dt

Kumagai & Nagasawa(2022)= &M FHH 41879 AMEE 7|Ho =
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A S awl RS gubE Fuleld 4w RelE Avnt FA 2ES
e 2AF} et s BREGT AP AR A mRe
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gk ol agshs FO Qv A AW 2AL, 438 IBgew o
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& 7ZarAel 23S vty el El Hedhli, Zourrig, & Chebat(2016) =
I Bol AAAMS FAHOE ] e v W&

of &40 A 4 i A AN o wel SpEEA Ao,

A M ATl 715 74A, AL A

A, AR A A 7 R &l R} ARk FakE AWl fo9
FFL vt APk 53] AH A7 Foa age] v Jeo)
A4 Frhn BART ¥ ATs A% AFES whgow Mz 2v] A4
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sh et ol gAlo) a FEath 48 74A9 239 Sheth(1991) 9
Holbrook (1999, 2005) 2] 9475 A&4 44 - A% s,
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71 H4—1: MZAIHS 714 4n] 71X ¢ o& A 74 35 7 TA A
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CRIN=1> ZAF =24 #4d

TE LHE X

7185 7HK| M 22 /s Sheth (1991)

Holbrook (1999, 2005)
Sweeny & Soutar (2001)
#0[2}-0]7|F (2000)
THE Q| (2015)
AZ-EM2 (2015)

N

[ZS

M
12

7HX| 28, 44

o=
a
0x

Sheth (1991)

Holbrook (1999, 2005)
Sweeny & Soutar (2001)
#0|%}-0]7[F (2000)
THZ 2| (2015)
AZ-EM2 (2015)

0
0;

ARSI 71K X9l

b
N
>
b
N

=4 Sheth (1991)

Holbrook (1999, 2005)
Sweeny & Soutar (2001)
#0|%}-0]7[F (2000)
TEHZ Q| (2015)
HAS-EM2 (2015)

A 7K XN 84 =270, ME2 Sheth (1991)
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Holbrook (1999, 2005)
Sweeny & Soutar (2001)
HO|%}-0[7[Z& (2000)
THZ 2| (2015)
AZH-EM2 (2015)

=2H 7K 2, X9 Mzl 7|”el AlRlH | Holbrook (1999, 2005)
e T 2/(2015)

BEA- G2 (2015)

=

N HE EMg, M= Waterman (1993)
Schwartz & Conti (2008)
o|=%l (2021)

RLCHO|ZL|o} W& Xfop 7, o|of =7 Waterman (1993)
Schwartz & Conti (2008)
o|&%! (2021)

Rl o, Ma|, Xt7|0Y, Efelo Hennig-Thurau et al. (2004)

CHt 2h Engel, Blackwell, & Miniard (1993)

SHA| = "F AL o[ (1 2016)

MZAItHe]  ZH] 7}HE =4387] ¢l Sheth(1991) 9 Holbrook (1999,
2005) 0] 7REst 4H] 7R olES T4 O =2, Sweeny & Soutar(2001) 9] ZAH]
7kl HEef Ar s} - o]7]&(2000), 8% 9](2015), AFA - FAH(2015)
o] AFEFEH Wbt 5 B AT didy A B 4 - -3 7]

= 54 Likert®d T2 T4t}
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2+ dA7= A=E g5y frolEyer  dEE At 98l
Waterman (1993)¢] 7§¥slar  Schwartz & Conti(2008)7F 754 - 2 &3t
PEAQ (Personally Expressive Activities Questionaire) 2ZEZHE kst

°]Fx1(2021) 8 =75 AT WA MZAH 9L o v A 74 - &3

A, SEAE] §hE M= 57 Likert A EE 7 3o

T 2BAE Abo]l dojubs A A ] w3 (Borgida & Nisbett, 1977)
olwl 54 AwdAleld mAE Tl 3 ARHOAA tE AReE AdEe= A
BE  ¥&sE= ot (A=3 2], 2020; Brown et al, 2005;
Hennig—Thurau et al., 2004). Hennig—Thurau(2004)%} Engel et
al.(1993) 8] A7ollA & A9 HA 3 el ALstr] g $44 Al
ek VS FESHL SAF 5(2016) 0] WG =4E &&3) SNSeA 4

gE9t FH gEE I £FoE FEIo SHAY] ¥ W= 53 Likert

3

CRII-2> ZALHE=E =€
74 HE 2E =X
7|%75-I| 7}.X| Ll'E iHI% aé I:[H I'”%gl Cﬁ@gﬂ} Sheth(1991)

HTEE SQAIBT
One that has product safety and

Functional Value Holbrook(1999, 2005)

Sweeny & Soutar(2001)

durability #0|21-0]7|2(2000)
TEHZ 2/(2015)
Lte AHIE & 0f HE alo 8oj4e | ¥BHHIS(2015)

SAIBTE
One that has Easy of management

Lbe 2HIE & 0f 7t20] HHeK|
EQ81A Mzttt

One that is reasonably priced

Lhe 2HIE 2 W 7t tiHl 7HXIE
SaOHA 2ot
One that offer value for money

Lt &HIE & O 7t ofs| SEO|Lt
7150 E2 MEUAX S2sHA ot
One that has good quality or function
for the price
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ZEN I
Emotional Value

Lhe ~HIE & I LIoA EAHEE & 5
AE HELX| SQ5HA SZetrt
One that gives me pleasure

Lhe AHIS o 0 2E $=AS
s87 Mzsict

One that makes me feel happy

i
B
Okl
mjo
Ok
re
x
=
S
fjo
HL
=
rir
ol
o

| find it enjoyable to spend time
shopping

Sheth(1991)
Holbrook(1999, 2005)
Sweeny & Soutar(2001)
H0|3}-0]7|Z(2000)
THT 2/(2015)
HEA-ZT2(2015)

AIR 74K
Social Value

Lte &HIE 2 0 AHES0| LHE ofEA
dZBHEX| S5 Y2ttt
| care about what people think of me

L= AHIE & M L7 MEist H
Lto] At2|H ABE & EoE +
TG Aot

Whether one | choose can show my
social class well

pLec e
0lo ret rir
o [Rafivs

Response from friends or others to a
product or brand

of
El)
=

>
ot 15
ro 5
o
0% o3
= jo
O
o M=
— mo
4>

rxo
2rrrr
1o g 1
oY ot T
kO ot i
X rn
=
0z |In =

Iy
g

.
i

The selection of a specific brand or
product that can receive social
recognition

Sheth(1991)
Holbrook(1999, 2005)
Sweeny & Soutar(2001)
0| %}-0]7|2(2000)
THE 9|(2015)
HEA-ZM2(2015)

R Thx]
Epistemic Value

Lhe &HE & Of 22 AErYQ)
HMEs dEStot

| choose a new style of product

L &HIE 2 0 CIXHIO[LE A0
=5t MES dE=sTt

| choose one with unique designs or
colors

Lie &HIE 2 0 CHE Ab2t
o= ME S MESTt

| choose one that sets me apart from
others

Lhe &HIE & O Lo 272
Tt HFS MEBICt

| choose one that arouse my curiosity

Sheth(1991)
Holbrook(1999, 2005)
Sweeny & Soutar(2001)
#0|%}-0]7|2(2000)
SHZE 2/(2015)
HEAZX2(2015)
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28/ 74X
Ethical Value

Lhe 2HIE 2 I ®ME2l 7H40
Y5otHet: =AY =5 $ES
d2sts 7|l MES Foietet

| buy one from company that consider
the working environment of workers even
though the price of the product rises

Lhe 2HIE & I AllH MYS Ot
A MES HEBT

| buy one from companies that pay
attention to CSR(Corporate Social
Responsibility)

L 282 ¥ 0 $ETAY HES
Mejsict

| buy eco-friendly products

Lie MWE2EFS FOists, MAEXT
M7 Z2EHES MBS

| buy recyclables, and though
cumbersome, | practice separate garbage
collection.

L= 7+40| BIMEEtE R7|50|Lt
EHoz YHE HMES FOiSt

| buy Organic or eco- friendly products
even if they are expensive

Holbrook(1999, 2005)
TEZ 2/(2015)
HEH- ™M 2(2015)

e g

Hedonic Happiness

3 B 28| BES T 0 o
=R

When | engage in Consumption of art
feel more intensely involved than | do
when engaged in most other activities

L= oz 2tst AH 252 & O
L7t o|HS St=2 HejRce =4S

uri[f

| sy —

When | engage in Consumption of art |
feel that this is what | was meant to do

| feel more complete or fulfilled when
engaging in Consumption of art than |
do when engaged in most other
activities

L= Olsxt 2t3st oH 25

PECHE 22 il

mjo
ot

e

| feel a special fit or meshing when
engaging in Consumption of art

Waterman(1993)
Schwartz & Conti(2008)
0|5 %1(2021)

Sro|BL{o} s
Eudaimonia

W7t ol&Tt 2218 Ak B2 ot
S0t Cf2 ¥58 ¥ mect of 2o

Waterman(1993)
Schwartz & Conti(2008)
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Happiness

AL}
When | engage in Consumption of art |
feel more satisfied than | do when
engaged in most other activities

OlEnr st oH| 232 WA xno
ENgE TO

Consumption of art gives me my
greatest pleasure

LiZF o=at 2ot oH| 255 o=
S 7Bz €=0| HHrt

When | engage in Consumption of art |
feel a warm glow

=

LiZF o =3t 2ol oH 252 & O
CHE 23S & WECH o d5siot
When | engage in Consumption of art |
feel happier than | do when engaged in

most other activities

0l

ofn
2

(2027)

>H
Word of Mouth

L= O ZrZ0f Cist =2olLt FHEo
CHal SNSOl =73t &Lt

| would like to share my feelings or
information about consumption of art (a
work of art) on SNS(social networking
services)

Lie Ol& 250 et =Zolut FEof
oisi CHE AFEOA 38Xz ¢E|a
AT

| would actively like to recommend my
feelings or information about
consumption of art (a work of art) to
others

L= Olg &E0 tieh =Zo[Lt RO

Chsh sNSOl 38Xz 2a|a ALt

| would like to post positively on SNS

about my feelings or information about
consumption of art(a work of art)

Hennig-Thurau et al.(2004)
Engel, Blackwell, & Miniard(1993)

S| 4B YA O[EF( 2016)
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B AgE My A4S Faus] dE 73S A 3 20239 5FEH 4€ 1Y

A
JA RS MYk A2 HH | wpep AE A DAllA A 5 A9
T RS AP 34272 HAEAE FAol ALt

e A4E B3 MzZAY SHAE 1980W~2010d EAoz Mg or
2000 (38.9%) ¢k 30tH(57.6%) 7} #Rbg ol g AA T SHAS] AHL o
dol 72.8%% FART. stY > i E<%°] 67.8%% M =A ysted, o
g At 17.0%, g &4 8.8%, 1F °]3 5.0% w2 = YERTH A5
2 3,000$% ©l% 5,000$ ©lat7t 51.5%% 7H4 =skem 5000% o4 24.6%,
1,000$ ©]4F 3,000$ ©l3t 23.1%, 1,000$ ©l3t7F 9% = eyttt A4 Af
oAy Ao] 57.0%2 7MY B SH FE RYon HEA 24.9%, AulA
A4 10.8%, B4t B2 4.1%, A 2.3%, TF 0.6%, 74 0.3% Tl%
Uebstth UE flgh ane) 13] st R 193-S Al HHF 321$=
LHERSETH
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CE V-1 BEO| QITEA SN 4

Hol BI= (%) il BIE (%)
=y 93(27.2%) SHal 8(2.3%)
M o 249(72.8%) "2 85(24.95%)
10~19A 0(0%) AHE-2HE| E] 195(57%)
20~29A 133(38.9%) A2 zZHof & 37(10.8%)
30~39 197(57.6%) MAE 2 R 14(4.1%)
k= 40~45KM| 12(3.5%) T2 2(0.6%)
1Z o8t 17(5.0%) =Y LN 1(0.3%)
CHstm xyst 58(17.0%)
st &Y 5(1.5%)
CHetel XHst 232(67.8%)
e HeE 8d S06.8%) LHE fl3t Yo 748%
Less than $ 1,000 3(9%) 1=l 20 B=As)
$1,000~ $ 3,000 79(23.1%)
a5
$ 3,000~ $ 5,000 176(51.5%)
More than $ 5,000 84(24.6%)
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AT AR 72 BEY 54 Wl sk A wele] Adwea
4 del B e sie] A6 FERREA BES o gat gk1d e
A (Confirmatory Factor Analysis, CFA)E 2 A gt}

CRIV=-2> =old ol A4 A

T4 7hE g 291 MX{gt Cronbach's alpha CR AVE
Func2 0.756
Func3 0.759

Funct Func4 0.660 0.786 0.875 0.585
Func5 0.663
Funcé 0.741
Emo1 0.626

Emot Emo2 0.648 0.712 0.811 0.589
Emo3 0.723
Soc2 0.686

Socia >0c3 0678 0.713 0.866 0.618
Soc4 0.692
Soch 0.728
Epi 0.759
. Epi2 0.600

Epist : 0.715 0.849 0.586
Epi3 0.698
Epid 0.748
Ethi2 0.729
Ethi3 0.672

Ethic Ethi5 0.732 0.738 0.856 0.543
Ethi6 0.680
Ethi7 0.660
EUH3 0.737

EUH EUR4 0.764 0.703 0.846 0.580
EUH5 0.658
EUH6 0.734

HEH HEH3 0.771 0.726 0.839 0.566
HEH4 0.702
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HEH5 0.729

HEH6 0.726
WOM2 0.709

WOM WOM3 0.689 0.719 0.809 0.585
WOM4 0.739

x2(436) = 963405, p < 0.001, GFI = 0.939, IFl = 0912, CFI = 0.911,
RMSEA = 0.060

{Note> CR(Composite Reliability): &4 AMZ =, AVE(Average Variance Extracted): B
=4 £&, Funct(Functional Value): 7I8%& JtAl, Emot(Emotional Value): Z#dA 7JIX[,
Socia(Social Value): Atgl& 7Jtx|, Epist(Epistemic Value): &HZA Jtx|, Ethic(Ethical
Value): &2|& JtX|, EUH(Eudaimonia Happiness): |CHO|ZL{0} S HEH(Hedonic
Happiness): 2H&& d5, WOM(Word of Mouth): 7+&

B AGgE pAEE gEE g9¢l AR (Factor Loadings)S 60090 A4
7710 dlgettt, 25 71 50 ©)4F 95 olsk M Jl EsHEA e #2

g otk web AR B A9 glo] BE 2L A

T4 N3 B34 (Construct Validity) = F 5 EF3A (Convergent Validity)
¥ 33 el (Discriminant Validity) &2 F&¥® . &4 A2 % (Composite
Reliability) at©] .809A .875 Afo]l=Z e} 75X 70 ©]4e] FXxoju=z
AZF B S Rt g9tk (Andreson & Gerbing, 1988). T3t H4f
% (Average variance extracted)oll o]sll AVEZEo] 543914 .6184}0]
W 715XR1 50 o)de TFFV] Wil AF vHEAdes dRIvn &

=
% 2t} (Fornell & Larcker, 1981).
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CEIV=-3> 79 g 8 &2 Al

Func Emo Soc Epi Ethi EUH HEH WOM
Func 0.585
Emo 0413 0.589
Soc 0.484 0.545 0.618
Epi 0.465 0.484 0.494 0.586
Ethi 0.531 0.421 0.434 0.521 0.543
EUH 0.493 0.539 0.530 0.567 0.551 0.580
HEH 0.398 0.490 0.575 0.560 0.585 0.537 0.566
WOM 0.407 0.434 0.518 0.561 0.521 0.584 0.566 0.585

{Note> tfztol EEMZ HI|IE =X= Bd =& FEUAVE)S LIEH.
Func(Functional Value): 7|83& Z7tx|, Emo(Emotional Value): Z#dA JtA|, Soc
(Social Value): At3|® ZX|, Epi (Epistemic Value): XA JtX|, Ethi(Ethical
Value): S2l& 71X, EUH(Eudaimonia Happiness): S|CIO|ZL0} 3=,
HEH(Hedonic Happiness): =& d=, WOM(Word of Mouth): +7&
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=
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=
=
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&

index) & 474 FF ol TFAIAH b, AFErt & A 74 HdEY
EldAdo] S=82 S k. CMIN/DF#te] 3.0 ©]sl, RMSEAZE 0.08 ©]&}, CFI,
[F1¢] #%2 71¥A 0.9 o3 B9 A=t £2 Aow ddd F vy &
Aol vy A CMIN/DF=2.209, GFI = 0.939, IFI = 0.912, CFI
= 0.911, RMSEA = 0.060% veh} Fgtsicta sjad 4= Sl

o

_52_



4. 74 43

AT THEE AHASE] 9@ AMOS 26.05 83 A7 RES AR

el
=
. <E NV-4>F F8) 4 AY £ 77 A9E Sy

H1S A8 MZAWHE 71578 28 71X7F grjolnyol & oJgs n
Aohs 7Hd H1-12 t—value=2.407, p<0.052 EAAoz F9u
2E =

MZAI ] A 2n] 7EA7F frobo] ol el JEkE mitheE 7R
H1-2+ t—value=1.951, p=N.SZ SAF o2 Fo&tA] L= = 7|2t}

MZAI ] AFS A v 74X]7) frofo]Rujol e JEE w R
H1-32 t—value=5.058, p<0.001% EAA o7 Houjetrz Az}

MZAI S XAA 28] 7R 7F froko]lmuol el ks mHthE 7R
H1-4% t—value=3.39, p<0.001Z EAZ 72 Foujstrz Az}

MZAIH ] &84 v 7R 7F ool BEuol e S mHtheE 7R
H1-5% t—value=4.92, p<0.0012 ZAAHC R Fonst=z &g}

A, MZAHE] 2] 77 #2ha] o] ml X
AR MZAHE] 7153 Au] 77 #ebd e @S vtk 7R
2—1<2 t—value=1.635, p=N.SZ FAIAS =2 {Fs}A] Fst== 7|ZHt}
MZAe] 772 Z&n] 7FX7F 2] &l s vdve M H2-2%
t—value=6.546, p<0.0012 FAA o2 Foun|stmz Ao}

MZA ] AFS] A ZB] 7FX|7F Seha] Rl ks w vk 7Hd H2-32
t—value=6.206, p<0.0012 FAHCE Folu|st2z A&}

MZAE ] A ] 7FX7F Aeha] Rl ks nHvheE 7Hd H2-42
t—value=4.989, p<0.0012 FAAo 2 Foun|stmz Afeigic)

MZAIH ] w22 2n] 7R 7F sjets e &S v 7 H2-5+2

ol
o
d
i
=

rlr
o
o%
=
=
=
N
N
i
s
\]
il

ay

AR, ol Zdlel] gt AH] &l 7 3
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& t—value=2. 691, p<0.01%2 EAAN R §ou|stz izt
A7 Yol 7 dqEo] JFES vt 72 H3-2+ t—value=2. 16,

p<0.05% EAA R Fon|st=z jelgc)

CEIV=-4> 714 A5 &1}

Beta SE t-value P

H1-1 Funct!onal Value -> Eudaimonia 0.106 0.044 2407 < 005
Happiness

12 Emotlional Value -> Eudaimonia 0.089 0.046 1951 NS,
Happiness

Hi3  ~odal Value -> Eudaimonia 0.284 0.056 5058 < 0.001
Happiness

Hi-4  Epistemic Value -> Eudaimonia 0.205 0.06 339 < 0.001
Happiness

H1-s  Ethical Value-> Eudaimonia 0.229 0.047 492 < 0001
Happiness

Ho-q  Functional Value -> Hedonic 0.058 0.036 1635 N.S.
Happiness

Ha-p ~ Emotional Value -> Hedonic 024 0037 6546 < 0.001
Happiness

H2-3 Social Value -> Hedonic Happiness 0.289 0.047 6.206 < 0.001

H2-4  cpistemic Value -> Hedonic 0.039 0.049 4989 < 0.001
Happiness

H2-5 Ethical Value-> Hedonic Happiness 0.244 0.039 1.021 N.S.

H3-1 Eudaimonia Happiness -> Word of 0.227 0.084 2.691 < 001
Mouth

H3-p  Hedonic Happiness -> Word of 0.223 0.103 216 < 005

Mouth

x2(440) = 953.496, p < 0.001, GFI = 0.845, IFl = 0911, CFI = 0.910, RMSEA = 0.058

{Note) Beta:H|EESIA ¢+, SE:EEZE2At
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frefol ol SR ah kAl FEo) wi) aaE glstkr] flEiA]
3 (Bootstrapping) & ©] &3 SAA F49S AF El:
RS FEICH, FY FF 5% vl &3 A 72 A9 25 A 9}
A Q] 3| AAFEE Abolo|tt. <EIV-5>L frfo] R yo} 3w

A ol vs) &9E AT Aujelrh

CHIV-5> FCHO|ZL{o} & HEH H=O| ni7f =2t
v DV Mv DE SE t-value p-value LLCI uLcl
Func 0077 0067 1139 0255 -0056 0209
Emo 0026 0074 0355 0723 -0119 0177
Soc  WOM 0717 0093 1255 0210 -0066 0300
Epi 0701 0096 1055 0292 -0088 0290
Ethi 0153 0073 2095 0037 0.009 0.297
W DV MV IE  Boot SE Boot ot ULC
LLCI

Func 0024 0016 0.000 0.063
Emo 0020 0017 0003 0067
Soc WOM EUH 0064 0036 0.006 0.147
Epi 0.046  0.029 0.002 0.113
Ethi 0052  0.030 0.003 0.123
Func 0013 0071 0004 0041
Emo 0054  0.029 0.000 0.116
Soc  WOM  HEH 0065 0036 0.001 0.140
Epi 0055 0029 0007 07113
Ethi 0009 0006 0010 0034

{Notes> Number of bootstrap samples for bias corrected bootstrap confidence
intervals: 10,000, IV = independent variable, DV = dependent variable, MV =
mediating variable, DE = Direct effect, SE = Standard error, LLCI = Lower limit
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confidence interval, ULCI = Upper limit confidence interval, IE = Indirect effect,
Boot SE = bootstrap standard error, Boot LLCI = bootstrap lower limit confidence
interval, Boot ULCI = bootstrap upper limit confidence interval

Func(Functional Value): 7|82 7tX|, Emo(Emotional Value): Z4dA JtX[, Soc
(Social Value): Ats|& X[, Epi (Epistemic Value): ™A JtX|, Ethi(Ethical Value):
=2|&  JtX|, EUH(Eudaimonia Happiness): $SCHO|ZL|0t 5, HEH(Hedonic
Happiness): =& #H=2 WOM(Word of Mouth): #&

MZA T o] &) 7k 8L ell& A8 A W% P DA frielREuol E
of Wiz &b ek 7hd HAE BAs A ths ) 2ol yerstth

MZAA e 7152 ZAu] 7k 9b o5 A 73 @ 1F #AleA friol iy
of WH;-L 95% Al F7HlA 0.000 (8FHeHgh) ~0.063 ((F3Hgh) 22 YElgon
= 7hd He-1& frefvisivtar #ad o slvh

MZAT e A2 Zu] 7hA 9 ol 4H] 74 3% F A4 friol iy
o} &L 95% 4lF] F3rellA —0.003 (3Feta) ~0.061 (gl O 2 Ve om
% 7 H4-2+v #ovlsttal dae 5 glu

MZAIHHS] AF8]d An] 7k ¢} & &n] A g% 7F #AACAM frhol Ry
of FEL 95% AlF FzrellA 0.006 (3Fekah) ~0.147 (Fstgh) o2 YEptom
2 7bd H4-38 fFovjsitta add 5 gl

MZAg o] R 2 ] 7k 9b el A 73 &% 1F dAlA friol Y
of WH-L 95% Al F7rlA 0.002 (83 ~0.113 (Ad3tgh 22 YElgen
2 7Hd H4—-4+= Frevlsitta ddd

MZAThe] &2l2 Au] 7k 9k ol 4 74 8% 1F BAA frholmy
of EL 95% A1FE FzrellA 0.003(3FeHgh) ~0.123 (Fgtgh) o= vEhte s
% 7 H4-5+v #ovlstval aaks 5= gl

>4
30
o

MZA T 2] 2v] 7Fx]8) ol 28] 74 BF 1F BAA A P52 v
e digt 71 H5E WA e A o2 2ol vk

MZAIH S 7152 48] 7k ol& 48] 7 8% 3 AAA HFH P&
2 95% AF FrellA -0.004 (3133 ~0.041 (g o2 YElgeo g 7pAd
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H5-12 foulsttta #ddd 4= gl
AN

MZATHe AR 2u] 749 o2& 2n] TA BE 7+ BACA DA =
o 95% A F7FA 0.000(8FeFE) ~0.116 (AFskzh) 07 et o m g spA
H5-2= #ovlsttta aad 5 gl

MZAIH S ALS] A &n] 7FX 9} ol 48] 7 % 7 AAlCA A P

& 95% A1E F7relA 0.001 (3FHgh) ~0.140 (dehgh) o2 vebgtong b
H5-32 frevlstrta add o gl

MZAI ] RAA 8] 7FA 8} ol &b A B g AAelA] A B
2 95% A= FzkelA -0.001 (3Fetgh) ~0.113 (Fshgh) o2 JEhg o=z 7had
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Abstract

The Relationship between Consumption Value

of MZ Generation and Consumption Behavior of Art

. Focusing on the Mediating Effects of Consumption Happiness

Heejoo Yang
Dept. of Arts and Cultural Management

Graduate School of Jeju National University

The importance of consuming experiences, which is to enjoy and
consume experiences themselves, has been highlighted in modern times.
The pursuit of art as an experiential product is related to pleasure or
enhanced quality of life. The acceptance of art experiences and
consumption on the part of the audience or consumers is an important
task that needs to be considered in order to boost the culture and art
market.

This study analyzes the consumption characteristics of Generation MZ
based on their consumption values and investigates their relationship
with word of mouth actions in art consumption via the mediating effects
of two happiness types: eudaimonia and hedonic happiness.

Generation MZ has values and lifestyles that are clearly different from
those of the older generation, which has caused changes in the culture
and art market as the core consumer group to shape a social and
cultural flow. Based on previous studies, this study classifies the
consumption values of Generation MZ into five: functional, emotional,

social, epistemic, and ethical values. By examining theories on

_88_



happiness, the study divided happiness into hedonic happiness, in which
the level of satisfaction with individual desire determines happiness, and
eudaimonia, which pursues a true self through the development of one's
potential.

The study reorganized the concerned items according to its goals and
conducted an online survey during the week of April 1~8, 2023. Based
on previous studies, Generation MZ (born in 1980~2010) was targeted
in the survey with 342 questionnaires used in an analysis. The
questionnaire covered a total of five areas including the five types of
consumption values, eudaimonia and hedonic happiness, word of mouth,
and the demographic characteristics of respondents. The research
instrument of each variable had its wvalidity established in previous
studies and was revised and used according to the goals and subjects of
this study.

The findings show that the functional, social, epistemic, and ethic
consumption values of Generation MZ was related to eudaimonia via the
consumption of art and had effects on word of mouth behavior. Social
values had particular effects on both eudaimonia and hedonic happiness
via the consumption of art and formed a relationship with word of mouth
behavior. Emotional values was related to hedonic happiness and had
impacts on word of mouth but had no direct and indirect effects on the
relationship between eudaimonia and word of mouth.

The present study examined the consumption characteristics of
Generation MZ via consumption values, an important psychological
variable, and analyzed their relationship with word of mouth in the
consumption of art according to happiness type. In short, Generation MZ
manifests their functional, social, epistemic, and ethical values by
forming a social and community relationship via digital media, pursuing a

differentiated self, and revealing their wvalues and beliefs in social
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contexts. It is noteworthy that the consumption values of Generation MZ
have effects on word of mouth behavior via personal expression or
eudaimonia rather than hedonic happiness via the consumption of art.
This study made an inference that experiences of consuming art could
become an internal value for experiences themselves and had closer
connections with happiness than any other area of consumption. Word of
mouth behavior 1in the consumption of art share information or
knowledge and can make the depth of satisfaction or enjoyment of art

consumption different, thus holding its significance.

Keywords: Generation MZ, Consumption value, Happiness,

Eudaimonia, Hedonic happiness, Consumption of art,

Word of Mouth(WOM)
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APPENDIX

The purpose of this survey is to find out “A study on consumer
behavior of ‘Generation MZ’ : focusing on Consumption of art. This
survey is an anonymous survey for academic research, and promises to
be used only for academic research purposes.

Thank you for your corporation.

1. Your gender

DMale @Female

2. Your age

D10-19 @20—-29 @30—39 @®40—49

3. Educational background
DAttending in high school @Graduate from high school
@Attending in college/university @Bachelor’ s degree

BMaster’ s degree

4. Your monthly income
DLess than $1,000 @ $1,000~$3,000 ®$3,000 ~$5,000
@More than $5,000

5. Your Job

Dstudent @professional Goffice worker @service sales

®production related ®housewife @Dunemployed
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6. How much can you invest in consumption for yourself out of your

monthly income (pocket money/Living expenses)?

@ Less than $100 @$100~$300 @ F$300~$500 @F500~$1,000
® More than $ 1,000

7. How much can you spend at one time to pay for yourself?

( ) %
Neith
N When I consume, I place great ify“’“ Disag | agree | Agre | Stron
0 o disa ree nor € gly
importance on Foas disag agree
1 One that has product safety and Q| @6 | @ |6
durability
2 One that has Easy of management @ @ ©® @ ©
3 One that is reasonably priced @ @ ©® @ ©
4 One that offer value for money @ @ ©® @ ©
5 One that has good quality or function Ol @ || ® |6
for the price
6 One that gives me pleasure @ @ ©® @ ©
7 One that makes me feel happy @ @ ©® @ ©
8 I find it enjoyable to spend time ) @
shopping
9 I care about what people think of me @ @
10 Whether one I choose can show my ) @)
social class well
11 Response from friends or others to a Q@ || @ |
product or brand
192 The selection of a specific brand or D ® ® @ ®

product that can receive social
recognition
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Iﬁeit
Str(?n : agerl:e Stron
No. When I consume d'?slig ;122 o Aire gly
ree disag agree
ree
13 I choose a new style of product @ @ ® ©®
14 I choose one with unique designs or ©) @0 | @ | ®
colors
15 I choose one that sets me apart from @ @)
others
16 I choose one that arouse my curiosity @
I buy one from company that consider
17 the working environment of workers O EONNE) @ ®
even though the price of the product
rises
I buy one from companies that pay
18 attention to CSR(Corporate Social @ @ © @ ©®
Responsibility)
19 I buy eco—friendly products @ @ ® @ ©
I buy recyclables, and though
20 cumbersome, I practice separate @ @ ©® @ ©
garbage collection.
21 I buy Organic or eco— friendly Q@@ |0
products even if they are expensive

The following are questions about Consumption(Consumer activity) of
art. Consumption(Consumer activity) of art include experiences related

to art activities.

When I engage in Consumption of art I
22 feel more intensely involved than I do @ @ ® O ©
when engaged in most other activities

When I engage in Consumption of art I

23 feel that this is what I was meant to @ @ ® @ ©
do

24 OO | |0 ®

I feel more complete or fulfilled when
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engaging in Consumption of art than I
do when engaged in most other
activities

25

I feel a special fit or meshing when
engaging in Consumption of art

26

When I engage in Consumption of art I
feel more satisfied than I do when
engaged in most other activities

27

Consumption of art gives me my
greatest pleasure

28

When I engage in Consumption of art I
feel a warm glow

29

When I engage in Consumption of art I
feel happier than I do when engaged in
most other activities

30

I would like to share my feelings or
information about consumption of art
(a work of art) on SNS(social
networking services)

31

I would actively like to recommend my
feelings or information about
consumption of art (a work of art) to
others

32

[ would like to post positively on SNS
about my feelings or information about
consumption of art(a work of art)
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