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Au1% Folo] 488 2TaBE A9 BATIE 49 BFo| ANA 43WA EE
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9% “BAA £5F 49 WE9 F2¢ AHew vE FWYoletn FAse, Ads £5%
of thg Edst AL YSstee AP 299 £HEL BRIF o] AL oA
FEshA @S AER Wol, 2x BRle] Ayle] £faln dolslt B%, 4T, FA4H B3
£ 2% Zol el e S A3 BEE BATAY 729 FHLU02 AW
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& &%, ZaAse FHolA A4 Ade Y4 e AE Fzaga? FAFAE =5

A
ks

x 734 o) 8t 73 o 313} (Dept. of Business Administration, Cheju Univ., Cheju-do, 690-759, Korea)

x % 7ZAet g8 734} (Lecturer, Dept. of Business Administration, Cheju Univ,, Cheju-do,
690-759, Korea)

1) Rusell W.Belk, “Materialism : Trait Aspects of Living in the Material World", Journal of
Consumer Research, 12, 1985, pp. 265-280.

2) R.W.Belk, ‘Posseson and the Extended Self”, Journal of consumer Research, 15, 1988,

pp. 139-168.
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ol A Hag AT PHE FeE olrE EAFY AL FTAH2Z £ AUAS
ofd By oz olsfsfo} sl=rte] FAME AASACt” FHF A g g LA A8
£ AR FHo] 2F AZ=slm 9 #|qh Csikszentmihalyi#} Rochberg-Halton (1987) & &3
Fo)A A2 Ayt AnjAtets Aoz o dY LAl A Jels Zo] ofe YA
o2 R LvAAME EZAste J¥es AT ToFFel St A9d ¥ EAFA
WHEA] vmAg FL2 Zlo] ohvetu FA3IHC Y

EQ olA g ggol EAFAE Fuslerl v A7 Ertol] dhE woje) RSN} 2A

o2 ofetFost T4 F2 AAHA FF g EE o]7]H EAolve oHdo] Arlslan gl

+dl, Belk®} Pollayw At 80d &<t olse) AAFuolA Htga Hetel 475 449
F37t F71E 2 9lSL AA|§ up ¢len], Hackers 19 A1 5 %3 Ao 254 94
€ wAA) QA bz FAsd o zelv Boorsting FUd BT, Agled, aalym 4AuE
Bl 27 EAA AME FFA A4S AFHFoIH FHFYL o7 Heln AFEE
o} iy dcte e E471 ke AE FAsed, =3 Belks E3FY o] Bi &
vz A4S Akl s AG JAdez RE AEEz] AW HF AL EE £RF F
) 259 AME ZlEgsle Aol U FEFS AR AFAANY gt FA] FE
goie Atd dFEE At

E =foAde AT it Folet EAFTY A 4nAY dFFAH 54 Y AF
oo Ao Y 2 FUY APATEES nAsta, ol ulAH Yo AAAHE FHo2
AT sz g

au)ate) BAFS) ko] B oA 2B

1. 3F9 3o

EAFY+= Y 4 (matter) 3 2 A 9] o] F (movements) Yol = o}F-AE EA5lx] Y+
ot AeA oA s, OxfordAlAe] & “AAZ AL A3 ExAq Yoo
B0 gl 33 ofztez A obds] EEA B 712 E T oo A, gHd =& A oz
Aol g Flglom, An|AE S Hololx ALog EAFE 2AT vl 9lE Warde} Weckman
(1971) & EAFIE £ %57 Eol AU 23 A4 2o Fasicln P& Aldezy
AAYct® ol BAY £ R EZHH F2F2 I AYE ST Aeg EAANE 4 2

fu

3) R.W.Belk(1985), op. cit., pp.265-280.
4) Mihaly Csikszentmihalyi and Eugence Rochberg-Halton, “Reflections on Materialism”,

University of Chicago Magazine, vol. 70, 1987, pp.6-15.
5 R.W.Belk (1988), op. cit., pp.139-168.
6) Scott Ward and Daniel Warkman, “Family and Media Influences on Adolescent Learning,
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oo e FHizels AHX=Ed, olelg Zsl= Moschis®} Chuchill (1977, 1978, 1979),
Moschiss} More (1982), 28] Belk(1985) 59 dTelAx Azs]g]c).

o] ¥oboll 7} W& AT F 3 v} 9l Belkes BAFYE Anjar} MEHoz £ G54 of
AL Fe A2z o3 £ 479 EAFYME &% "°l Aol A FAle] S Ao
2 AR, ©E3 $9F9 JpY Fay 29E AFgdn s,

Pollay (1984) + Fn & ol Qlol4] EdFole) Bl °":1"°ﬂ*1 AT E 47} Y8
o, aza diyde] Az Aol i Ao olExE FPodm we AYes HoE %
o.” =& Richins(1987) & Belk9} Pollayol] 2jsf xjotel o] § 383t ghol] 2ojA] Z9 ¢
Aoz ALHd £/4EE VFEE JYL BAFYe sgd”

AA<l 7)1-°- w3 &FE 7123 Az 4ok Mukerji(1984) ol 2™, ol g
dotn 'Y gy EAAQ Ao oy &7 A G A

< zko) %’3—’7‘-94’—“1°|‘4E RAE duisiA e vk A3 EAHA Ao g £F71 APA
5 Ex gl oA ©EE shAE Adoldhe Al wd wnt FAFgAIdn ¥ 4 A

Z 5 4&3 gd AL oplch ol % Rp3

Aok TAA {8 AAAE A g ARE ERFYAY Agen neid 4 ik W

d, Ag ol AR £ fEtn YA dAT, a2t £24% A 2 L5352 ¥ Ao APy
AHgte FEFA Ao 3% 4 Utk aelzz BRA 4 FEF 4vld dE Az
oh2te FAFAH A AT Ho] ojd Ao wAY 4 UEAF AAsted F2yd, o

Aol ofe] Bage] AE FUNEY FAFAL AS5AY 458 £+ 295 5o A2
83 gols) BEE 275k Adez Heig + ok

2. BEFS} 2H|X UY

(1) EAF2e 4uzt 7}
EAFAE GdE Aol LulzEe] HY FFE fFrile 4ujAe A2 qE¢E @
o} a2ty Lule} Bzt ERFAE Folsls A5 RYF Aol 4L oA, ol &
AR £FEF 27le] F5¢ & /HAF Fe AFEE FR o 22 AAE Fe ARHE

“American Behavioral Scientist, 14 (January-February, 1971), pp.415-427.

7) Russell W.Belk, "Material Values in the Comics : A Content Analysis of Comic Books
Featuring Themes of Wealth,” Journal of Consumer Research, 14(June, 1987), pp.26-42.

8) Richard W.Pollay, “The Identification and Distribution of Values Manifest in Print
Advertising 1900-1980," in Personal Values and Consumer Psychology, ed.Robert E.Pitts
Jr., and ArchG. Woodside, Lexington, MA : Lexington, 1984, pp.111-135.

9) Marsha Richins, “Media, Materialism and Human Happiness,” in Advances in Consumer
Research, Vol. 14, 1987, pp. 352-356.

10) Chandra Mukerji, From Graven Images : Patterns of Modern Materialism, New York:
Columbia University Press, 1984,
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G2A Eiche AL A
FAFYAA 4ol 3T 2145 §AFH 49 e LulAEuct 57 £7F
£ 4= 4xlo) o 7}x§ S} AHe] Richins9} Scott (1992) &) A+& &3l Wizl 2
e ol 3¢ AFsU A 349 E4E sH3
A HAFolAE THAENA 7§ WFAAY A7 AAAFUAFEE e S8 AFY
oz AEE Peul, £4 A3 BAFYs & $HAEE EAFY/ R AN o @
& € Hs= ¥
&54tle] Fg4o] g Fuldl HF & kahled] 7}x gl (LOV) A E§ Al§3le 45
. LA AE 43Y H=E FAoE 79 FAGEE HEE sl F54ch s
A3 F25A AR 1 Ao s NLE =5 Ho ¥4 A AT A Yol
28 $AEL AFH A4l o AXE Fn, & AFEHe] YUy B € A E
53lch
As HFe ERAFAEL ofE FHol wE] FHEHM FAHE F3 Ucke Aol @3
el BAF9 Hgo| Fe vt EAZA, WU @A, J159 A, 4HRFH AL Y
A€ AAH ARG o Fag ez Hrsge AT Yyl FE L¥AEL E
A3 7AF9 o] F8g Aoz HAANe o] FAHL EAFAAEL AT & A
Foll JslA 7IHE FE ¢he FRudE F55HAAY A AHAE FE A¥e] AT
€ A g ARt e EAFAEL Yo 479 FTF A8 JBVAE AYAUHE
From3} 7]ele] 477159 =L AASA 43kt
(2) F47<Ish shelstel B

Ao #7198 gl7ie] A4 F4F HF¥L gt Feldman, Wolf =8| Warmouth
(1977) £ “oigolE g AW Fgd ciMEe] EXAY o gt JAUE =% 4917 o
Foll 2E9 Aol vEEAL AE &7 B Y25 AFA 45dt = FH3)
k' ol E Y, FEEL JY7tl FAHE Fodl Ui, FzeMe &3 AAHE AF
€ A/t slde Zolth o’ o) & ZFo] oz, Y2t A3y AFeold TVEx
A& o] EAEol sigln A sie] o] B AAA Tl AT HAsted v FREL
aRol Aol 2 Ust =) gtela vhol ofolFo] a1 Ao FFE Yoo ofH s13
§ wtz o} st g 2 A fcoh Feldmans} Wolf (1974) € 259 & dTolMx
"olol g2 Eol tht Adel Falstslo] oA WE shEl viA o] 4 ANH Fu g A

11) Marsha L. Richins and Scott Dawson, “A Consumer Values Orientation for Materialism and
Its Measurement : Scale Development and Validation,” Journal of Consumer Research,
Vol. 19, (December, 1992), pp. 303-316.

12) Shed Feldman, Abraham Wolf and Doris Warmouth, “Parental Concern about Child-Directed
Commercials®, Journal of Communication, 27, (Winter, 1977), pp. 125-137.
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Hel wiscka A4sta gle 2o Aloo] ZEo] 47A Hu o2y BEL o Uole 4
A gYHol AL zelslA I 2 AFs P

£ 2AFYAA AFL 27 FAlFHon & Aol Wale] FAIG Adko] AUt Ao
3l Richins# Dawson (1992) o] ol & SN[t " 25 4 AL Aoz A
T AdolA Zldsba] o 2vbdeist Folxohy ofgA &2 AAA] B Yo
AEE ¥ A EAFY 58 AL EAFN Fe SAlug AU JF A
ol 3w o geo] AEse Aoz Jeiytn, Adciael Tachiel ddsiAdE gde AEA
Foate] Hytgol e RujHon, 7 SFA FaAde FRAE HEAF A b4
F WA wEsdc

By EAFe 4AYAY

EAFE ool HAYHolE 1 JYHE = vlA Holzt: 1A sl Dixonst
Street (1975) = 7H09] £ /55 ofdele Fal4 719 A P& AT E sY3it o &o]
v el £FEE AAY RPEoz isle Ao USET HHG ' =Y,
Csikszentmihalyi®} Rochberg-Halton(1978) 2] dFollAl& 4£F 8] ofH S48 AUl U4
€ o9 T AAAGE Aol HAFHUL ' ol F Ed, U4 Has) e £FEL fo}
Eol ojuivst Wolx Qg wl 2EolAl AAALE ¥ F+ Bl "Hodt RAolg. olg) e
ATAFA AAER 2le vhe B3 ™ol & FAAo| FF ool v) Yo uITF Y
B FAMAol AT ool ofH MIF(£FE)E ¥ Pde Folzkn e, oF ¥
@ 2pgAle]l ZjE ofglel: ALY AfFBo] W Fohtg Aol

Be AFEL FUFYY FUY Ages FAHQY 4v] £FF Aot (Dawson and
Cavell 1987, Belk 1983, 1985) o] W&ol &3 o8] AFEL A7 tig FAFAHY o 2
Al A 4wl Frlgode AL geldol (Madison Avenue 1985, Gelb 1985, Mason 1981).

Belkot Zhou (1987) & FFell4 BEAF27t F7tsln glon] a9 FAlo A3 29§ e
d 4 v od AFE £f3cde d Aol Frlbstn Qe S Bagch 'V ol
qFeze WA oF, #FE, =E AlolF, HF, 24 Fo| gk Brubach(1987) & v|3
FANAME FAIRE 7 8o] glomy B 4vjAiEo] EAZRE o HA49 2L 73R g
oS FFsido L

:{o

13) Shel Feldman and Abraham Wolf, “What's Wrong with Children’s Commercials?”, Journal
of Advertising Research, 14, (Feb., 1974), p.39.

14) Marsha L. Richins and Scott Dawson, op.cit., pp.303-316.

15) S.C.Dixon and J. W.Street, “The Distinction Between Self and Not self in Children and
Adolescents”, Journal of Genetic Psychology, 127, (December, 1975), pp. 157-162.

16) Mihaly Csikszentmihalyi and Eugene Rochberg-Halton op. cit.

17) Russell W.Belk and Non Zhou, op.cit., pp.478-481.

18) Holly Brubach, °Flanunting It", Vogue, Vol. 177 (January, 1987), pp.204-256.

-379-



A¥Ad - 234

SAH aue Aoz ¥eol AAsh pAHD AL 4ol Ut 4ulztE Ehlol
28 AR £§2 7ee Tt &70 o8 F7]%ojdch Mason(1987) & 22§ " E
AMA BE 2R AAscs AsE A sa 7eie Rt v f¥oltF Wen Y
, BAH tulzte] 34 Frldelt TR S ¥ © dehdel A xvlE F2 oA

ssh AF A8A sHAsst Bt
Belk (1986) £ zHA1 = 4vl& 4ulal 5ol 713 BHY 424 =& T8 2e 245
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fu
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¢ Jded. gt A" Lnlabe fel oM THEE SIUVYHFE
ol 23¢ Fth

g, 4FAH(1992) & 4vle f¥E ¥eH 4w, Fa gFF 2w, AAH Lu2 R
o o2 4ul Y3t Belke EAF9 Ao HBPAE TAHAYUL " B4AH EAFA4
FA A v FYapolol £ Heo] glv Aoz weiad =3 g LuFFE IAFAS A
HNA4s} 519 HEQl 4%, AFAME dulde A FTel o FddMs @™ol
gt Aoz PAsgy, FndEH Aule SHHAEQA AFAMAL goigle A @8
7 e Aoz velgtth ot BAFe) AAAH Avlske B4l g FAH 4vst T
A o] Y& AL BAFo] JaY AvgHr) Az YA HAH LvPHArt
obd gald, Mepd Anlgelst Bo] Urke AL wHEH, olv BAFYS FAH Lulf
3 Bao] gedlete YA d4dFe Zal, FAFYI AAH LulE ojlue Zo] o
gte AE g
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o
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Sl
Y
i}

o

&
EAFYAEL hE AlgErg gl wEFstAl gv gl UM EAFAAEC] #EE
2 g ZlslA g, B AFAEES AR 3 AYLE d22Y A 5
Aeg yallch M2 e F59 7lue wa] Yol of g2 Ao dAlse o] HolF
o HurEs ¥wg "Ugdxoz §xgio (Brickman and campbell;Scitovsky) x27)9 A
ool thg 24 E A8 AT oy /HHES AAsa Utk (Belk, Dawson, Richins)
=% Pollay(1986) ¢ Richins (1987) 9] 7ol wt2gl ExFolel g5 aeja 42 HF
E 242 YA o EAFH 4Po] Uv RS 2F R %S Aol vl d 45
st gl W ubEFsle Aol Udzn FAsG
©) EAFs 279 A

gAF A £ 48e 2t LulAEe) Foistn 4vshe #AE FFHoln vige A,

19) Roger S.Mason, Conspicuous Consumption New York : Martin's Press, 1981.

20) Russell W. Belk, (1986), “Yuppies as Arbiters of the Emerging Consumption Style”, Advances
in Consumer Research, Vol.13, 1986, pp.514-519.

21) ubEAL TEAZelsh ASlA Malzel whE 4u]9W, zeidiEm dug A 1992

22) Marsha Richins, op. cit., pp.352-356.
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2% AA7 BHoleld 2viste 4E wAtE ALY Z2ALIHE AL WA} ) A
Zolth. aejmz 2A¥ A2 7o) ofy AT HAYE AfaE Aol Lol I AE
o) Ay 27 olaHe F24e A

Belk (1988) & 3% 4|52 25¢ 29528 A4le YA FaE A%l Yoo

2AFH 48 A7 AAE GAeA A7l Aol oiA WAH Assh Akt WepA
o Abgi el Aol7} Utk 22, Avstz oA Aol ERH AL AEY A% =
 4£9% 54 259 4HF Asgale Aol ool AEN A == 258 4 selolA

&)

A AAL FEEA e AR 75E stmg Aol AA AU AgE g st

= 3§ Csikszentmihly®} Rochberg-Halton (1981) & 3 2415 A Aol el AHE3
A5 Rgste Aol A LAY sln], oo wlel ZA7te Aol wet e Aol WY FA4e] o
23 Aisle A= d2de A $Hoh

Mckeages} Kathleen(1993) 2 2t2 M E 971 E4A 712& gagsier 7|o3eAE
wile 475 5ol SAF9 A% AE P9+ oS3 2L 37HA el M BHE 4+ Ut
2 F3sd

A, BAFdE 49, F4A, A7) 23, an el A JAUY Ads} FL E4E
23 o]r Axe] 2y FAZH AL sz gk ldEA dUud & e AFHA
£ ElQluctE A4S 8 28 27§ Foldth EAFs} Y ASF, Y, 2z £
AxolA £ HFE AL AgEL AAlo] FFsivtn A af AL AFAY =7
£ el of" e ok uby, ol2d E4ol e A4 F I AREL A} £FEE FH
3= Aol A, EP"L—% A d& A %°—J§} Ao FAE €5 Ut EAFAA
ol Al v & F EAFgANY A& AE YHE % Fol P
e Ae Pl Fch

A, SAFIAEL A4l 43T 4789 43 A FEPo2H AYste HYo] U
o A& AE Pe A7 AGE Fddde #AHE et

A, EAFdE Fojo} 4vlrl FEE Feiche Aldol o8 SAANRY AT Y%
o] Zg AujAAehe FEx) FEG A3 FRozH S HE Yol Esle APl Ut
Z 923 AN A7 F ZwA 317 HY EFEAY S HE G FFY LHE
f=islele &7 AAdelet FAHG,
25 AEE T dFcN EAFYAEL v EAFARFRY AF HEel o] HFE
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23) R.W.Belk, (1988), op. cit., pp.139-168.
24) M. Csikszentmihalyi and E._ Rochberg-Halton, The Meanin of Things, Cambrige University

Press, 1981.
25) Kim K.R.McKeage, Marsha L.Richins and Debevec Kathleen, "Self-Gift and the

Manifestation of Material Values”, Advances in Consumer Research, vol.20, 1993, pp. 359-
364.
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+ Aol Ux AF HE P97t ol Folx & iAo FAHA Aolr} Uy PHt 2EL
2 A% AES 8ol d¥L oAy v, FAFYAEL ¥ 4 Uv 7YY g
€ 71 4+ e 789 AL Agdde A 43U

3. SEF 2H|Xe AFSHHSY

SAFo e 4u)ate] AFFAY E43Y BAE FAL
SRAFYel 4T oA+ 2AEE S ed FHE Fr Ud

(1) Fae EAF

2| o] Folol BHE AT 5ol @2 Fasl EAFYE AVPAS HL Aoz Jege
ul, Belk(1985) 8] A-TolA& FarlBolA FF38 SdatEel 714 339 xFx AFId
g4, vy 3o w4, agla Ala e MU 2L dE 4o ke Sukaie) wlay
o, EYF H49 Hduc & Aoz FAsQh* £3 Burnetto} Bush(1986) o 2 &
AFol A, EAFH 2 Uukele] vz} I FauAo|gc). "

atetd FaAQl Abgte]l Fa Aol ¢ ARtEd 9 EAFHA Ho] ot & 4 3l
o}

2 43 Edx4

Moschis 3 Chﬁrchill(1979)% g4 G g AT g FREE, o2} oo
2 A ojdojel vl Lvdle Exio] B 2FY FEY Uf AF H3AEHIE V)
dste, A131H Gl ti§ RIFsdn wy

23y 259 HE2 Agder AR YUt B IATAAEL 2388 F4E] A4
FRY o] ERFoH AH#o] ALL W) (al, Moschise} Churchill 1978;Churchitl=
Moschis 1979;Lipscomb 1986). 28{v} o]2idt AFEFL ojdo] L L E 4oz 49dH AF
Aell, B AxhE ol 83 Belk(1986) of d-TollAl& FA 3 oJ 4 zhe] alo]7} FojAo)x] gt
AE Wy

g ke o] & Ful A7l EAFY A} LR L oJHRTG FAo]
¥, G4 AS & 1S Moz FAE o FLAEN, o/t ohE A via
F B Fud Edoly AAA A f{od HAAGoHE olftn & £ UAL

(3) velst gAzs]

26) R.W. Belk, (1985), op. cit., pp.265-280.

27) John Burnett and Alan J.Bush, “Profiling the Yuppies,” Journal of Advertising Research,
Vol. 26 (April/May, 1986), pp. 27-35.

28) George P.Moschis and Gilbert A, Churchill, Jr., op.cit., pp.599-609.

29) R.W.Belk, (1986), op. cit., pp.514-519.

30 4 AAEE
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£ele) EAFY 443} 3ol VY AT

Holet EAFeol BaiME F skA Aoldt Ashrt Uk 2 AHMFT shis Moschis =}
Churchill (1979) ol ©J&f 4} = tsIg . &} slt+ Belk (1985) o] 2Jah4 = °}5121"+ Moschis 2}
Churchille vel& 4392l 33}4 TAAHL BACL USE Wl 25 Y2 dEe
d oo (1144 1441) 4vlo] BFH A7} Aukslo] 1}o]s} Sof wial 'i"‘"«]’-‘i 4% 5
7ot F3sigic

Belk (1985) = 23 F o9} voltoll+ o U BAl7F UL¢ W™ 2= Aldo] AH &
A7 AFE 34 va sigled FPAN (&5t sl Un &35} Qs Algem Ao
Al M sz =3 Ad(z822 Yog)Ahe] Fba ok sbY o Alch (134
old, "lE, ofdelst glu, R A Ak AlFoz Ao )& d AUrgE Exu
F Adrcs 2R H7E 45 Jehych

Csikszentmihalyi®} Rochberg-Halton (1978)-& #<Ql9] o4 5ot whg gt A Zolo] loiA
FTLY AolAo] gk Aol FoE )k ™ 25E Aol FA LASA Y
obste A4tolE& Latetn sln ANHH ¥2e 245 Ui e w, A=PY A4z
AZE 229 olfelt Atz MAHoz o7} At AL LAY A B (10
A s 2@ 2 e AFol A wol A n, FAUE LTI AP L7
or Exg 53 e gy Ae A"k a2lm 4R o|rt Be AUEL Ay
716t 71 S¥tg Aol B3 DA F sHg dago

. 2459 24 3 APA7e) FE

TATAE FH3E Ve BHY T4 H4E 2l EXFYE 2E8e A HEy
=9 AH8E B3l t% Aoz BARNE 2YsE F AlA Aol AU

AT Py FAHSES 2 HrtsE A e EXRFYE gAY
o 2082 FHYGL o420k 94 2 Afle] g Axs} nsled, 7t HEE PAEGD
SN Mot At EAF A4E ZE sAEe A AEE YAYozs =29
o HESFASE st e BAFE dUNYe FHHGE AL APHos o
Zhebe 2ok A Yoz $PA $AF A4E LE %9 A4 E YAYozH 4
Eaelod

sy HEg ot o4F 24 wbge P shx GAFE A el AA, Be 2FHSE
HTATE Aostn ofd ol 82 HY AP A E 22 Xeoh ol EAZo s}

31) George P.Moschis and Gilbert A.Churchill, Jr., op.cit., pp.599-609.

32) Russell W.Belk, (1985), op. cit., 265-280.

33) Mihaly Csikszentmihalyi and Eugene Rochberg-Halton, ‘Reflections on Materialism, *
University of Chicago Magazine, 70(3), 1978, pp.6-15.
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Ao Bag FAEEE A ol oly] @Bolh B, W W4 Byl AF
)7 gbskeh Belks) 232 Aol F4use Felol Y A2, A=e) Ao, &
G4 Bl BY 2L o) FoixA A7l Wl Aol WA} Atk ek AdEHelt
A5 2E} 2o T Wiel dold 42RE TAFAE FEAdE SPATEL o A
§ 248 209 ¢ $AFE 227 Ad A4 B4 FAA4E A8Fe AL B
gz} AYEHozH JANA wrokd ¥EAY Aelch

l

1. Ingleharte} ¢

Inglehart 1981) £ 71Qlo] 24" £ thalo] &4zl A7 B3} 2L 7AAE Fashe
Axo] o) T2E-TUZY AHE FH5) A8 A5 E Wk Ingleharts] $E F52 o
B zujAEo] AP YelAe) culdgAtE At Yu, TAF S $atstn b
J E4g APAen 24 shx Tyoo] FAAY 35T A 2AA A FEelA
Relztel ol e WAANFA FHhoh

N

2. Belke| ¢

Belk (1985) & 23598 FAsE 2oz 247, Jou, AFe e A= § AU
49 (possessiveness) £ 21718 £%% (possessive) o] FHY £F¥E +
8o 24 Aesinl, Hoj (nongenerosity) £ A4+ ERlolAl FAG el Mg Ff3 z
2 Aale Bez ey 4 gich Coblentzet Meagher& il £ f+ &&22 g9 & #¥
o3 mAul Belkr} /itg At Joisl £FE F ol Aol BHoz AFIAAG

Belk: Wohol] i@ Adeiade el AMagfe A, el A4E WAFAG 71T
e AL Hold, zx Ao sl ¥ srt LAt oz ok ol Belkel s
F8 drhel gEzie] A ARPAE dodstenl 8ol B & Uk a2 BRI A
715 Aol ¥AA o] & £ Atk

AE (envy) & 23 (displeasure) 9} ¥8o] &F51E 8, 4T P4 =t ofd Zo Lfd
olojA] thE Attt $4% Ao, WEE A7) (jealousy) o T+ & Uk AFE ©#E A
o] Mo FAL F el Wb, AVE A A4 Aol 2HE F Aol

afeba WE T4 aclo] thy Lok thah, AY A e Elle) £f8e dE 79
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Summary

A Study on Consumer’s Orientation
for Materialism and Its Measurement

Kim Hyoung-Gil, Kim Chung-Hee

It was argued in this paper that materialism was an important and useful consumer
behavior construct. Despite its obvious relevance to consumer behavior, it had been
neglected by marketing researchers. Recently, a number

studies on materialism have appeared in the consumer behavior literature.

The works have been almost solely done by Belk. Other recent consumer researchers
who have written in this area include Fidman, Richins, Fournier, Dawson, Bilkent, and
Rochberg-Halton.

The paper defined materialism as “a general belief that worldly possessions and/or
consumption are/is the route to personal happiness and/or satisfaction in life”. This def-
inition underscored the linking of worldly possessions and consumption with personal
happiness and satisfaction in life.

Materialism is a multi-dimensinal concept which includes not only traits, but attitudial,
behavioral, and value conponents. This paper reviwed some of the exiting knowledge
about materialism and concluded that the construct was appropriately measured as a
valud within the constellation of a personal or curltureal value system.

Materialism would manifest it self in the way consumer behavior in the market place.
The high materialism consumer would behave differently in terms of consumption behavior
and life style when compared to the low materialism consumer.

The paper should motivate researchers to further explore the impact of materialism on
consumer behavior activities and life style, Knowing society's general attitud toward
materialism, and Knowing the demographic groups that tend to be more materialistic,
marketers can devise appropriate maketing strategy in products, price, place and

promotion.
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