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Abstract 

An Explorative Study of Luxury Consumption in Korea 

 

Min Woo Kwon, M.A. 

The University of Texas at Austin, 2009 

 

Supervisor: Yongjun Sung 

 

Both the advertising industry and academia have been paying more and more attention to 

the growth and potential of the luxury market. In East Asian countries, the market’s annual 

growth rate for 2006 was nearly 18%, nearly doubling the global growth rate for 2005. Despite 

the increasing popularity of luxury brands in East Asian countries, there is a dearth of empirical 

knowledge regarding East Asians’ consumption motives. By surveying a sample of 200 

consumers from South Korea, an exemplar of East Asian luxury consumers, the current study 

provides a general understanding of such motives. The findings suggest that Korean consumers 

have five primary social and psychological motives for the consumption of luxury brands: social 

ostentation, aesthetic appearance seeking, personal hedonism seeking, practicality seeking, and 

difference seeking. This study also offers findings related to the relationship between 

demographic characteristics (for Korean consumers) and luxury consumption behavior. The 

study achieves two things: First, it is a contribution to the body of literature on luxury 

consumption; second, it provides managerial implications for global marketers and brand 

managers who want to construct targeted and customized strategies for East Asian consumers to 

enhance their purchase intention toward luxury brands. 
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CHAPTER 1 

INTRODUCTION 

 

Luxury goods, once belonging to strictly the upper social class, are now being enjoyed by and 

more affordable to a wider range of consumers than ever before (Wiedmann, Hennigs, and 

Siebels 2007). Beginning in the 80s, a variety of luxury goods have became visible, recognizable, 

and accessible to a larger slice of the public (Stegemann 2006). The luxury industry and its 

consumer base, in the past two decades have seen spectacular growth. The global market for 

luxury goods in 1990 was estimated at $86 billion (Vigneron and Johnson 1999). In 2007, 

according to Fortune Magazine (Gumbel 2007), that same market was estimated at over $220 

billion, an increase of over 250%. The source of this growth may be traced to a rise in global and 

personal wealth (De Beer 2008). 

 Europe, the United States, and Japan have traditionally driven luxury consumption. 

Combined, they account for 69% of the world’s demand for luxury goods (De Beer 2008).  

Changing significantly over the years, however, the luxury market expanded into East Asian 

countries (excluding Japan). According to a 2007 report from Bain & Company, the rate of 

luxury consumption and sales in East Asian countries jumped nearly 18%. This nearly doubles 

the rate of 2005 (excluding Japan). Noteworthy among these East Asian countries has been the 

Republic of Korea (hereafter Korea). Its growth in luxury consumption has been one of the 

fastest and its market for such goods the most profitable (Kim, Kim, and Sohn 2009). According 

to Kwon (2005), Korea’s luxury market was about $1 billion in 2003. From 2000 to 2003 its 

annual average growth rate in sales was around 4.6%. In 2007, however, its market was $1.5 

billion and its annual average growth rate was approaching 10% (Kim 2007), indicating that the 
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Korean luxury market from 2003 to 2007 increased over 50%. In sum, prior reports suggest that, 

in East Asia as well as the world, Korea is becoming a primary market for luxury brands.  

As the Korean luxury market matures and luxury brands become more accessible, 

international marketers and advertisers need to better understand the market and its consumers. 

Despite the rising popularity of luxury brands in Korea, there is a dearth of empirical knowledge 

regarding consumption trends. A few studies have been conducted on luxury brands, but for the 

most part they merely indentify consumers’ attitudes toward luxury brands (e.g., Dubois, Czellar, 

and Laurent 2005; Vigneron and Johnson 2004; Wiedmann, Hennigs, and Siebels 2007). In 

addition, most of the research has been confined to Western culture (Wong and Ahuvia 1998). 

To help fill the gap in the literature, the objectives of this research are twofold: 1) to 

describe the relationship between demographic characteristics and Korean consumers’ luxury 

consumption behavior and 2) to identify social and psychological factors that lead Korean 

consumers to purchase luxury brands. To that end, this research reports the findings of a survey 

of a sample of 200 consumers in Korea.  

The study’s findings may contribute to an area where the literature has given relatively 

little attention—the motivation behind luxury brand consumption among consumers in East 

Asian countries. The findings also provide an outline of the relationship between East Asian 

consumers’ demographic characteristics and their consumption behaviors for successful 

marketing and branding strategies. Therefore the study’s implications will be a benefit to brand 

managers and international advertisers in the luxury market. 
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CHAPTER 2 

LITERATURE REVIEW 

 

2. 1. Definition and Growth of Luxury Brands 

“Luxury” comes from the Latin luxus, which according to the Oxford Latin Dictionary 

(1992), means “soft or extravagant living, (over-) indulgence” and “sumptuousness, 

luxuriousness, opulence.” Going back to ancient times, luxury has been a part of man’s life of 

consumption. It is manifested in various forms and has remained a continuous human concept 

(Berry 1994; Dubois, Czellar, and Laurent 2005). The concept of luxury has long eluded 

scholars’ attempts at a clear definition. Despite its important role in consumption practices, there 

is little consensus among academics on how it is defined (Vickers and Renand 2003). Why 

should this be so? The concept has various dimensions, like interpersonal meanings or 

consumers’ perceptions toward it, which make it very complex and subjective (Stegemann 2006; 

Vigneron and Johnson 2004). To help us understand its meaning, let us look at a couple 

explanations. 

 Kapferer (1997, p. 253) indicated luxury as follows: “Luxury defines beauty; it is art 
applied to functional items. Like light, luxury is enlightening. […] they offer more than 
mere objects: they provide reference of good taste. That is why luxury management 
should not only depend on customer expectations: luxury brands are animated by their 
internal programme their global vision, the specific taste which they promote as well as 
the pursuit of their own standards … Luxury items provide extra pleasure and flatter all 
senses at once … Luxury is the appendage of the ruling classes.” 
 

 Luxury is characterized as “non-essential items or services that contribute to luxurious 
living; an indulgence or convenience beyond the indispensable minimum” (Webster’s 
Third New International Dictionary 2002). 
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As with the concept of luxury, there are various dimensions to constructing the notion of 

a luxury brand, such as interactions on a personal and social level (Stegemann 2006). A 

frequently cited definition of a luxury brand is the one provided by Nueno and Quelch (1998). 

They define it as higher-priced products that consumers purchase more for their psychological 

value than their economical and functional value (p. 62). Generally, “the first luxury brands 

consisted of the categories of silverware, glassware, and china industrially in France and England 

by Baccarat, Wedgwood, Lalique, and others,” and the traditional luxury brands include the 

following characteristics: premium quality, heritage of craftsmanship, limited production, global 

reputation, and recognizable design (Nueno and Quelch 1998, p.62). However, current luxury 

brands are considered goods that have “a higher share of the market in product categories where 

the brand used conveys social status and image for day-to-day use” (Nueno and Quelch 1998, 

p.63). Therefore, the notion of a luxury brand is more expansive and the term luxury brand is 

used more in various goods’ categories (e.g., jewelry such as Tiffany, BVLGARI, and Cartier, 

automobiles such as Mercedes Benz and BMW, clothing and accessories such as Prada, Gucci, 

and Louis Vuitton, watches such as Rolex, OMEGA, and PIAGET, and others for everyday life), 

compared to the notion and the categories of traditional luxury brands.  

 The growth of luxury market has stemmed from the increase of global stock and growth 

of disposable personal income. According to an industry report (Amcham-Chile 2007), globally 

households with a net worth of $1 million grew from 4.5 million in 1996 to 9.5 million in 2006, 

indicating an 8% annual growth rate. In addition, there were around one million people classified 

as millionaires in 2006 (Merrill Lynch and Capgemini 2007), increasing more than 1100% from 

90,000 in 1996 (Blackstock 1997). The growing global wealth and concentrated economic 
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growth of the upper classes contribute to the total number of potential consumers in the luxury 

market (Wong and Ahuvia 1998). 

In addition, mass media has frequently presented certain luxury images related to wealth 

and success over the years. For example, people are fascinated by celebrities’ luxury lives and 

styles (Mandel, Petrova, and Cialdini 2006). Also, the new trend of luxury goods, popularization, 

seen frequently among the middle class, has increased the volume of the market (Kim, Kim, and 

Sohn 2009). Consumers are buying the ‘new’ luxury brand more than traditional luxury brands 

because such new luxury brands may be cheaper than traditional ones but the ‘new’ luxury brand 

also has the characteristics of a luxury brand such as a high level of quality, global reputation, 

and limited production run like traditional luxury brands (Kim, Kim, and Sohn 2009; Silberstein 

and Neil 2003).   

 

2. 2. Past Research on Luxury Consumption Motives 

 Consumers’ decision-making process is influenced by any of five consumption motives: 

functional, social, emotional, conditional, and epistemic motives (Sheth, Newman, and Gross 

1991). According to Sheth, Newman, and Gross (1991), the functional motive-oriented 

consumers seek the economic attributes of goods such as reliability, durability, and price. For 

example, some consumers are more concerned about fuel economy of automobiles, whereas 

consumers who are social motive-oriented consider a vehicle a status symbol, thereby giving 

more weight to brand images or personalities. Epistemically motivated consumers tend to 

purchase new or curious goods to replace their current brand, with which they have became 

bored. In addition, others who are conditional motive-oriented are willing to pay more for special, 

once in a lifetime occasions, like weddings. Last, the emotional value-seeking consumers may 



6 

 

purchase certain products that conjure the right feelings. For example consumers may pay more 

for a romantic, candlelight dinner. 

However, even though some luxury brand goods could not offer valuable utilities directly, 

the goods may be purchased by consumers, due to their higher price than that of non-luxury 

brand goods (Dubois and Duquesne 1993; Mandel, Petrova, and CIaldini 2006). This practice 

cannot be explained by merely one of the five motives above; it is identified by a combination of 

these motives. For example, consumers may purchase luxury brands to satisfy more various 

needs simultaneously, such as quality expected for longevity or durability, emotion, and their 

social objectives like social status or social affiliations than when purchasing non-luxury brands 

(Nia and Zaichkowsky 2000). 

Studies, however, conducted to identify the consumption motives for luxury brands are 

limited number. Most of the studies related to the consumption motives for luxury brands mainly 

focused on just one motive, like hedonism (e.g., Arnold and Reynolds 2003) or conspicuousness 

(e.g., O’Cass and Frost 2002). Furthermore, past studies have been conducted in Western culture 

(e.g., Dubois and Duquesne 1993; Netemeyer, Burton, and Lichtenstein 1995). In addressing the 

limitations of prior literature, the present research was conducted in Korea to examine broadly 

the particular motives of Korean consumers’ luxury consumption.  Before examining the Korean 

consumers’ particular motives for the luxury consumption, a review of the literature that relates 

to the consumption motives conducted in Western culture is in order.  

 

2. 2. 1. Uniqueness. Tian, Bearden, and Hunter (2001, p. 52) define uniqueness as “the 

trait of pursuing differentness relative to others through the acquisition, utilization, and 

disposition of consumer goods for the purpose of developing and enhancing one’s self-image and 
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social image.” The social symbolic meaning of the goods purchased for the self may enhance 

one’s self-image and social image (Tian, Bearden, and Hunter 2001). Indeed, individuals seem to 

buy unique products for the desired public evaluation that can be derived from them (Tian, 

Bearden, and Hunter 2001). It may be postulated that consumers, when purchasing (or using) 

luxury brands, consider the uniqueness value that is also associated with scarcity. They do this 

not only to enhance their self-image and social image but to differentiate themselves from others 

(Tian, Bearden, and Hunter 2001).  

 

2. 2. 2. Quality. “Excellent quality is a sine qua non,” which means that something 

absolutely indispensible (Merriam-Webster Online Dictionary 2009), “and it is important that the 

premium marketer maintains and develops leadership in quality” (Quelch 1987, p. 39). In 

previous research studies related to luxury consumption, the motive of quality has been 

underscored, as one of primary motives for purchasing luxury goods. Generally speaking, 

consumers look for quality when they purchase luxury brands. Vigneron and Johnson (1999) 

indicated that the quality cue could be used by luxury brand-seeking consumers to evaluate the 

level of luxury, so it plays a positive role to increase the purchase intention toward luxury brands. 

The notion is supported by a previous research study. Gentry et al. (2001) found that a luxury 

brands’ superior quality, as seen in its brand name rather than the name’s conspicuousness, 

motivated consumers to purchase the brands. In addition, their findings suggest that consumers 

are less likely to buy replicas because of low quality.  

 

 2. 2. 3. Hedonism. Hirschman and Holbrook (1982, p. 92) define hedonic consumption as 

“those facets of consumer behavior that relate to the multisensory, fantasy, and emotive aspects 
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of one’s experience with products.” Because emotions are often associated with products and 

services, consumers may derive from products and services emotional benefits besides functional 

ones (Sheth, Newman, and Gross 1991). Studies have investigated the subjective and intangible 

benefits, as they relate to hedonism, as the motive for luxury consumption. Babin, Darden, and 

Griffin (1994) found that associated with buying expensive goods like luxury brands were 

certain hedonic elements, such as self-gratification, escapism, and therapy.  

 

2. 2. 4. Extended Self. Consumers may distinguish themselves by buying luxury brands. 

On the other hand, they also want to integrate into their own identity the symbolic meaning 

shared with the others (Holt 1995; Vigneron and Johnson 2004). Belk (1988) put forward the 

concept of the “extended self,” which posited that self-image could be extended by one’s 

possessions. In other words, consumers can communicate who they are by what they use or own. 

According to Nia and Zaichkowsky (2000), such communication produces a desired response 

and impact on the interaction process. This impact reinforces or enhances one’s self-concept. In 

addition, Vigneron and Johnson (2004, p. 490) show that in luxury consumption, “Social 

referencing and the construction of one’s self appears to be determinant.” Consumers may desire 

to associate with others from their social class; they are thus likely to purchase (or use) luxury 

brands, which signify their affluence, wealth, power, and social class (Nia and Zaichkowsky 

2000). 

 

2. 2. 5. Conspicuousness. Goldsmith, Flynn, and Eastman (1996, p. 309) notes that “one 

important motivating force that influences a wide range of consumer behaviour is the desire to 

gain status or social prestige from the acquisition and consumption of goods.” According to 
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O’Cass and Frost (2002), consumers engage in conspicuous consumption not only to satisfy 

desire, but to enhance consumers’ social standing. According to Wong and Ahuvia (1998), 

strong social hierarchies are common in East Asia. Furthermore, East Asians make a point of 

noting social differences according to appearances and achievements (Wang and Waller 2006). 

Therefore, an important factor for Korean luxury brand consumers in search of social 

representation and difference may be the conspicuousness motive (Vigneron and Johnshon 2004). 

 

2. 3. Korea 

Korea, in the last five decades, has achieved one of the fastest rates of economic growth 

in modern world history. Per capita income rose from $778, in 1953, to $20,820, in 2008, an 

increase of over 2600% (Chung 2007; Economist 2008). Such growth has made Korea the third 

largest economy in Asia, after Japan and China (CIA 2009). In 1996, Korea, joining most 

developed countries, participated in the OECD (Organization of Economic Cooperation and 

Development). Many developing countries may use Korea as a model. According to CIA’s 

World Factbook (2009), Korea’s remarkable achievement was According to a certain system of 

close ties between government and business. These ties included directed credit, import 

restrictions, sponsorship of specific industries, and a strong labor effort (CIA 2009). Based on 

CIA’s World Factbook (2009), Korea’s government promoted the import of raw materials and 

encouraged savings and investment instead of consumption. Initially, the strength of Korea’s 

industry was in the manufacturing sector of consumer products and light industry (CIA 2009).  

Beginning in the 1970s, however, the trend expanded to other business sectors like heavy 

equipment and the automotive industry (CIA 2009).  And in the 80s, the government began 
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pushing the technology sector, which is now one of the key drivers of economic growth in Korea 

(CIA 2009).  

In 1997, however, Korea suffered a serious financial crisis because of high debt/equity 

ratios and a massive outflow of foreign capital. In 1998, the GDP of Korea plunged by 6.9%, 

recovering 9% in 1999-2000 (CIA, 2009). According to Park, Rabolt, and Jeon (2008), the 

Korean economy recovered rapidly from the crisis of 1997. The drastic increase in purchasing 

power has boosted Korean consumers’ demand for foreign goods, especially in the luxury market. 

In Korea, the rate at which Korean consumers make use of local duty free shops has seen a 

steady rise. These shops, which of course, sell imported brand goods such as Salvatore 

Ferragamo and Chanel, have enjoyed a 74% rise in Korean purchases. Over the years the jumps 

in consumption have been staggering: 14.8% (1999), 52.8% (2005), and 74% (2007) (Kim 2008). 

In addition, according to an industry report, first quarter sales for Harry Winston and Tiffany in 

2009 jumped over 713% and 117%, respectively. This increase was in spite of last year’s 

economic downturn (Kim 2009).  Such sales figures seem to show Korea to be a potential and 

important market for luxury brands in East Asia.  

Korea’s culture and social mores are also factors in making it a valuable market for 

luxury brands (Lee and Green 1991). World cultures are sometimes categorized as 

“individualistic” or “collectivistic.” Individualistic cultures place a premium on the individual 

and its uniqueness (Wong and Ahuvia 1998). America, Canada, and the UK are examples of 

such cultures. Collectivistic cultures, common in East Asia, place a premium on relationships 

with family and other members of one’s profession or social group and Korea, in many previous 

studies, has been placed in this category (Lee and Green 1991). So a Korean who must answer 

the question, “Who are you?” may answer, “I am the eldest son/daughter in someone’s family;” 
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or “I am an employee of Samsung” (Wong and Ahuvia 1998). Because Koreans value such 

relationships they possess a certain cultural motivation called “face.” “Face” motivates 

individuals to maintain various relationships. Face can be lost when one does not meet the social 

expectations. For these reasons, Koreans generally strive to maintain face by consuming certain 

goods whose price and brand match their social status (Lee and Green 1991). 

Given the importance and influence of Korea’s economic and cultural motive, face, on 

the consumption of luxury brands, what should be examined are Korean consumers’ social and 

psychological motives for buying luxury brands to make marketing strategies for Korean 

consumers and increase the sales of luxury market in Korea effectively. 

 

2. 4. Research Questions 

Park, Rabolt, and Jeon (2008) indicate that there is a definite lack of literature showing it 

worthwhile to identify the relationship between luxury brands’ sales and demographic factors 

such as gender, age, and marital status and . This study answers that need by examining to what 

extent Korean consumers purchase and use luxury brands and seeks to identify how such 

demographic variables as gender, age, marital status, and offspring correlate to annual luxury 

expenditure. To examine relationships between certain demographic variables and luxury 

consumption of Korean consumers, the following research questions are put forth: 

RQ1: Is there a relationship between gender and luxury consumption? 

RQ2: Is there a relationship between age and luxury consumption? 

RQ3: Is there a relationship between marital status and luxury consumption? 

RQ4: Is there a relationship between offspring and luxury consumption? 
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Among East Asian countries, Korea is becoming a profitable, major market for global 

luxury brands.  Yet only limited research has been conducted that examines the social and 

psychological motivations of East Asian consumers. Indeed, there is a dearth of empirical 

knowledge regarding Korean consumers’ social and psychological motivations for buying or 

using luxury brands. This research then investigates what motivates Korean consumers to buy 

and consume luxury brands. Therefore, the following research question is put forth: 

RQ5: What are Korean consumers’ primary luxury consumption motives? 
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CHAPTER 3 

METHOD 

 

3. 1. Sample and Procedure 

 The current study employed an online survey administered via an online consumer panel.  

It offered convenient methods for getting valuable data as a sampling technique by sorting the 

target participants with certain experiences in the tough environment. The online survey was 

conducted during a 3-week period from February to March 2009. A total of 418 potential survey 

participants were randomly selected from the online panel and invited to participate in the survey. 

After screening, eliminated from the survey were 174 participants with no experience at buying 

or using luxury brands. As a result, 244 were retained and 200 of these completed the survey. All 

respondents who completed the survey received $5 gift card. 

 

3. 2. Sample Characteristics 

Among the 200 participants, 140 (70%) were female and 60 (30%) were male. The 

largest portion of respondents (40%) were between 30-39 years old, followed by those between 

20-29 (30%), and finally those 40-49 (30%). Fifty six percent of the respondents were married 

and 47% had children. As for education, 69.5% had a college degree, followed by high school or 

equivalency holders (16%) and graduate/professional degree holders (12%). In terms of 

participants’ occupation, more than half of the participants worked as Clerical/administrative 

(36.5%) or full time housewife/husband (22.5%), followed by professional (14.5%). Fifty 

percent of the respondents earned less than $2,000 per month, followed by those earning between 
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$2,000 and less than $3,000 (18.5%), followed by those earning between $5,000 and less than 

$7,000 (11%). Additional demographic characteristics of the respondents are shown in Table 1. 

Place Table 1 about here 

 

3. 3. Measures  

  The self-administered survey was initially developed in English. It was translated into 

Korean and then, for validation, translated back into English by bilingual, graduate students. All 

measurement scale items were derived from previous studies and a pilot study with a sample of 

30 Korean consumers (56.7% female, mean age = 31.9). 

 In order to measure personally oriented motives for purchasing (or using) luxury brands, 

this study’s questionnaire contained the measurement items for personal values (hedonism and 

extended self), non-personal values (conspicuousness, uniqueness, and quality), and 

demographics (gender, age group, place of residence, highest level of education, reference, 

occupation, frequency of purchasing luxury brands, frequency of visiting local stores, frequency 

of visiting online stores or websites, average annual amount of purchasing luxury brands, and so 

forth). To measure the motive variables effectively the motive statements regarding the purchase 

(or use) of luxury brands were derived from Vigneron and Johnson (2004). The statements were 

constructed so as to refer to the five key luxury dimensions for describing luxury brands. Of 

those five dimensions, two were associated with personal values: 1) hedonism—exquisite, 

glamorous, and stunning and 2) extended self—leading, very powerful, rewarding, and 

successful. The other three were associated with non-personal values: 1) conspicuousness—

conspicuous, elitist, extremely expensive, and for wealthy; 2) uniqueness—very exclusive, 

precious, rare, and uniqueness; 3) quality—crafted, luxurious, best quality, sophisticated, and 
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superior. Additionally, 26 items, such as excellence of product and its price, were derived from 

Kapferer (1998). Another 26 items, such as differentiate from others and not mass-produced, 

were derived from Dubois, Laurent, and Czellar (2001). Included in the current study’s 

questionnaire were certain motive items such items as maintain service, confidence, and group 

trends derived from the pilot study to find present social and psychological values of Korean 

consumers.  

As there were a considerable number of items, some overlapped (e.g., crafted versus 

craftsman and unique versus its uniqueness). Therefore it’s prudent to reduce them to 

manageable number for the study. As a result, there are a total of 45 measurement statements 

regarding the reasons for purchasing (or using) luxury brands. These include such things as, “I 

purchase (or use) luxury brands because they are owned by a few people.” They were conducted 

after eliminating and revising similar statements. To measure consumer’s motives in this study, a 

7-point Likert-type scale was used as a response format ranging from very strongly disagree (1) 

to very strongly agree (7). 
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CHAPTER 4 

RESULTS 

 

4. 1. Luxury Consumption 

Approximately 34% of the respondents indicated that when they purchase luxury brands, 

they are influenced most by their friends, followed by their family (22.5%), then advertisements 

(20.5%), online communities (8.5%), and celebrities (5%). About 49.5% of the participants 

purchase luxury brands at least twice a year. Thirty percent of the participants shopped once at 

retail luxury brand stores every three months, followed by every six months (19%), and then 

only once a year (15%). In terms of frequency of visiting online shopping malls and websites, 

33.5% of the participants visited online stores or websites two or three times per month, followed 

by once per six months (17%), and then once per three months (13%). Regarding the average 

amount purchased in one year of luxury brands, 38.5% of the respondents spent less than $500, 

followed by 32.5% spending between $500 and $1,000, and 21.0% spending between $1,000 and 

less than $3,000. Finally, about 56% of the respondents indicated that they have some experience 

with imitations (see Table 2).  

Place Table 2 about here 

 

4. 2. RQ1: Age and luxury consumption 

 In order to examine RQ1, a cross tabulation with chi-square analysis was conducted to 

explore the relationship between age and average annual amount of purchasing luxury brands. 

There were three age groups: 20-29, 30-39, and 40-49.  Average annual amount of purchasing 

luxury brands also included four categories: less than $500, $500 - less than $1,000, $1,000 - less 
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than $3,000, and over $3,000. As shown in Table 3, it appeared that within the 20-29 age group, 

the spending range, ‘less than $500’, is most common (53.3%), followed by ‘$500 – less than 

$1,000’ (30.0%) and ‘$1,000 - less than $3,000’ (13.3%). Also within the 30-39 age group, the 

spending range, ‘$500 – less than $1,000’, is most common (35.0%), followed by ‘less than 

$500’ (32.5%) and ‘$1,000 - less than $3,000’ (26.3%). As their annual expenditure on luxury 

products, most respondents in the 40-49 age group reported spending ‘less than $500’ (31.7%) 

and ‘$500 – less than $1,000’ (31.7%), followed by ‘$1,000 - less than $3,000’ (21.7%) and 

‘Over $3,000’ (15.0%). A significant relationship can be seen in Table 3 (χ2 = 13.54, p < .05).  

 

4. 3. RQ2: Gender and luxury consumption 

In order to examine the relationship between gender and average luxury expenditure, a 

cross tabulation with chi-squared analysis was conducted. As shown in Table 3, it appeared that 

most respondents of female reported spending ‘less than $500’ (37.9%), followed by ‘$500 - less 

than $1,000’ (32.1%) and ‘$1,000 - less than $3,000’ (21.4%). In male, ‘less than $500’ spending 

range is most common (40.0%), followed by ‘$500 - less than $1,000’ (33.3%) and ‘$1,000 - less 

than $3,000’ (20.0%). However, the observed gender differences in terms of spending on luxury 

products were not statistically significant (χ2 = .30, p = .96). 

 

4. 4. RQ3: Marital status and luxury consumption 

Chi-square analysis was conducted to examine the relationship between marital status 

and average annual amount of purchasing luxury brands. There were two marital status: single 

and married. As summarized in Table 3, most single respondents reported spending ‘less than 

$500’ (51.1%), followed by ‘$500 - less than $1,000’ (27.3%) and ‘$1,000 - less than $3,000’ 
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(14.8%). Within the group, married, ‘$500 - less than $1,000’ (36.6%) spending is most common, 

followed by ‘less than $500’ (28.6%) and ‘$1,000 - less than $3,000’ (25.9%). There was a 

statistically significant difference (χ2 = 11.02, p < .05) between the differences of marital status 

on average annual amount of purchasing luxury brands, and positive relationship exists between 

marital status and the spending on luxury products. 

 

4. 5. RQ4: Offspring and luxury consumption 

In order to examine the relationship between offspring, which included two categories: 

yes and no, and annual luxury expenditure, chi-square analyses was conducted. As shown in 

Table 3, it appeared that within the group, respondents with no child(-ren), ‘less than $500’ 

spending range is most common (49.1%), followed by ‘$500 - less than $1,000’ (27.4%) and 

‘$1,000 - less than $3,000’ (17.9%). Most respondents with child(-ren) reported spending ‘$500 - 

less than $1,000’ (38.3%), followed by ‘less than $500’ (26.6%) and ‘$1,000 - less than $3,000’ 

(24.5%). As can be seen from Table 3, a significant relationship was found (χ2 = 10.92, p < .05) 

between the differences of offspring status on average annual amount of purchasing luxury 

brands and positive relationship exists between offspring and average annual amount of 

purchasing luxury brands. 

Place Table 3 about here 

 

4. 6. RQ5: Luxury Consumption Motives 

 In order to examine the fifth research question, principal component analysis (PCA) with 

varimax rotation was conducted to find what the primary motives were for purchasing (or using) 

luxury brands. The PCA analysis produced a five-component solution based on the following 
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criteria: eigenvalue (greater than 1.0). The factor solution accounted for approximately 70.9% of 

the total variance.  

 As shown in Table 4, the first factor represents “Social Ostentation” and is defined by a 

long list of motives. They include the following: social status, one’s credibility, educational level, 

professional, prestige, makes one powerful, member of a certain group, good social activities, 

successful person, confidence, leading person, makes one’s life more beautiful, prestigious goods, 

expresses who I am, and makes me more refined. The 16 items loaded highly (.56-.87) on the 

first rotated factor. The factor accounted for 28.1% of the variance after rotation and its 16 items 

formed a reliable scale as assessed by Cronbach’s alpha (α = .97).  Factor 2, labeled “Aesthetic 

Seeking,” consisted of 6 items and accounted for 13.2% of the variance (α = .91). The 6 items 

loaded highly (.60-.84) on the second rotated factor. Factor 3, labeled “Personal Hedonism 

Seeking,” consisted of 7 items and accounted for 12.5% of the variance (α = .92). The 7 items 

loaded highly (.50-.70) on the third rotated factor. Factor 4, labeled “Practicality Seeking,” 

consisted of 5 items and accounted for 10.6% of the variance (α = .88). The 5 items loaded 

highly (.64-.74) on the forth rotated factor. Finally, Factor 5, labeled “Difference seeking,” 

consisted of 4 items and accounted for 6.4% of the variance (α = .77). The 4 items loaded highly 

(.54-.68) on the fifth rotated factor. Table 4 illustrates the 38-items factor structure and contains a 

summary of these results. 

Insert Table 4 about here 
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CHAPTER 5 

DISCUSSION AND IMPLICATIONS 

 

5. 1. General Discussion and Implications 

 Researchers of luxury brands have made a great number of attempts to explain the social 

behavior of Asian consumers. According to Western cultural models that identify Western 

consumers’ consumption behavior, as suggested by Redding (1990), models are incomplete if 

they don’t consider cultural sectors. Thus the current study is designed to identify the social and 

psychological motivations of Korean consumers to purchase (or use) luxury brands.  

 As mentioned already, the current study was designed to indentify the relationships 

between certain demographic variables such as age, gender, marital status, and offspring, and 

average annual amount of purchasing luxury brands variable. The findings of the study offer a 

clear profile of Korean consumers as a target for marketers on luxury brands. First, according to 

the findings, young Koreans are rapidly replacing middle-aged ones as the primary consumers of 

luxury brands (Park 2000). Yet middle-aged consumers, due to their spending power, still 

warrant attention from marketers and researchers. Second, the findings on gender differences in 

annual luxury expenditures showed that the differences between male and female on average 

annual luxury expenditure were not statistically significant, so relevant relationships did not exist 

between gender and annual luxury expenditure. This suggests that, regardless of gender, Koreans 

may be valuable consumers. Findings on the relationship between marital status and annual 

luxury expenditure indicated that analysis uncovered statistically significant differences between 

marital status and annual luxury expenditure and a relevant relationship exists between the two 

variables, marital status and annual luxury expenditure. In addition, the findings between 
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offspring and annual luxury expenditure indicated that the differences between respondents with 

no child(-ren) and respondents with child(-ren) on average annual luxury expenditure were 

statistically significant, and relevant positive relationships did exist between offspring and annual 

luxury expenditure. According to the findings regarding RQ3 and RQ4, the study suggests that 

family factor, including marital status and offspring, also should be considered as one of primary 

determinants of increasing the sales of the consumption of luxury brands in Korea, as well. 

Utilizing the demographic findings of average annual luxury expenditure, marketers of luxury 

brands need to market their luxury goods according to consumers’ age. For younger customers, 

for example, marketers should emphasize more moderately priced luxury goods than they would 

for middle-aged customers. For middle-aged customers with their greater spending power, 

marketers should consider higher level luxury goods. The study suggests that family factors, like 

marital status and offspring, play significant roles in luxury consumption. Thus, marketers 

should consider local store environment and services for certain customers who are shopping 

with their family members. 

 Next, this study was designed to identify Korean consumers’ social and psychological 

motives that lead them to purchase luxury brands. As for primary motives for purchasing luxury 

brands, the study found that “Social Ostentation” topped other consumption motivations. Korean 

consumers may be more influenced by socially aspiring meanings than other motives. This 

finding was consistent with Nueno and Quelch’s (1998) suggestion that the ownership of luxury 

brands conveys a message about the owner’s social status. The message may relate to 

professional success through owning the item. Additionally to examine the social motive, 

Netemeyer, Burton, and Lichtenstein (1995) proposed physical and achievement vanity. The 

study defined physical vanity as, “an excessive concern for, and/or a positive (and perhaps 
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inflated) view of, one’s physical appearance.” It defined achievement vanity as, “an excessive 

concern for, and/or a positive (and perhaps inflated) view of, one’s personal achievement.” This 

study’s findings suggest that Korean consumers, when purchasing (or using) luxury brands, may 

also consider this motive, vanity. The ‘social ostentation’ motive includes motives like “Luxury 

brands could express who I am” and “Luxury brands could represent me well as a successful 

person.” These motive findings overlapped, from the literature review, the ‘extended self’ motive 

among specific motives for luxury brands’ consumption. For these reasons, the study suggests 

that because Korean consumers view luxury brands as symbols of social status and power, 

marketers emphasize the shared social image of a certain brand and owner. 

 Second, the emergence of “Aesthetic Appearance Seeking” indicates that Korean 

consumers may purchase (or use) luxury brands because of their aesthetic aspects (‘good taste,’ 

‘glamorous,’ and ‘sophisticated). The findings, consistent with prior research, show that as goods 

and services are frequently associated with emotional aspects, which are associated with 

aesthetic alternatives, consumers satisfy such by consuming luxury brands (Sheth, Newman, and 

Gross 1991). As Korean consumers seem to value a luxury brand’s design and style, the study 

suggests that luxury brand manufacturers need to improve on the design sector.  

The findings related to the “Personal Hedonism Seeking” motive indicate that Korean 

consumers purchase luxury brands to satisfy such emotional needs as pleasure. Although East 

Asian culture has long been believed to less consider hedonism as a motive in consumption, the 

unexpected finding indicated the motive factor related to individual’s emotional satisfaction 

seems to play an important role in the consumption pattern of luxury brands in Korea, currently.  

The emergence of “Practicality Seeking” indicates that quality and things like durability 

and price influence Korean consumers’ intention to purchase luxury brands. Even though Korean 
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consumers seem to value this particular motive, “Practicality Seeking”, less than the other three, 

“Social Ostentation,” “Aesthetic Seeking,” and “Personal Hedonism Seeking,” they seek 

practical value through the luxury brands’ consumption. This suggests that Korean consumers 

may also focus on the practical aspects of goods such as high quality, maintenance service, and 

durability, as well as social and psychological motives. The findings related to the “Difference 

Seeking” motive indicate that Korean consumers seek luxury brands’ special aspects. These 

include such qualities as ‘long history’ and ‘rarity.’ The study suggests that such indicators of 

difference from non-luxury brands play a significant role in enhancing Korean consumers’ 

intentions to purchase (or use) luxury brands.  

Consistent with the interest in East Asian consumers’ motivations to purchase luxury 

brands, the current study examined key consumption motivation factors in Korea. Because there 

is a dearth of empirical knowledge regarding consumption behavior for East Asian consumers, 

the findings and implications may fill this gap in the literature. First, this study provided a 

potential measurement for the motivations of luxury brand consumption. It includes 45 items, 

derived from previous studies and an open-ended pilot study. This multidimensional 

measurement may prove a more accurate method of finding the participants’ particular motives 

for luxury consumption. Second, these findings also provide theoretical insight into the cultural 

dimensions of East Asian cultures; the insight concerns the cultural factors that influence the self, 

as well as the motivations of luxury brand consumption in consumer behavior. As with the 

findings of Wiedmann, Hennigs, and Siebels (2007), Korean consumers’ motives for luxury 

brand consumption are not simply tied to social and psychological motives. Therefore, these 

findings could be a useful instrument for academic researchers, who want to better understand 

East Asian consumers regarding luxury consumption. 
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Managerially, this study may also provide a useful guideline for marketers of luxury 

brands who want to understand East Asian consumers’ consumption motives. According to the 

findings on luxury consumption motives, when purchasing luxury brands, Korean consumers are 

strongly influenced by social recognition. For example, if a certain luxury brand is preferred by 

high society in Korea, middle class consumers purchase it to give off the appearance of high 

society. Therefore, luxury brand marketers should target members of society’s upper echelon 

such as CEOs, lawyers, doctors, and statesmen.  The study found that Korean consumers may 

consider a luxury brands’ goods’ aesthetic appearance. Based on Kahle and Homer (1985), the 

study suggested that the physical attractiveness of a famous celebrity positively affects 

consumers’ attitudes toward the certain luxury brands’ aesthetic aspect. Therefore, luxury brand 

advertisers ought to use famous celebrities, movie stars like Anne Hathaway, Jessica Alba, and 

Nicole Kidman. Such models satisfy consumers’ needs for a luxury brands’ aesthetic appearance. 

Also the findings on the personal hedonism motive suggest that marketers should customize their 

strategies for Korean customers. Marketers must make these customers care about personal 

emotions or make luxury brands’ consumption serve as emotional diversions. Additionally, 

according to the findings on practicality and difference motives Korean consumers seek certain 

differences by consuming luxury brands over non-luxury brands. Therefore, the luxury item 

marketers should emphasize the difference factor between luxury brands and non-luxury brands. 

The underlying consumers’ motives and needs transcend structural boundaries. This may 

restrict any increase in luxury sales in East Asian countries. Some factors that could cause this 

are consumers’ socio-economic background and local culture situation as well as the concept of 

luxury brand (Wiedmann, Hennigs, and Siebels 2007). Hence, marketers of luxury brands should 
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understand what specific motives lead Korean consumers to purchase luxury brands as well as 

what needs they are trying to satisfy in Eastern culture.  

Based on these findings, marketers may construct targeted and customized strategies for 

Korean consumers to enhance their purchase intention toward luxury brands.  

 

5. 2. Limitations and Future Research 

As with any other research study, this study has limitations. The limitations should be 

considered even though the study provided helpful information. Motivations for purchasing (or 

using) luxury brands in Korea may well represent the motivations of other East Asian consumers. 

Each East Asian country has its own unique socio-economic and culture-local background and 

such factors may play an important role in shaping consumption motives. It is thus difficult to 

represent the Korean sample as a sample of East Asian consumers in general (Kim et al. 2002). 

Hence, future and further study could replicate this study in other East Asian countries, looking 

for differences that may exist between their purchase patterns and those of Koreans. 

This study only examined the general and integrated meaning of luxury brands’ 

motivations, suggesting that various categories of goods, such as jewelry, clothing, travel, and 

etc., may have affected the study’s results. This indicates a need for further study on separated 

categories of luxury brands. Thus it could be helpful to include separately categorized goods of 

luxury brands to identify the specific motivations of different goods’ types in an East Asian 

culture. 
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Table 1 
Demographic Characteristics of the Consumers to Purchase (or Use) Luxury Brands 

(N=200) 
  Frequency Percent (%) 
    
Gender Female 140 70.0 
 Male 60 30.0
    
Age 20-29 60 30.0 
 30-39 80 40.0
 40-49 60 30.0 
    
Marital status Single 88 44.0 
 Married 112 56.0 
    
Children Yes 94 47.0 
 No 106 53.0 
    
Place of residence Seoul (South) 76 38.0 
 Seoul (North) 51 25.5 
 Gyeonggi-do/Metropolitan area 73 36.5 
    
Highest level of education High school or equivalent 32 16.0 
 2-Year college / 4-Year college degree 139 69.5 
 Master/Doctoral/Professional degree 24 12.0 
 Other 5 2.5 
    
Occupation Student 25 12.5 
 Clerical/administrative 73 36.5 
 Professional 29 14.5 
 Master mechanic 2 1.0 
 Service worker/sales person 9 4.5 
 Full time housewife/husband 45 22.5 
 Business owner 7 3.5 
 Management 3 1.5 
 Worker in manufacturing and transportation industry 1 0.5 
 Other 6 3.0 
    
Monthly income Less than $2000 100 50.0 
 $2000 - less than $3000 37 18.5 
 $3000 - less than $4000 18 9.0 
 $4000 - less than $5000 19 9.5
 $5000 - less than $7000 22 11.0 
 $7000 - less than $10000 3 1.5 
 Over $10000 1 0.5 
    
Monthly household Less than $2000 15 7.5 
income $2000 - less than $3000 32 16.0 
 $3000 - less than $4000 38 19.0 
 $4000 - less than $5000 42 21.0 
 $5000 - less than $7000 53 26.5 
 $7000 - less than $10000 8 4.0 
 Over $10000 12 6.0 
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Table 2 
Consumption Behavior’s Characteristics Toward Luxury Brands 

(N=200) 
 

  Frequency Percent (%)
    
Reference Family 45 22.5
 Friend 67 33.5 
 Sales person 7 3.5 
 Celebrity 10 5.0 
 Advertisement 41 20.5 
 Online community 17 8.5 
 Club's member 1 0.5 
 Other 12 6.0 
    
Frequency to purchase 2-3 times per a month 2 1.0 
luxury brands 1 time per a month 6 3.0 
 1 time per two months 1 0.5 
 1 time per three months 28 14.0 
 1 time per six months 62 31.0 
 1 time per a year 101 50.5 
    
Frequency to visit Over 1 time per a week 1 0.5 
local (offline) store 2-3 times per a month 17 8.5 
 1 time per a month 29 14.5 
 1 time per two months 25 12.5 
 1 time per three months 60 30.0 
 1 time per six months 38 19.0 
 1 time per a year 30 15.0 
    
Frequency to visit online Over five times per a week 3 1.5 
store or website 1-4 times per a week 22 11.0 
 2-3 times per a month 67 33.5 
 1 time per a month 23 11.5 
 1 time per two months 25 12.5 
 1 time per three months 26 13.0 
 1 time per six months 34 17.0 
    
Average amount for one Less than $500 77 38.5 
year for purchasing luxury $500 - less than $1000 65 32.5 
brands $1000 - less than $3000 42 21.0 
 Over $3000 16 8.0 
    
Experience about Yes 111 55.5 
counterfeit No 89 44.5 
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Table 3 
Relationship between Demographic characters and Average Annual Luxury Expenditure  

 
 Average Annual Amount For Purchasing Luxury brands    

 Less than $500 $500–less 
than $1,000 

$1,000–less 
than $3,000 Over $3,000 χ2 df p 

        
Age (N=200) 38.5% 32.5% 21.0% 8.0% 13.54 6 .04* 
 (n=77) (n=65) (n=42) (n=16)   
        
20-29 (n=60) 53.3% 30.0% 13.3% 3.3%    
 (n=32) (n=18) (n=8) (n=2)    
        
30-39 (n=80) 32.5% 35.0% 26.3% 6.3%    
 (n=26) (n=28) (n=21) (n=5)    
        
40-49 (n=60) 31.7% 31.7% 21.7% 15.0%    
 (n=19) (n=19) (n=13) (n=9)    
        
Gender (N=200) 38.5% 32.5% 21.0% 8.0% .30 3 .96 

 (n=77) (n=65) (n=42) (n=16)    
        
Male (N=60) 40.0% 33.3% 20.0% 6.7%    
 (n=24) (n=20) (n=12) (n=4)    
        
Female (N=140) 37.9% 32.1% 21.4% 8.6%    
 (n=53) (n=45) (n=30) (n=12)    
        
Marital Status 
(N=200) 38.5% 32.5% 21.0% 8.0% 11.02 3 .01* 

 (n=77) (n=65) (n=42) (n=16)    
        
Single (N=88) 51.1% 27.3% 14.8% 6.8%    
 (n=45) (n=24) (n=13) (n=6)    
        
Married (N=112) 28.6% 36.6% 25.9% 8.9%    
 (n=32) (n=41) (n=29) (n=10)   
        
Offspring 
(N=200) 38.5% 32.5% 21.0% 8.0% 10.92 3 .01* 

 (n=77) (n=65) (n=42) (n=16)    
        
No (N=106) 49.1% 27.4% 17.9% 5.7%    
 (n=52) (n=29) (n=19) (n=6)    
        
Yes (N=94) 26.6% 38.3% 24.5% 10.6%    
 (n=25) (n=36) (n=23) (n=10)    
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Table 4 
Principal Component Analysis of the Motivation of Purchasing (or Using) Luxury Brands 

(N=200) 
 

Luxury Consumption Motives Components 
I used to purchase (or use) luxury brands because (of) ……… 1 2 3 4 5 
(Social Ostentation)  (α = .97)      
luxury brands represented well my social status. .87 .08 .18 .10 .06 
luxury brands represented well my credibility. .86 .13 .08 .12 .17 
luxury brands represented well my educational level. .84 .03 .06 .05 .19
luxury brands represented well my profession. .84 .07 .09 .06 .22 
luxury brands were able to  raise my prestige. .82 .17 .24 -.06 .02 
luxury brands were able to empower me. .78 .10 .37 .09 .09 
luxury brands represented well membership to a certain group. .77 .05 .23 .04 .02 
luxury brands were necessary to my social activities. .75 .00 .06 .00 .12 
luxury brands showed me to be a successful person well. .75 .10 .40 .12 .16 
luxury brands make me more confident. .73 .22 .39 .21 -.04 
luxury brands are  good at representing me as a leader. .69 .16 .47 .08 .14 
luxury brands make my life more beautiful. .69 .32 .33 .16 .08 
luxury brands are frequently regarded as prestigious goods. .64 .18 .54 .11 .07 
luxury brands are able to express who I am. .63 .28 .47 .15 .21
luxury brands make me [seem]refined. .63 .40 .37 .01 .04 
luxury brands are owned by only a few people. .56 .22 .33 .09 .38 
(Aesthetic Appearance Seeking)  (α=.91 )      
luxury brands’ sophisticated aspect. .09 .84 .13 .31 .09 
luxury brands’ aspect of good taste. .19 .76 .21 .27 .13 
luxury brands’ exquisite aspect. .24 .73 .27 .24 .16 
luxury brands’ glamorous aspect. .18 .71 .21 .32 .12 
luxury brands’ unique aspect. .07 .65 .06 .31 .40 
luxury brands’ functional aspect. .11 .60 -.08 .46 .14 
(Personal Hedonism Seeking)  (α=.92)      
luxury brands’ conspicuous aspect.  .50 -.01 .70 .13 .17 
luxury brands’ flashy aspect. .32 .20 .68 .12 .13 
luxury brands’ wealthy aspect. .45 .09 .66 .18 .25 
luxury brands differentiate me from others. .48 .18 .59 .19 .33 
luxury brands make me feel pleasant. .52 .33 .55 .10 .09 
luxury brands’ precious aspect. .42 .32 .51 .06 .23 
luxury brands’ international reputation. .25 .19 .50 .46 .33 
(Practicality Seeking)  (α=.88)      
luxury brands’ crafted aspect. .05 .37 .19 .74 .21 
luxury brands’ maintenance service. .07 .26 .08 .73 .14 
luxury brands’ unobtrusive aspect. .10 .18 .14 .73 -.02 
luxury brands do not wear out quickly. -.02 .48 -.01 .71 .05 
luxury brands’ high quality. .12 .56 .10 .64 -.00 
(Difference seeking)  (α=.77 )      
luxury brands are exclusive. .23 .34 .19 .12 .68 
luxury brands have long histories. .06 .13 .21 .50 .57 
luxury brands are rare. .29 .32 .27 .29 .54 
luxury brands are expensive. .44 .12 .32 -.06 .54 
      
Eigenvalue 10.7 5.0 4.8 4.0 2.4 
% of Variance 28.1 13.2 12.5 10.6 6.4 
Cumulative % 28.1 41.3 53.8 64.4 70.9 
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APPENDIX A: 

Questionnaire (Korean Version) 

 

설문지번호 

소비자의 명품구매행동의 영향요인연구 

 
안녕하십니까? 

바쁘신 중에 본 연구에 참여하여 주셔서 진심으로 감사드립니다. 본 설문은 

소비자의 명품구매 행동에 미치는 영향요인을 연구하기 위하여 제작된 

설문지입니다.  

 

모든 질문에는 정답이 존재하지 않습니다. 따라서 질문을 잘 읽어보시고 

귀하께서 평소 명품구매 시 생각하시던 대로 솔직하게 응답해 주시면 

감사하겠습니다. 본 설문지를 통하여 수집된 자료는 완전히 익명으로 

처리되어 오직 본 연구의 목적을 위해서만 사용될 것이며, 개별적으로 

공개되는 일은 없습니다. 귀하께서 성의있게 응답해주신 의견은 본 연구에 

매우 귀중한 자료가 될 것이오니 부디 바쁘시더라도 모든 설문에 대해 성심 

성의껏 답해주시면 대단히 감사하겠습니다.  

본 연구에 대해 궁금한 것이 있으신 분은 아래 연락처로 연락해주시길 

바랍니다.  

다시 한번 바쁘신 가운데 귀중한 시간을 본 연구 설문에 할애해 주셔서 

대단히 감사합니다.  
2009 년 3 월 

University of Texas at Austin 

Department of Advertising 

연구자: 권민우 

E-mail: mwkwon@mail.utexas.edu 

 

       



31 

 

Screening Question 

 

SQ1. 귀하의 성별은?   

 1) 남성       2) 여성    

 

SQ2. 귀하의 연령은?    만______세  

1) 만 19 세 이하 (중단)       2) 만 20~29 세             3) 만 30~39 세    

4) 만 40~49 세               5) 만 50~59 세 (중단)      6) 만 60 세 이상 (중단)    

 

 

SQ3. 귀하께서 현재 거주하시는 곳은? 

 1) 서울 강남  2) 서울 강북   3) 경기도/수도권      4) 인천 (중단) 

     5) 광주/전라 (중단) 6) 대구/경북 (중단)       7) 대전/충청 (중단)    8) 부산/울산/경남 (중단)  

     9) 강원도/제주도 (중단) 10) 기타 (중단) 
 

 

<참고> 다음 사항을 읽고 설문에 응해주시기 바랍니다. 

 

본 설문에서 말하는 ‘명품’이란 일반적으로 특정 브랜드 상품 또는 서비스의 사용으로 소유자가 위신을 얻게 

되는 것으로 정의하고 있습니다. 명품 브랜드의 예로는, 샤넬(Chanel), 루이비통 (Louis Vitton), 불가리 

(BVLGAR), 포르쉐 (Porsche), 갤러리아 명품관, 롯데 에비뉴엘, 신라 호텔 등이 있습니다. 

 

※ 다음의 문항들은 명품 브랜드 구매행동에 관한 설문들입니다. 각 문항들을 읽으신 후 

솔직하게 답해주시길 바랍니다. 

 

 

SQ4. 귀하는 명품 브랜드를 구매하신 적이 있습니까? 

      1) 구매해본 적이 있다    2) 구매해본 적이 없다 (중단) 

 

SQ5. 귀하께서 가장 최근에 구입하신 명품 브랜드의 상품군은 무엇입니까? (복수응답 가능) 

 1) 패션의류        2) 구두, 신발        3) 핸드백, 가방, 지갑      4) 화장품, 향수  

 5) 선글라스        6) 시계              7) 보석                   8) 기타 (자세히:________) 

 

SQ6. 귀하 본인이나 가족 중에 다음과 같은 회사나 직종에 종사하시는 분이 계십니까?  

1) 음료/식품 회사     2) 화장품/생활용품 회사 (중단) 

3) 광고/홍보회사 (중단)     4) 시장조사/컨설팅회사 (중단) 

5) 방송 관련 회사(케이블, 프로덕션 등)   6) 방송사/신문&잡지사/언론기관 (중단) 

7) 백화점/대형마트/슈퍼 운영 등 유통업체 (중단) 8) 전자제품 대리점/유통업 

9) 자동차/자동차 부품 제조업체     10) 해당사항 없음  
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본 설문 

 

A1. 귀하는 명품 브랜드의 구입처로 주로 어느 장소를 이용하십니까?  (복수응답 가능) 

 ① 백화점                  ② 면세점        ③ 브랜드 직영매장 (부띠끄)     

 ④ 명품 아울렛(할인매장)    ⑤ 홈쇼핑        ⑥ 온라인 쇼핑몰     

 ⑦ 중고매장                ⑧ 해외(현지)매장     

 ⑨ 기타 (자세히:                                                                       ) 

 

A2. 귀하의 최근 명품 브랜드 구입에 가장 많은 영향력을 행사한 요소는 무엇입니까? 

 ① 가족                        ② 친구             ③ 판매원      

④ 유명인 (연예인 등)           ⑤ 광고         ⑥ 온라인 커뮤니티     

⑦ 클럽회원 (동아리회원 등)     ⑧ 기타 (자세히:                                  ) 

 

A3. 귀하는 얼마나 자주 명품 브랜드를 구매하십니까? 

화장품이나 선글라스 등은 제외하고 패션의류, 구두/신발, 핸드백/가방, 시계, 보석 등을 

기준으로 말씀해 주십시오. 

 ① 1 주일에 1 회 이상        ② 1 개월 2-3 회          ③ 1 개월에 1 회 정도     

 ④ 2 개월에 1 회 정도        ⑤ 3 개월에 1 회 정도     ⑥ 6 개월에 1 회 정도     

 ⑦ 1 년에 1 회 정도     

 ⑧ 기타 (자세히:                                                                     ) 

 

A4. 귀하는 얼마나 자주 명품 브랜드 매장(지점 또는 백화점 등)을 방문하십니까? 

화장품이나 선글라스 등을 보기 위해서 방문하신 경우는 제외하고 패션의류, 구두/신발, 

핸드백/가방, 시계, 보석 등을 기준으로 말씀해 주십시오. 

 ① 1 주일에 1 회 이상        ② 1 개월 2-3 회          ③ 1 개월에 1 회 정도     

 ④ 2 개월에 1 회 정도        ⑤ 3 개월에 1 회 정도     ⑥ 6 개월에 1 회 정도     

 ⑦ 1 년에 1 회 정도     

 ⑧ 기타 (자세히:                                                                     ) 

  

A5. 귀하는 얼마나 자주 명품 브랜드 온라인 매장(명품 브랜드 공식 웹사이트 또는 온라인 

쇼핑몰)을 방문하십니까? 

화장품이나 선글라스 등을 보기 위해서 방문하신 경우는 제외하고 패션의류, 구두/신발, 

핸드백/가방, 시계, 보석 등을 기준으로 말씀해 주십시오. 

 ① 1 주일에 5 회 이상    ② 1 주일에 1-4 회        ③ 1 개월에 2-3 회 정도     

 ④ 1 개월에 1 회 정도    ⑤ 2 개월에 1 회 정도     ⑥ 3 개월에 1 회 정도     

 ⑦ 6 개월에 1 회 정도     

 ⑧ 기타 (자세히:                                                                     ) 
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A6. 귀하는 명품 브랜드를 1 년에 평균 얼마 정도 구입하십니까?  

화장품이나 선글라스 등은 제외하고 패션의류, 구두/신발, 핸드백/가방, 시계, 보석 등을 

기준으로 말씀해 주십시오. 

 ① 10 만원 미만                      ② 10 만원 이상 30 만원 미만     

 ③ 30 만원 이상 50 만원 미만         ④ 50 만원 이상 100 만원 미만  

 ⑤ 100 만원 이상 300 만원 미만       ⑥ 300 만원 이상 500 만원 미만  

 ⑦ 500 만원 이상 - 1000 만원 미만  ⑧ 1000 만원 이상 

 

A7. 귀하는 명품 브랜드의 모조품(짝퉁)을 구매한 적이 있으십니까? 

 ① 있다.    ② 없다.     

 

B.  다음의 문항들은 귀하가 명품 브랜드를 구매하거나 사용하시는 이유 또는 동기에 대한 

설문들입니다. 다음 문항들을 주의 깊게 읽으신 후 귀하가 평소 명품 브랜드를 

구매하거나 사용하시는 이유 또는 동기와 가장 일치되는 번호에, (1) “전혀 동의하지 

않는다” 에서 (7) “전적으로 동의한다”, ○표시해주시길 바랍니다.  

 

 전혀 

동의하지 

않는다 

 
전적으로 

동의한다 

1. 나는 명품 브랜드 자체가 남들의 시선을 끌 수 있기 때문에 구입하거나 
사용한다.  

①-②-③-④-⑤-⑥-⑦ 

2. 나는 주변에서 흔히들 명품 브랜드를 사용하기 때문에 나 또한 
구입하거나 사용한다.  

①-②-③-④-⑤-⑥-⑦ 

3. 나는 명품 브랜드가 고가의 제품이기 때문에 구입하거나 사용한다.  ①-②-③-④-⑤-⑥-⑦ 

4. 나는 명품 브랜드가 부유함을 표현해 주기 때문에 구입하거나 
사용한다.   

①-②-③-④-⑤-⑥-⑦ 

5. 나는 명품 브랜드의 화려함 때문에 구입하거나 사용한다.  ①-②-③-④-⑤-⑥-⑦ 

6. 나는 명품 브랜드가 다른 사람들로부터 나를 차별화 시켜 주기 때문에 
구입하거나 사용한다.  

①-②-③-④-⑤-⑥-⑦ 

7. 나는 명품 브랜드가 세계적으로 명성이 있기 때문에 구입하거나 
사용한다.  

①-②-③-④-⑤-⑥-⑦ 

8. 나는 명품 브랜드가 오랜 역사와 전통을 갖고 있기 때문에 구입하거나 
사용한다.  

①-②-③-④-⑤-⑥-⑦ 

9. 나는 명품 브랜드가 선물로서 적합하기 때문에 구입한다.  ①-②-③-④-⑤-⑥-⑦ 

10. 나는 명품 브랜드가 유행에 민감하지 않은 무난한 제품이기 때문에 
구입하거나 사용한다.  

①-②-③-④-⑤-⑥-⑦ 

11. 나는 명품 브랜드가 귀중품으로 인식되기 때문에 구입하거나 
사용한다.  

①-②-③-④-⑤-⑥-⑦ 

12. 나는 명품 브랜드가 대량 생산 제품이 아닌 한정적인 상품이기 때문에 
구입하거나 사용한다.  

①-②-③-④-⑤-⑥-⑦ 

13. 나는 명품 브랜드의 희소성 때문에 구입하거나 사용한다.  ①-②-③-④-⑤-⑥-⑦ 

14. 나는 명품 브랜드의 독창성 때문에 구입하거나 사용한다.  ①-②-③-④-⑤-⑥-⑦ 
15. 나는 명품 브랜드는 소수의 사람들만이 소유할 수 있다고 생각하기 
때문에 구입하거나 사용한다.  

①-②-③-④-⑤-⑥-⑦ 
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16. 나는 명품 브랜드의 정교함 때문에 구입하거나 사용한다.  ①-②-③-④-⑤-⑥-⑦ 

17. 나는 명품 브랜드의 세련됨 때문에 구입하거나 사용한다.  ①-②-③-④-⑤-⑥-⑦ 

18. 나는 명품 브랜드의 탁월한 품질 때문에 구입하거나 사용한다.  ①-②-③-④-⑤-⑥-⑦ 

19. 나는 명품 브랜드의 뛰어난 감각 때문에 구입하거나 사용한다.  ①-②-③-④-⑤-⑥-⑦ 
20. 나는 명품 브랜드가 기능적인 면에서 탁월하기 때문에 구입하거나 
사용한다.  

①-②-③-④-⑤-⑥-⑦ 

21. 나는 명품 브랜드의 강한 내구성 때문에 구입하거나 사용한다.  ①-②-③-④-⑤-⑥-⑦ 

22. 나는 명품 브랜드의 애프터 서비스 때문에 구입하거나 사용한다.  ①-②-③-④-⑤-⑥-⑦ 

23. 나는 명품 브랜드의 아름다움 때문에 구입하거나 사용한다.  ①-②-③-④-⑤-⑥-⑦ 

24. 나는 명품브랜드가 매력적이기 때문에 구입하거나 사용한다.  ①-②-③-④-⑤-⑥-⑦ 
25. 나는 명품 브랜드의 예상치 못한 놀라운 면 때문에 구입하거나 
사용한다.  

①-②-③-④-⑤-⑥-⑦ 

26. 나는 명품 브랜드의 관능적인 면 때문에 구입하거나 사용한다.  ①-②-③-④-⑤-⑥-⑦ 
27. 나는 명품 브랜드가 나의 삶을 아름답게 만들어주기 때문에 
구입하거나 사용한다.  

①-②-③-④-⑤-⑥-⑦ 

28. 나는 명품 브랜드 소유가 나에게 즐거움을 주기 때문에 구입하거나 
사용한다.  

①-②-③-④-⑤-⑥-⑦ 

29. 나는 명품 브랜드 소유를 통해 심리적 안정을 느끼기 때문에 
구입하거나 사용한다.  

①-②-③-④-⑤-⑥-⑦ 

30. 나는 명품 브랜드 소유가 나의 고급품에 대한 소유욕을 충족시켜 주기 
때문에 구입하거나 사용한다.  

①-②-③-④-⑤-⑥-⑦ 

31. 나는 명품 브랜드 소유를 통해 다른 사람보다 앞서 있다는 것을 
보여주기 때문에 구입하거나 사용한다.  

①-②-③-④-⑤-⑥-⑦ 

32. 나는 명품 브랜드가 나를 힘(권력) 있는 사람처럼 보여주기 때문에 
구입하거나 사용한다.  

①-②-③-④-⑤-⑥-⑦ 

33. 나는 명품 브랜드 소유를 통해 내가 성공한 사람인걸 보여줄 수 있기 
때문에 구입하거나 사용한다.  

①-②-③-④-⑤-⑥-⑦ 

34. 나는 명품 브랜드가 나를 표현하는데 도움을 주기 때문에 구입하거나 
사용한다.  

①-②-③-④-⑤-⑥-⑦ 

35. 나는 명품 브랜드가 나를 세련된 사람으로 만들어 주기 때문에 
구입하거나 사용한다.  

①-②-③-④-⑤-⑥-⑦ 

36. 나는 명품 브랜드가 나의 사회적 위신을 세워주기 때문에 구입하거나 
사용한다.  

①-②-③-④-⑤-⑥-⑦ 

37. 나는 명품 브랜드가 나의 사회적 지위를 나타내주기 때문에 
구입하거나 사용한다.  

①-②-③-④-⑤-⑥-⑦ 

38. 나는 명품 브랜드 소유를 통해 나의 탁월한 패션 감각을 표현할 수 
있기 때문에 구입하거나 사용한다.  

①-②-③-④-⑤-⑥-⑦ 

39. 나는 명품 브랜드 소유를 통해 내 교육 수준을 보여줄 수 있기 때문에 
구입하거나 사용한다.  

①-②-③-④-⑤-⑥-⑦ 

40. 나는 명품 브랜드가 나에게 자신감을 주기 때문에 구입하거나 
사용한다.  

①-②-③-④-⑤-⑥-⑦ 

41. 나는 명품 브랜드 소유는 사회생활을 하는데 있어 필요하기 때문에 
구입하거나 사용한다.  

①-②-③-④-⑤-⑥-⑦ 

42. 나는 명품 브랜드가 패션 전문가나 유명인들로부터 추천된 
브랜드이기 때문에 구입하거나 사용한다.  

①-②-③-④-⑤-⑥-⑦ 

43. 나는 명품 브랜드가 내 주변 동료들과 동질감을 형성하도록 해 주기 
때문에 구입하거나 사용한다.  

①-②-③-④-⑤-⑥-⑦ 

44. 나는 명품 브랜드가 나의 공신력과 신뢰감에 도움을 주기 때문에 
구입하거나 사용한다.  

①-②-③-④-⑤-⑥-⑦ 
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45. 나는 명품 브랜드가 나의 전문성을 나타내 주기 때문에 구입하거나 
사용한다.  

①-②-③-④-⑤-⑥-⑦ 

 

C.   다음의 문항들은 귀하의 성격 또는 개성에 대해 알아보기 위한 설문들입니다.  

각 설문에 대해 자문해 보시고 귀하의 의견과 일치하는 것에 ○표시해주시길 바랍니다.  

 

 

 

  

1. 나는 다른 사람의 행동을 그대로 따라하기가 어렵다. 예  (       )  아니오 (       ) 
2. 나는 파티 또는 사회적인 모임에서 다른 사람들이 좋아할만한 
행동이나 말을 하기 위해 굳이 애쓰지 않는다. 예  (       )  아니오 (       ) 

3. 나는 내가 확실히 알고 있는 것들에 대해서만 의견을 피력한다. 예  (       )  아니오 (       ) 
4. 나는 내가 잘 알지 못하는 주제에 대해서도 즉석에서 자연스럽게 
말할 수 있다. 예  (       )  아니오 (       ) 

5. 나는 다른 사람들에게 좋은 인상을 주거나 즐겁게 해주기 위해 
약간은 과장된 행동도 할 수 있다. 예  (       )  아니오 (       ) 

6. 나는 상황에 따라 배우처럼 연기할 수도 있다. 예  (       )  아니오 (       ) 
7. 나는 다른 사람들과 함께 있을 때 좀처럼 관심의 대상이 되지 
못한다. 예  (       )  아니오 (       ) 

8. 나는 상황에 따라 내가 아닌 딴 사람처럼 행동한다. 예  (       )  아니오 (       ) 

9. 나는 다른 사람들의 호감을 얻어 내는 능력이 뛰어난 편이 아니다. 예  (       )  아니오 (       ) 

10. 남에게 보여지는 모습이 실제 내 모습의 전부는 아니다. 예  (       )  아니오 (       ) 
11. 나는 다른 사람들을 기쁘게 하거나 그들의 호감을 사기 위해 
나의 의견 (또는 행동 방식)을 바꾸지는 않는다. 예  (       )  아니오 (       ) 

12. 나는 연예인처럼 다른 사람을 즐겁게 할 수 있다고 생각한다. 예  (       )  아니오 (       ) 

13. 나는 즉석 연기를 요하는 게임 등에는 재능이 없다. 예  (       )  아니오 (       ) 

14. 나는 상황대처 능력이나 순발력이 뛰어나지 않다. 예  (       )  아니오 (       ) 
15. 나는 파티 또는 모임 등에서 주로 다른 사람의 이야기를 듣는 
편이다. 예  (       )  아니오 (       ) 

16. 나는 사람 대하는 것이 불편해 중요한 모임에도 불참하는 경우가 
많다. 예  (       )  아니오 (       ) 

17. 나는 얼굴색 하나 변하지 않고 거짓을 진실인양 말할 수 있다. 
(선의를 위할 경우) 예  (       )  아니오 (       ) 

18. 나는 내가 싫어하는 사람일지라도 친절하게 대함으로서 그들로 
하여금 내가 그들을 좋아하고 있는 것처럼 속일 수 있다. 예  (       )  아니오 (       ) 
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D. 다음의 문항들은 귀하의 일반적인 소비 가치에 대해 알아보기 위한 설문들입니다.  

다음 문항들을 주의 깊게 읽으신 후 귀하의 생각과 가장 일치한다고 생각되는 번호에,  

(1) “전혀 동의하지 않는다” 에서 (7) “전적으로 동의한다”, ○표시해주시길 바랍니다.  

 

 전혀 

동의하지 

않는다 

 
전적으로 

동의한다 

1. 나는 값비싼 집, 차, 옷을 소유한 사람을 부러워한다. ①-②-③-④-⑤-⑥-⑦ 

2. 물질 소유는 내 인생의 가장 중요한 과업중의 하나이다. ①-②-③-④-⑤-⑥-⑦ 

3. 나는 다른 사람의 성공을 그들이 가진 물질의 양으로 판단하지 않는다. ①-②-③-④-⑤-⑥-⑦ 

4. 내가 가진 재산은 내가 얼마나 인생을 잘 살았는지를 말해 준다. ①-②-③-④-⑤-⑥-⑦ 

5. 나는 다른 사람들에게 깊은 인상을 줄 수 있는 물건을 갖고 싶다. ①-②-③-④-⑤-⑥-⑦ 

6. 나는 다른 사람이 소유한 물건에 대해서는 별로 관심이 없다. ①-②-③-④-⑤-⑥-⑦ 

7. 나는 주로 필요한 물건만을 산다. ①-②-③-④-⑤-⑥-⑦ 

8. 나는 소유에 대한 관심을 덜 가지고 인생을 단순하게 살려고 노력한다. ①-②-③-④-⑤-⑥-⑦ 

9. 내가 소유한 것들이 내가 중요하다고 여기는 모든 것은 아니다. ①-②-③-④-⑤-⑥-⑦ 

10. 나는 실제로 사용하지 않는 물건이라도 구입하는 것을 즐긴다. ①-②-③-④-⑤-⑥-⑦ 

11. 상품 구매는 나에게 즐거움을 준다. ①-②-③-④-⑤-⑥-⑦ 

12. 나는 내 생활에 있어서 사치품이 많은 것이 좋다. ①-②-③-④-⑤-⑥-⑦ 

13. 나는 내 주변 사람들에 비해 물질적인 면을 중시하지 않는다. ①-②-③-④-⑤-⑥-⑦ 

14. 나는 인생을 즐기는데 필요한 것들은 거의 다 가지고 있기 때문에 더 
이상의 것들은 내게 필요하지 않다. 

①-②-③-④-⑤-⑥-⑦ 

15. 만약 내가 현재 갖고 있지 않은 물건을 소유하게 된다면 내 인생은 
더욱 좋아질 것이다. 

①-②-③-④-⑤-⑥-⑦ 

16. 내가 더 좋은 물건을 갖는다고 해도 지금보다 더 많이 행복해지는 
것은 아니다. 

①-②-③-④-⑤-⑥-⑦ 

17. 내가 지금보다 물건들을 더 많이 살 수 있는 여력이 된다면, 나는 더 
행복해질 것 같다. 

①-②-③-④-⑤-⑥-⑦ 

18. 나는 내가 좋아하는 물건을 다 사지 못하면 기분이 좋지 않다. ①-②-③-④-⑤-⑥-⑦ 
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DQ. 응답자 특성 

 

※ 다음은 귀하의 인구통계처리 특성을 알아보기 위한 질문입니다. 모든 항목에 대해 빠짐없이 

응답해 주시면 대단히 감사겠습니다.  

 

DQ1. 귀하의 직업은 어떻게 되십니까? 

 ① 학생                 ② 사무직          ③ 전문직       ④ 기능/숙련직  

 ⑤ 서비스직 / 판매직    ⑥ 전업주부        ⑦ 자영업  

 ⑧ 경영/관리직          ⑨ 생산 및 운수, 단순노무자         ⑩ 농림어업종사자 

 ⑪ 기타 (자세히:                                ) 

 

DQ2. 귀하의 최종 학력은 어떻게 되십니까? 

 ① 중졸 이하             ② 고졸            ③ 대졸(전문대졸포함)     ④ 대학원 이상    

 ⑤ 기타 (자세히:                    ) 

 

 

DQ3. 귀하의 결혼 여부는 어떻게 되십니까? 

 ① 미혼  ② 기혼         ③ 기타 (자세히:                    ) 

  

DQ4. 귀하의 자녀 수는 어떻게 되십니까? (              ) 명  

  

DQ5. 귀하의 월 평균 소득은 어떻게 되십니까? 

 ① 200 만원 미만                    ② 200 만원 이상 - 300 만원 미만    

 ③ 300 만원 이상 - 400 만원 미만      ④ 400 만원 이상 - 500 만원 미만 

 ⑤ 500 만원 이상 - 700 만원 미만      ⑥ 700 만원 이상 - 1000 만원 미만 

 ⑦ 1000 만원 이상  

 

DQ6. 귀댁의 월 평균 총수입은 어떻게 되십니까? 

 ① 200 만원 미만                    ② 200 만원 이상 - 300 만원 미만    

 ③ 300 만원 이상 - 400 만원 미만      ④ 400 만원 이상 - 500 만원 미만 

 ⑤ 500 만원 이상 - 700 만원 미만      ⑥ 700 만원 이상 - 1000 만원 미만 

 ⑦ 1000 만원 이상  

 

 

 
 

▣설문에 응해주셔서 대단히 감사 드립니다.▣ 
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