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Conspicuous Consumption of Children Consumers and Related Variables
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Abstract

This study investigates the variables associated with the conspicuous consumption patterns of

children consumers. The empirical analysis was done on materialism, recognition of advertising,

self-regulation ability, and impulsive consumption.

The results were as follows. First of all, children consumers tend to a little higher self-directed

conspicuous consumption than others-oriented conspicuous consumption. Second, as a result of

analyzing conspicuous consumption according to social demographic characteristics, a high tendency

of conspicuous consumption was shown in groups that think their household economic status is upper

middle class. Third, the variables affecting conspicuous consumption patterns of children consumers

were materialism, recognition of advertising, and impulsive consumption. Materialism, recognition of

advertising, and impulsive consumption had a positive effect.
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II. Theoretical Background

1. Conspicuous Consumption
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2. Conspicuous Consumption and Related
Variables
2.1 Materialism
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2.2 Research Tool
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Table 1. Reliability of Scales

2.4 General Characteristics of Subjects

ZAOEARe] §42 <Table 2>l AAIEo] vt AES
Jekale] 53.1%, 918HAlo] 46.9% =2 WUEREL, ol x]e] AF
& 454 o] 4ol 41.1%, 41~44A7}F 39.1%, oJWU ] AB-&
404 ©)817}t 43.9%, 41~44M17F 40.8%2] ol oA
o MEFEL U ol4o] 50.6%, olvUe] WAFEE thE
olFo] 57.9%2 e ok 222 Hele] JAS 9|3
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Table 2. General Characteristics of Subjects

Characteristics N %

male 229 53.1

Gender female 202 46.9

total 431 100.0

below 40 77 19.8

Father's 41~44 152 39.1

age over 45 160 41 1

total 389 100.0

below 40 172 43.9

Mother's 41~44 160 40.8

age over 45 60 15.3

total 392 100.0

. below high school 161 40.4
Father's . .

education over university 238 59.6

total 399 100.0

, below high school 168 42 1
Mother's . .

education over university 231 57.9

total 399 100.0

p lit extrovert 303 71.8

tzrr?c?en:cl Y introverted 119 28.2

y fotal 422" "100.0

Household below middle class 235 55.1

economic |over upper middle class| 192 44 .9

status total 427 100.0

Category ltems| Cronbach's a
Conspicuous Self—directed 6 .886
consumption Others—oriented 6 .905

Materialism 5 .848

Useful advertising 4 .788

Advertising Enjoy advertising 3 775
Negative advertising 4 .624
Self-regulation ability 7 .695
Impulsive consumption 5 .815

2.3 Analysis Methods
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IV. Research results

1. Level of Conspicuous Consumption and

Related Variables
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Table 3. Level of Variables
Category m SD
Conspicuous Self—directed 12.87 412
consumption Others—oriented 11.90 4.58
Materialism 13.17 3.75
Useful advertising 11.01 2.56
Advertising Enjoy advertising 6.86 2.43
Negative advertising 10.17 2.39
Self-regulation ability 17.55 3.84
Impulsive consumption 11.34 3.50

2. Socio—economic Variables and
Conspicuous Consumption

olEAH|RRe] AL QIFEA BAJC| whEl #pA| 4|4 ko]
zpol & Hol=R] Golily] $8) T-testo} dUBAHEAS A
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TAH R AR R 27| A A Vtﬂ@r A 2R >
7l AAA A A p<.01
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Alzznlep o] Qi f& Sim(2006), So & Han(2013),
Jang & Ha(2015), Huh(2016)9] A+23}e} A8l oF s
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Table 4. Socio—economic Variables on the Conspicuous Consumption

Self-directed Others—oriented :
conspicuous conspicuous Consp|cuqus
; : consumption
consumption consumption
m scheffe m scheffe m scheffe
male 12.93 11.97 24.89
Gender female 12.80 11.83 24.59
t .322 .322 .381
below 40 12.43 12.08 24.37
Father 41~44 12.99 12.31 25.31
ather's age over 45 13.00 11.64 24.64
F 578 .835 .420
below 40 12.75 12.17 24.84
Mother's age 41~44 12.99 11.46 24.47
over 45 12.86 12.53 25.39
F .133 1.536 .286
below high school 12.92 11.76 24.70
Father's education over university 12.91 12.21 25.07
t .035 —-.948 —-.460
below high school 12.68 11.71 24.36
Mother's education over university 13.03 12.18 25.19
t -.818 -1.007 —-.995
P i extrovert 12.91 11.75 24.63
tzrr;“"g;fc'f/y introverted 12.88 12.29 25.18
t .059 -1.091 -.624
Household below mid@le class 12.32 11.83 23.70
cconomic status over upper middle class 13.56 . 12.53 . 26.05 .
t 3.013 2.533 2.913

"p<.05 “"p<.01
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3. Correlation of Conspicuous Consumption
and Related Variables
ol an| ALY TA| 4B A ek FE
2 B3 A3l <Table 5>l #|A 101 A}, $-A
& A i‘ﬂ]@r I U5 AAAAE BY, ERIXE T
Al «l(r= 442, p<.001), &3 Fa(r=.327,
1(r=.358, p<.001), F-AA Fa1(r=.178,
A7) 258 (=225, p<00l), FEFdE
(r=.529, p<.00DZ} o] FHIAE B3, ERIXEF FA
aRlehE BT (r=.465, p<.00l), 8¢ Fi(r=.188,
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p<0D), ANZ2ETE (=195 p<00D), =TI F
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Table 5. Results of the Correlation Analysis

T9(r=.495, p<.001), F83 F1(r=.279, p<.001), EA+
F31(r=.358, p<.001), F44 FiL(r=.170, p<.001), A71Z
A (r=.227, p<.001), E5 T35 (=611, p<.00D)3} <
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- 5 3L
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AgAte] Ade} sdsit.

Advertising : '
. - : Self-regulation Impulsive
Materialism Useful Enjoy Negative o )
. . - ability consumption
advertising advertising advertising

.Self—dlrected ' qap 3p7 358% 4780 o5t 509"
conspicuous consumption

chers—onented - 465" 188" 306" a7 1957 6027
conspicuous consumption

Conspicuous consumption 4957 279" 358" 70" 227" 6117

“p<.01 ""p<.001

4. Regression Results of Conspicuous
Consumption

obg a2k FAIH ] IS v E A HFEE
Q *WW qEgEs °‘°}£7l A H T3 ARAE AAS

7&4 E‘r SRS FS éﬂr SAGARS 108 A3,
VIF= 1024 27 34
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4657
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53.286"""

Conspicuous

.647
.486
.260
.333
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-.091
1.079

.060
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-.006
.096"
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-.049
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Others—oriented
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2017
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Self-directed
conspicuous
consumption
38.838""
.409
.398
1.902
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.158
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-.031
.449

Conspicuous Consumption of Children Consumers and Related Variables

Useful advertising
Enjoy advertising
Negative advertising

Self-regulation ability

Impulsive consumption
V. Conclusions

p<.001
ERE e RPNy

Adjusted R?
Durbin—Watson

Materialism

=

“p<.01

Household economic status

Advertising

Table 6. Regression Results of Conspicuous Consumption
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