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[Abstract]

The purpose of this study is to analyze the relationship between consumption value, advertisement
acceptance attitude, and purchase intention according to the MBTI personality type. The results of a
survey and analysis targeting the MZ generation with experience in purchasing digital products are as
follows. 1.There was no difference between consumption value and advertisement acceptance attitude
according to the MBTI personality type. 2. Among the consumption values, Factors of rarity value and
emotional value had an effect on purchase intention. 3. Among the attitude of accepting advertisements,
advertising favors, information trust and negative cognition had a positive effect on purchase intention.
Accordingly, providing advertising content including information and interest about digital products is
considered effective in marketing of the MZ generation, which represents flex consumption and

minus-out consumption.
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I. Introduction
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II. Preliminaries

1. MZ Generation Consumption Features
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2. Myers-Briggs type Indicator(MBTI)
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3. Consumption Value
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5. Purchase intention
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III. Research Design

1. Research Model and Variables
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2. Definition of Research Variables
2.1 MBTI Type
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2.2 Consumption Value
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2.3 Advertising Acceptance Attitude
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2.4 Purchase Intention
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IV. Empirical Analysis

1. Characteristics of Sample

B ope 20241 39 S5 Cfsto] &S A9 MZA]
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Table 1. Characteristics of sample
Freq Freq
Division uen |Ratio Division uen |Ratio
cy cy
Gen | Male | 141|551 deci Grand F/M 3 112
der Fer.na.le 1151449 sion Father 43 [16.8
Christian| 33 | 12.9
style
Reli | Catholic| 12 | 4.7 of Mother 54 121.1
gion |Buddhism| 13 | 5.1 |home Majority vote | 156 | 60.9
None | 198|773
Openness| 93 | 36.3 | expe Positive mostly| 150 | 58.6
Type rien
of Cc;rtliieerv 41 116.0| e |Negative mostly| 15 | 5.9
home style
Commonly | 122 | 47.7 Commonly 91 355
300m
loss | 46 18.0 Sensing-Thinking| 89 |34.8
500m
Inco less 74 1289 MBTI | Sensing-Feeling| 78 |30.5
me 1™ 700m type
(won) less 71 1277 iNtuition-Thinking | 30 | 11.7
A0~ 45 175 4 iNtution-Feeling| 59 |23.0
over
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2. Validity and Reliability Analysis
B APE HYERAS o] BN R9RNe 49

==

steict 29 $4 A8stol A 3PSl v
A FAHL Esto] Q018 £E51Y 0, KMOLR}L Bartletto]

I7F7<loﬂ et B EA oA KMO

Zxak Bartlett 7‘:'4% Ay} B Qo] BAo] AASH 7oz

UEREL, APIR] Wiae ARSIA 7H], AA 2L 2
ANA 71R], 7158 71X & 47) QQlog B=gict

Table 2. Validity results for Consumption Value

Division Social Rarity Emotional | Functional
Value Value Value Value
CHA1 .868 .098 .039 .057
CHA2 .835 .031 .049 .054
CHA3 .812 125 .062 147
CHA4 .095 .828 .140 .064
CHAS .085 779 229 110
CHAé6 313 754 n .019
CHA?7 .074 .050 .835 112
CHAS8 .082 170 .760 .055
CHA?9 .091 .356 697 196
CHA10 132 .004 .032 794
CHA11 .061 192 .037 768
CHA12 101 .023 .207 749
Eigen values  3.239 2.148 1.607 1.143
%of Variance 26.993 17.898 13.390 9.525
Cumulative % 26.993 44892 58.281 67.806
KMO0=0.742, Bartlett’s test: Chi-sgare 882.114(p=0.000)

<E 37} o] 14§ o] et S BAo)A
KMOZH} Bartlett42 ZAn} EpQol BMo] AAst 710
2 Uehdn, AP WAt R4 QA 3150, A

BAgl 5 7] QRloz RREACH

0.

Table 3. Validity results for Advertising Acceptance
Attitude

Division Negative Advertising Information
Cognition Favors Trust
CHA13 .800 .004 212
CHA14 .780 .029 326
CHA15 747 145 162
CHA16 .583 .041 151
CHA17 .078 .819 .054
CHA18 .006 .812 297
CHA19 .074 .786 .218
CHA20 .014 .051 .861
CHA21 .086 .250 .685
CHA22 .046 .320 .609
Eigen values 3.025 2.012 1.192
%of Variance 30.248 20.117 11.922
Cumulative % 30.248 50.366 62.288
KMO0=0.697, Bartlett’s test: Chi-sgare 765.948(p=0.000)

<E 4>0F Zo] & Ao 2 AfrO] A= g
A517] Y6l Cronbach ' a A48 ARESIYIT Al2]=
Aol A Cronbach ' a ¢f2 ARR|atef Ao A= 0.6, 7]
ZA M= 0.8, SEAT BofollM = 0.9 oY &
o 0|29 ’i’ﬁ%‘%ﬂl oict Al2]=7t Bs= Zo= It
ZE e 2 Aol AR tigh A=l == 7]5A 7t
x| 0.678, AF=]A7HX] 0.805, XIHA7IR] 0.749, 273517}
A1 0.703 5o& UEfa, Fupg Biwof oigh AlRe
= 43159] 0.789, AHAIZ] 0.676, FAAOIX] 0.720 &=
O Ueh} & ApolA o] &stil 9l B =] Al

7F ikl mEseI.
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Table 4. Result of Reliability Analysis

S Number | Cronbach’
Division
of Items a
Functional Value 3 678
Consurmption | Social Value 3 .805
Value Rarity Value 3 749
Indepgndent Emotional Value 3 .703
Variable —
Advertising Advertising Favors 3 .789
Acceptance | Information Trust 3 676
Attitude Nagative Cognition 4 .720
Depgndent Purchase Intention 4 759
Variable

3. Hypothesis Test

3.1 Relation to the Consumption Value according
to MBTI personality type

7Hd H19| MBTI 44
(SF), AJ-ARLNT), AH-27d(NF)Jof| T AH|7HR] &
ol AR5l Yol FAREA(ANOVAye HA[SIRI. <&
5>0] LR Bieh 7ro] 7]5A 7}R|(F=.587, p=.624), At
3™ JFR|(F=.473, p=.701), ZIHA  71X](F=1.005,
p=.391), Z8A 71X]|(F=1.991, p=.116)= S9|4& (055
71502 BAN0R GofskAl ke o2 Uit o}
e AR AEL OiPEe el THE 19
MBTI dAR-go T2t 287HR|(7154 711, ARl 7t
A, AAA 7], 788 71R)ell &fol7t Qlg Aolet &=
71710 MBTI 47gad] e 2upIR|(7]153 71,
AR 717, RHAZIR], A 7RI Aol gl A

o2 Uepgr

FRRA-ARUST), 2417
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Table 5. Testing differences in consumption values
according to MBTI personality type

L Standard
Division N Average Deviation F p
ST | 89 4.240 .0632
Functional | SF | 78 4,188 632
Value NT | 30 4111 813 587 | 624
NF | 59 4.107 667
ST | 89 2.787 1.013
Social SF | 78 2.637 1.068
Value NT | 30 2.611 .983 A73 | 701
NF | 59 2.627 .955
ST | 89 3.258 .804
Rarity SF | 78 3.462 841
Value | NT|30| 3322 969 | 1005 | 39
NF | 59 3.435 779
ST | 89 3.903 618
Emotional | SF | 78 4.064 617
Value NT | 30 4.000 .706 1991 116
NF | 59 4.153 .656

3.2 Relation to the Advertising Acceptance
Attitude according to MBTI personality type
7Hd 29] MBTI ARFAZ-ALUST),
(SF), AB-ALR(NT), AB-ZP(NF)lo]l T L8 e
T zol2 ARP] Yl HAIEM(ANOVA)S AAJ5HY
T} <3 6>t o] L $O|(F=.144, p=.934), FEAIZ]
(F=.400, p=.753), BARQIX|(F=1.969, p=.119)= 9%
& 055 7|ECor gAKC R ROfolA] g2 oz UEt
stk met e7Hd AE, cjsbdo) 1zte] v 2
of MBTI A 8ao] me} $nig Bl=(@nse] Hu
Alg], FAAQIR)] &fol7t 1Z Aot = 717Eof
MBTI 4783l The Fn4§ Bl Aol7} gl 2o

2 UERT.

7¥7-7vK]
(=l e = e}

Table 6. Testing differences in Advertising Acceptance
Attitude values according to MBTI personality type

L Standard
Division N Average Deviation F p

ST | 89 3.049 864

Advertising | SF | 78 2.966 .950
Favors NT | 30 2.967 968 144 1934

NF | 59 2.977 934

ST | 89 3.004 756

Information | SF | 78 3.115 .809
Trust NT | 30 2.989 .750 400 753

NF | 59 3.090 775

ST | 89 3.177 691

Nagative | SF | 78 3.112 .804
Cognition | NT | 30 3.225 .810 1969 1 .119

NF | 59 3.411 677

3.3 Relationship between Consumption Value and
Purchase Intention

2 AolA ARSH T H3. ABZRA]= ule]eof
A+ G2 1A Aolth g Ao Hsto] 716A
748, AF)A 71R], AR 2HR], A THR] So) At
Ag 5L, PojoEE FHUAE o] ChEsR
A(multiple regression analysis)S AA]5}SICT.

<& 73} o] 27EA At slnge) gojrzol
F=24.4962 UL o] 2§go] A3 UEtdl= R'=
0.2812 UERJTE Est AH|Z7FR]Q] R1YA 71R](t=3.329,
p=.001), Z7A 71x](t=6.101, p=.000) 7} OS] =
o] 9oja% 052 7|F02 EAKOR Qojst 2504
S TR Yt ZoR Ut 715A I
(t=1.926, p=.055), AS]X7}A|(t=.848, p=.397) Hapes &
ARos golstr] e Zlow Ueitt mebq Fhd
H3. A8]71A= Fofe]eof] A(+)9] 43S n]A Aol
oA 3-3: "AHA THA]= e o] A(+)2] 2 Ul
A Zlolc}. oF 3-4: A TR ool Ag(+)2]
FF2 oA Foloh = el wof g(+)Q] e nlA L
ARIEAL Q&2 & & oo, Fujo=o s UlRl=
U ddEe AR 7ERIB=.365), AHA 7HRIB
=202)9] £02 =2 dF2 v AoE YR

Table 7. Regression analysis of relationships between
Consumption Value and Purchase Intention

UnStandardized | Standardized
Research L - T-value
Variabl Coefficients Coefficients (Sig)
ariable B SE 5 g
(Constant) 1.107 290 3.815(.000)
Functional | 455 | 53 106 1.926(.055)
Value
Social 030 | 035 047 848(397)
Value
Rarity 156 | 047 202 3.329(.001)
Value
Emotional | 3,0 | eg 365 6.101(.000)
Value
R?= 281, Adjusted R?=.269, F=24.496, Sig F=.000

3.4 Relationship between Advertising Acceptance
Attitude and Purchase Intention

& AolA ARE T HA Fua8EE FOiew
of A(+)9] 2 A AHolok'& AFsh] Hsto F1
28 H=(Freo], FRAE, FHMIA)E SRHaR
TFuie=E  FEWLE St ORee] A (multiple
regression analysis)g AlAlstgiCt

<It 8>at o] ol YEA Aut SJ Y9 FoJ4pEo] F
4=12.5513 UE1L iR d¥=ls UEle R?
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= 0.1300.2 YRt} E3 21 $9)(t=3.663, p=.000),
A EAIZ](t=2.500, p=.013), EARIQIX|(t=3.045, p=.003)
w7l pojolso] Sol4E 055 JjEoR EAHoR
293t 2FAN JFL AL Q= o Hefsigy,
JPdHA. F148 e ol el 3L )
A olct oA Fusol, AuAll, BRI WA 2
5 Jojelzo] (o] FFE ORI XX T Yo, 7
ololso] e uxE YUN gge Fueo|
-.239), BAAIR|(B=.181). HRAIZ(B= 16302 &L
T2 FE A02 Yer,

o)

of

Table 8. Regression analysis of relationships between
Advertising Acceptance Attitude and Purchase Intention

UnStandardized Standardized

F;Zsr?:gfeh Coefficients Coefficients TE;?IL;e
B SE B g

8.632

(Constant) 2.193 254 (.000)

Advertising 3.663

Favors 167 .046 239 (.000)

Information 2.500

Trust 135 .054 163 (013)

Nagative 3.045

Cognition 157 .051 181 (.003)
R?= 130, Adjusted R?=.120, F=12.551, Sig. F=.000

V. Conclusion

# 7ol SRe MZAG CXEAE °
2 MBTI 44850l G2 AsPh, ¥1 48e)=0} 7
ool =2te] WS mlelst o BRSSOtk £ A7
A0 Qo thgat 2o,

A, MBTI ‘3293891 A24-A1T(ST), 22}-275(SF)
AJ2-AFT(NT), A12-Z273(NFJol) T2 Al7bal zfolr}
Qe 702 Ueh, A7 7k 12 712wl

S, 99t U MBTI 2720 2743t B4
Efzol Bt B4 A £ Afol7} gl HO2 Ueht o
F7H 2= 712 ict

A, Au)7bRlo} ofel = Zhe] A B Ak o)
o= 8915 AAA sxIe} 2R 7R7E Polelso] §
AMOR goIgt 2F0IN BFL Rl AO2 LR
@771 30| 3-33} 3-47} Al

WA, Y148 Eleot ool = 2o B ARk
59), HBAIE, RPHIA S| Qlo] Fujel o] 3
A QP UAT Y o2 LR} a9be 4 2
Aol

J

41 oz K

% o il o
Q31 59 54 el o m) MBTIZARY o] 4|

o L.

AH7IR| e} o] w1te] HAA A ZIR|9F £
A 7HRPPE Fjeeo] dEFE UlRle 2 A7) Auks A
JATON29] 59 A7Auto] sl AX|EHH, Fupg
Bl Fujo= o] #A Aute ool FHAI,
BARRRIA] 59 aclo] pufol=o] 37A T vlAl
+ & 979 Aut= MPAH30]31] 9 AAutol
oJafl AR

MZAIHS] S A(flex)aH]|QF 48] E St 7H919] 71A]
Wolut Aldg Hojre AHPREE 9ulsh= oldokx
(meaning out)59] ABJEHEE & A9

of AA 7HA7} ool zo] FRAel

o] ohgt AR W A9 AL =olE
=

oL} AulAE A7fsle 28

+H File MZAHY] A= A=stet 99
= 0oL & 4 Qlth

© AolA MZAHS] ORI AlE 2H[E SHo=
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1 ZRIEE 2 A 480t ooty 489 4
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