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[Abstract]

This study aims to empirically analyze the influence of well-being on small luxuries and motivation
among the MZ generation. Data collected for this study were analyzed using PASW 18.0, employing
reliability, frequency, descriptive statistics, independent samples t-test, one-way ANOVA, correlation and
multiple regression analysis. The results of the study were as follows. First, small luxuries were found
to be relatively high, self-comfort and show-off were at moderate levels, whereas self-reward was at a
level above moderate. Second, significant differences in small luxury and motivation were identified
according to gender, age, monthly average allowance, purchase number and purchase cost. Third, Small
luxury and show-off increased more with life satisfaction, positive and negative affect, self-comfort
increased more with life satisfaction, positive affect, and less negative affect, and self-reward increased
more with life satisfaction and negative affect. Fourth, the variable most related to small luxury and
motivation was found to be well-being. In the future, research should be conducted that takes into

account various variables related to small luxury from various angles.
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I. Introduction
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II. Theoretical Background

1. Small Luxury and Motivation
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A o2 Qlsf o} 52 Hol aujat AjAlo] 24
2 WL QY UES EPstuat sk 54 AEolt
MUIAE SO dis 2HdsH AHlE ke ds= Qulst
T}, Lee & Cha(2020)= 7AA|A oz ZHdst 4 9l
YE YA} Artng ojcL FAe A

sietn 13 fFES 571 Sol gEel T
e35°lH(3], ol%2 Sung(2016, 2017)°] Aol A
AMEBA 48] A(selective anti-consumption) %, Tf
ofF 2713 U B0 O RIS
EHo| A ARSI 5-6].

U 57000 it A5 AmE
}7‘<H =7]2 Rp7]9Jot, AP |HA} Bokzt g_g o}
A-L(Ahn et al, 2016), B4, = W AEL
AP £o02 e d4Yoo, 2008), A7|HAL
ﬂgq nJ_Q_ jTo} /\Egﬂ/\ 7]—/\ =
AB 5% 2ol /IRl e sl
AL(Mick & Demoss,
1990; Olshavsky & Lee, 1993, Faure & Mick, 1993)%
o] QltH8-12].

o8 Majojs AtgE AHul ZER o2 AFe )R]
2Q 5717} AI9IGE AR, B 5 MR Aol
S ¢ 4 Uk APt 2228 dRalET ARaE
o=2H uhgo] Holg Ftchke= Zlojal, APIEA 79l
5 2} 97 5 SAHCR AIAFE ol o}
ABto 2 I oHE ARl Al Se mojzel:
A 5712 gl 2 4 olrk matA B Aol
A2 AR 5715 APIISE AP IEAY, MR Lol A
Hy A} g

STk >
to Mz it >

>

=

2. Well-being
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Suh & Koo(2011), Av]EA|Qt 4F

% AEs e
9] PES J13t Sung(2016)t Choi & Park(2017)9]
Aol o) WS Aol A%, Aol i 3 7
At AR P B ldoz ua Qg3
5, 4], 0] WEE AP Aol Jjln, WAA, A4 A
A Soolilo) B S Yelol, ek ye oo} %

og 7]—7<5}9i_,1 7(1}47(4 ogi_ __LKUH 71—7(14 HKUQ‘ 71:1
Hjog 4%6}04 BE0] Y g AmHEQIT
ng(2016)9] A2t MEHR Av|AA|/gTFo]
i%#% é.H TSI HOMX]AL, SR FAM e 7P
‘l BAR JME S
stdtH5). ¥ Choi &
Park(2017)9] A= Ao] UEE TV} =242 Ao
. \:17(17(4 71—7(10 7(471] bm/\%

o o1=2T oa 1 27T
ANRRIHES Bo] Sl 202 Uehd, 3K 207,
IR Y. A U 202 AuEAYSO] YL
O3S SECHAL mRid 2 AmoliE J1E MaeTe)
SUsA Ho) B, Ao ot A WP 2R
WS Mol WBole} RSt 0|5 AT} AL ARG

III. Research Problems and Methods

1. Research Problems
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2. Related Methods

2.1 Survey Methods and Data Gathering
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2.2 Research Tool
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Table 1. Reliability of Scales

Category Items | Cronbach's a
Small luxury 4 735
Self-comfort 2 807
Motivation Self-reward 3 .730
Show-off 3 790
Life satisfaction 3 830
Well-being Positive affect 3 899
Negative affect 3 807

2.3 Analysis Methods
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2.4 General Characteristics of Subjects

MZAItiE9] QYA 5492 <Table 2>0f AA=]of Sl
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2 Jhxog 0449 Hlgo] =2 Holqlth APt+= 20
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o Awolw, 509 £} 156%(40.
o, th30] 30~508+ o|strt 130%(3 3%) 209 o]s
647H(16.4%), 20~3091d o]aF 409(10.3%)2] <o]9ict.

A2 ARleH BRIE AlEC] o $4E e 5.58)
ojt}, Pt 23] o|sP7} 128%5(29.0%) .2 7P WAL,
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Table 2. General Characteristics of Subjects

Characteristics N %
male 92 20.7
Gender female 352 79.3
total 444 100.0
10's 144 324
Age 20’s 284 64.0
(m=21.3) 30's 16 3.6
total 444 100.0
below high school 96 215
Education over college 350 78.5

student

total 446 100.0
Average below 200,000 64 16.4
monthly 200,000-300,000 40 10.3
allowance 300,000-500,000 130 333
(m=49.1) over 500,000 156 40.0
total 390 100.0
Average below 2 128 29.0
monthly goods 3-4 116 26.2
purchases 5-6 88 19.9
number over 7 110 24.9
(m=5.5) total 442 100.0
Average below 80,000 112 253
monthly goods 80,000-160,000 120 271
purchase cost 160,000-300,000 136 30.8
(m=23.1) over 300,000 74 16.7
total 442 100.0

* Total differs due to missing values.

IV. Research Results

1. Level of Small Luxury and Motivation
Related Variables
7S] 22 ALK 9 $71eh g wWase) o
YRRl 3¢ <Table 3>0f AAIEo] Qct. AF2 AFX]9]
BRe 15752 BERCH ofF B Uehith Ahe A
57] % AP19Icte] W 6.37, AR B 1076,
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Table 3. Level of Variables

Category m SD

Small luxury 15.75 2.70
Self-comfort 6.37 2.01

Motivation Self-reward 10.76 2.33
Show-off 8.82 3.00

Life satisfaction 11.51 2.19

Well-being Positive affect 11.25 2.30
Negative affect 9.05 2.89

2. General Variables of Small Luxury and Motivation
ZNHES QU S0 4E A2 AR R B71E
§h AThe <Table 459 2} AHe AR é% E
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Table 4. General Variables on the related variables
Small lux Small luxury motivation
all tuxdry Self-comfort Self-reward Show-off
m scheffe m scheffe m scheffe m scheffe
male 15.50 6.80 10.76 8.26
Gender female 15.79 6.24 10.74 8.93
t 920 -2.329" -.041 1.931
10's 15.53 5.99 b 10.89 7.99 a
Age 20's 15.94 6.69 b 10.77 9.23 b
g 30's 14.75 438 a 9.63 9.50 ab
F 2.276 13.700™ 2.120 8.995""
below high 15.63 6.06 1.1 8.31
school
Education over college 15.78 6.46 1067 8.9
student
t - 507 -1.638 1.623 -1.879
below 200,000 15.53 ab 6.13 11.00 7.66 a
Monthly | 200,000-300,000 16.20 ab 5.90 11.05 9.05 b
average | 300,000-500,000 15.06 a 6.48 10.45 8.49 ab
allowance over 500,000 16.17 b 6.40 10.95 9.18 b
F 4.566™ 1.027 1511 4376™
Average below 2 14.97 a 6.69 10.22 a 8.22
monthly 3-4 15.66 a 624 10.72 ab 9.17
goods 5-6 15.73 a 6.11 10.77 ab 8.80
purchases over 7 16.76 b 6.36 11.39 b 9.00
number F 9.407™" 1.560 5.089™ 2415
Average below 80,000 14.96 a 6.27 10.41 a 7.86 a
monthly 80,000-160,000 15.52 a 6.43 10.68 ab 8.35 ab
goods 160,000-300,000 16.22 b 6.62 10.75 ab 9.21 bc
purchase over 300,000 16.43 b 6.00 11.38 b 10.08 c
cost F 6.746™" 1523 2.663" 10.739™
'p<.05 Tp<.01 “p<.001
HE AR B] A4 AVINUOINE g M RISt BUE U ool poodl 4o
p<.05 fF0=, APOA p<.00l £FC=Z oJuifls AF & QJuiQle Afolg B, 1 9 S4oA= o]zt ¢l
oI BN 7 o) A= AolF Hol YAt Kk el 506k} 207 gl go i 43
AEOM = o e T} S AT APIC 4ol B = o] =0, 1007 7MY R ZoE UETH ALRES
< Aoz Yepdy, AGolA= 2007 7P =9 o oA 10det 200y ot AtolE Wity dEd &+
So] 10tf, 30che] 20 etk AEASOIME 10 olx: 502k Ajel AT} 20~302H) zau $02
el 30ch, 20chel 30ch Zroflst Afolg wCk 4] 3ol BT, thgol 30-502H ojst, 202 of

AR = A2 A9} R L8 ool
A p<05 aE0R, EFet ) SlpoflA p0l »E2
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1S 23} 29 olst At 79 olg]l AT toflek A
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o 21 AT} AR ol 7P =L He
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3. Correlation of Well-being, Small Luxury and

Motivation
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Table 5. Results of the Correlation Analysis

Small luxury Small luxury motivation
Self-comfort Self-reward Show-off
Life satisfaction 255" 315" 219" 166™"
Well-being Positive affect 220" 4797 082 46
Negative affect 272" - 447 201" 232"
“p<.01 p<.001
Table 6. Results of the Regression Analysis
Sl sy Small luxury motivation
Self-comfort Self-reward Show-off
B 6 B 6 B 6 B 6
Gender(1=female) -.208 -.032 -.378 -.073 -074 -013 .200 027
Age -125 -.190™ -017 -.033 -.065 -116 083 14
Education 528 229" 073 .040 128 .065 089 035
Average monthly allowance .004 .083 .001 .015 .005 104 .000 -.008
Average monthly goods 065 120 | -003 - 007 055 13| -015 - 025
purchases number
Average monthly goods purchase cost .003 027 -.005 -.054 004 .040 021 175"
Life satisfaction .208 168 -.053 -.055 264 250" 208 1517
Well-being Positive affect 253 2117 335 357" -.029 -.029 222 166™
Negative affect 367 395" -.243 -334"" 202 255" 302 292"
F 16847 20.728™" 8.013™" 10.066™"
R? 272 315 151 182
Adjusted R? 256 .300 133 164
Durbin-Watson 1.850 1.706 1.762 2.009
'p<.05 Tp<.01 p<.001
< ARl A9 SHEE(r=.255, p<.001), SAA 4 Adbe <Table 6>ﬂ} 2ot BUEls Haso] SRR

(r=.220, p<.001), ¥4A 74 (r=.272, p<.001)2} 2% oF

S < AR 1080 21, VIF: 1080 Aof tE-g4d/dof
o] AFHAS BT} =, A0 U}—r—£7} o2 2K = FAPF AACH Durbm—Watson W ESH 20 A5t
A PRI BAR 7HRo] =g xR A7} O wolx] S HAY] BFof Agsigitt. WA A2 AMA|of| DAl
=702 uept TE wAR 2 AY(B=-.190, p<0l) FAOR, ¥
REo AWK Z7] & AP|9JoRe Ato] mEEm (=315  Sd4(B=.229, p<.001), A2 A}Kl@r A" Alge €49
p<.001), 2RA 7H8(r=.479, p<.001)zH= oo A}L}L};ﬂ o —TLUH 3122(3=.120, p<.05), 49] si& = AMo] = (B
2 BAR 7(r=-.447, p<00l)TH= go] Ame =168, p<.0l). &l thet 5784 478(B=.211, p<.001) &
HoIrh = o] nhETyl =7 IAA 710 3%4% B (B=.395, p<.001)ollA= FR oz Qolst H&F
S DA ol Meas Ab|gete] AEst gopr] = UIALL QIGH. AR0] REas, gt wa S,
L 7oz Uepdth xP|BALS Ato] OEEL(r=, 219 A2 ARRIE W AE0] ¥t U St Ueh R,
p<.001), BRA 7H(r=201, p<.001)a} o] AlaAle 2ol &9 WEREV =0, A W RN Aol &
Bt & Ako] UHEEol BAA 71o] g as X}ﬂi 71EE A2 AR Eol ot 2 4 len of

S slele o] xoxle Aoz Uepgoh ajoly A 28-S 27.2%01H.
= 49| GHEE(r=166, p<.001), AR ZA(r=146, A AR §71 F WA Al nRle 9gEe 2
p<.01), BAA 78 (r=.232, p<.001)7} 2% ofo] Almtmt  Algh A} Afof Tish 378A 7J(B=.357, p<.001) A
AS Bk &, A9 BEwI) o4 A At o=, SR FA(B=-.334, p<.001)> FAo= RoJgt
VPR o] BT 284= ] Aol § EofRle 2 IT= XL ACE Aol ot SAH A0l =24
o7 et =, 2213 o]l it B8R Aol F3as APIYtE
shds &717F moMklthl & 4 Qloun], slyAle] Hye

4. Regression Analysis between Variables S 31.5%0]|ck

MZAITIEQ] AR ARR] B 5719F #dd Haso] 4o AP|EA ojXle dd=ls At 2y Ak AWQ}
tiAQl FFHFE Loty] ol UESHEAE MAIRE  HAE AlEo ¥ 1o 315(B=.113, p<.05), 49 Tt
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ARRIeE HRAE AIEY ¥ FUiad(B=.175, p<.0l),  Eol A4 § FUkle Ao2 e AR
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