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<Abstract>

This study aims to recognize cognition of credit card and shopping value in contemporary society, cognition of credit card
and shopping value according to types of consumption orientation, and factors that influence cognition of credit card and
shopping value, and ultimately provide a foundation for establishing proper shopping value.

A total of 453 women and men residing in Seoul have been set as research object in order to achieve the purpose of the
study. The data was analyzed by Cronbach’ alpha, frequencies, percentile, mean, factor analysis, K-mean cluster analysis, t-test,
ANOVA and Duncan’s multiple range test, multiple linear regression. All analysis progress was done by spsswin12.0 statistics
program.

A summary of this research goes as follows: First, categorization of consumption orientation lead to two clusters of rational
and symbolic & conspicuity consumption patterns and cognition of credit card was categorized into positive and negative
cognition and shopping value was categorized into hedonic shopping value, utilitarian shopping value and time-save shopping
value. Second, rational shoppers had high utilitarian shopping values and symbolic & conspicuity shoppers had high both
hedonic shopping values and utilitarian shopping values. Third, the most influential factor in hedonic shopping value and
utilitarian was consumption orientation. In conclusion, this research has showed that cognition of credit card and shopping
value according to types of consumption orientation patterns varied, and that consumption orientation was an influential factor

on cognition of credit card and shopping value.
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. No. of Forms of e
variables contents . reliability
questions measurement
cognition of credit  Edited and supplement the researches of Xiao et al.(1995), 10 Likert 5 point 60
card Hayhoe et al.(1997), Injoo Seo (2009) criterion ’
. Edited and supplement the researches of Babin et al.(1994)<} Likert 5 point
shopping value Jeonghee Seo(2004) 2 criterion 72
consumption Edited and supplement the researches of Dongho Kim(199), 20 Likert 5 point 63
orientation Hyowon Park(2004), Yiju Kang * Jabin Shin(2006) criterion ’
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2 3007HI el 97} 57% Ao 5007Hd 0491 = e 3EHEI~ T ALt 770 FF3S tdoR
13%u A ATV A A A FaT 22H 2dRAS AASTH<Table 3> FF),
Table 2. General Characteristics of Respondents (N=453)
items frequency/(%)
ender men 219(48.3)
& women 24(51.7)
20s 124(27.5)
30s 123(27.3)
age 40s 100(22.2)
50s 59(13.1)
more than 60s 45(10.0)
marital status married 346(76.4)
single 107(23.6)
less two million won 129(28.5)
tow million-less three million won 128(28.5)
monthly income three million-less four million won 89(19.6)
four million- less five million won 47(10.4)
more than five million won 59(13.0)
stagel: pre-marital independent stage 110(24.3)
stage2: family formation stage 61(13.5)
life cvele stage3: infant child stage 68(15.0)
Y stage4: toddler child stage 63(13.9)
stageb: adolescent child stage 62(13.7)
stage6: adult child and elderly stage 89(19.6)
Table 3. Factor Structure of the Cognition of Credit Card
. factor eigen- Dispersion e
questions loading value ratio(%) reliabili-ty
I think that use of credit card is not wise 80
factor 1 I do not want to use my credit card.. 78
negative Because we use a credit card, debt increases. 74 3.53 50.35 83
cognition  If you use a lot of credit card, then debt will increase eventually. 73
If you use a credit card, then must pay a fee .65
factor 2 , . .
positive It's nice to have a crec.ht card 64 116 1659 P
. I prefer to use a credit card 62
cognition
total dispersion ratio(%) 66.94
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16.6%°] A WS Yepislon, Ag7k=e] Ao tiet 22 273 £ E 2717l tE T3E2A
Aoz YA Aoz WRH o &R E BHSGon HRNEe 402%% 71
AIE Q14e] TS ol ATHe <Table 459 2 RE FES RS 2902k 185%9] AFwFo R 7
o 2 A871=0] 0@ A4 FAANA0l H ¥ Ao YHoz oate] 23 2L PSR B BY5e)
2 et %02 48 &R 3RSt A WA aae
g g 7Pk Aol dE AEehe 2dEEA AR
2) £9719) 8974 2 QA 3P Aobs 297432 WHsgon dBvse 103%4t
33719 T alls Bs)7] sl HE s o g 7HA o] dnby Bgs dohd d¥h= <Table 6>
galo] ololAzi] 100149 29 FEeHE RARNS 2Tk 27 G919 F A Aok £ B
AT A5 Aol ARRE o T AR L Fol 7P wer, 48 WU, YA agvA
EF 20705 8QAFA Al 27 o)de] ME thE 8]l o2 el duilee vt Ao s £3e & e Ak
Table 4. General Trend in Cognition of Credit Card
cognition of credit card mean standard error
negative cognition 274 85
positive cognition 3.57 87
Table 5. Factor Structure of the Shopping Value
. factor eigen-  dispersio .. ..
questions loading ~ value n ratio(%) reliability
I feel excitement when choosing items to buy when shopping. 85
Shopping is an escape from reality for me. 84
factorl L Y
hedonic Shopping is not a must-do, it is a want-to-do. 84
shoppin When shopping, 1 enjoy browsing through interesting new items. 82 523 4021 92
flﬁe 51 enjoy shopping more rather than buying products. 81
v Shopping is the most interesting activity for me. 79
I forget all my problems and worries when I am shopping. 78
factor2 I only buy items that I have planned to buy when shopping. 85
utilitarian I only buy products that I really need. 81 240 1848 0
shopping I always keep the expenses under my budget. 78 ) ’ ’
value  Since I am considerate in buying products, I do not feel regret after shopping. 72
factor3
time saving I select a store to multi-stores because I cumbersome to go to different stores. 88
. . . 1.34 10.28 .69
shopping I have to save time, I will use the nearest store. 83
value
total dispersion ratio(%) 68.98
Table 6. General Trend in Shopping Value
shopping value mean standard error
hedonic shopping value 270 91
utilitarian shopping value 295 46
time saving shopping value 341 86
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Table 7. Factor Structure of the Consumption Orientation

7%= JERstH

2H kY] dubA AERS AvE AR <Table 8>% 2
o} )3 2nAdke] Wi 351(55) 2 7P E3kom, 2|94
A 8Hm=2.84, sd=.87), TA1AHIATHmM=2.72, sd=.60)-O-F

Yent aulAse] geAsndael £og

questions

factor  eigen- dls.per- reliabili
loading  value sion ty
ratio(%)

I tend to plan for shopping before buying anything. 77
I carefully use my items, even though they are not expensive. .66
I make a shopping list before buying things. 65
factor 1 o - .
rational I always consider if I can afford certain items before buying. .04
. I tend to compare different stores before purchasing an item. 63 436 2422 81
consum-ption .
orientation I usually do not buy items that I do not need. 61
I try to use the items I already have rather than to buy new things. .60
I usually do not go over my income when shopping. .56
I usually go shopping when there is a sale going on. 54
I tend to have the sudden urge to buy new items that I have not seen before. 71
I am always interested in unique, eye-catching items and want to buy them. 70
factor 2 I do not buy items that it is not best. .66
. I tend to use items from well-known brands, although their products can be .63
conspicuous .
consum-ption expensive. 3.06 17.00 .76
. . I look carefully around the person wearing clothes. 49
orientat-ion .
I usually spend money for now rather than save it for later. 49

I buy products that I like, even though I haven’t previously planned on going .42

shopping.

factor 3
status- based

I think what people own can be an important indicator of someone’s social .81

consum-ption background. 125 6.96 76
SUBVPUON 1 hink consumption can be a standard of guessing one’s social status. 79
orientat-ion
total dispersion ratio(%) 4818
Table 8. General Trend in Consumption Orientation
consumption orientation mean standard error
rational consumption orientation 351 .55
conspicuous consumption orientation 272 .60
status- based consumption orientation 284 87
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Table 9. Cluster Analysis of Consumption Orientation (N=446)
_ group 2(N=204)
cluster . group 1(1\,1 242), . conspicuous & status- based F-value
rational consumption orientation . . .
consumption orientation
consumption rational 3.36 2.99 481*
Oﬂentazon conspicuous 243 3.07 171.60%
status-based 222 3.59 681.29**
*p < .05, **p < 001
Table 10. Cognition of Credit Card by General Characteristics and Consumption Orientation Type
cognition of credit card
positive cognition negative cognition
m(sd) t/ F Dun. m(sd) t/F Dun.
gender
men 3.54(.91) -.62 2.71(.87) -.67
women 3.59(.82) 2.77(.83)
age
20s 3.33(.95) b 2.84(.90)
30s 3.55(.88) » ab 2.80(.88)
40s 3.70(.85) 401 a 2.66(.85) 133
50s 3.72(.72) 2.68(.76)
more than 60s 3.80(.70) 2.56(.76)
marital status
married 3.54(91) -.62 2.71(.87) -.67
single 3.59(.82) 2.77(.83)
monthly income
less tow million won 3.38(.95) c 2.94(.86) ab
tow million-less three million won 3.52(.83) 355+ be 2.74(.89) 3,05+ ab
three million-less four million won 3.66(.87) ’ abc 2.67(.79) ’ b
four million- less five million won 3.85(.83) a 2.59(.91) b
more than five million won 3.74(.73) ab 2.55(.73)
life-cycle
stagel: pre-marital independent stage 3.46(92) b 2.75(.87)
stage2: family formation stage 3.65(.84) ab 2.73(.90)
stage3: infant child stage 3.35(.94) 2.51* b 2.90(.85) 149
stage4: toddler child stage 3.59(.86) ab 2.88(.92)
stageb: adolescent child stage 3.59(.77) ab 2.59(.77)
stage6: adult child and elderly stage 3.80(.80) a 2.63(.79)
consumption orientation type
rational consumption orientation group 3.49(91) -2.19* 2.73(.86) -39
conspicuous & status- based consumption orientation group 3.67(.81) 2.77(.84)

In the Duncan test results, mean were higher in the order listed in alphabetical order.

*p < .05, ®p < .01
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Table 11. Shopping Value by General Characteristics and Consumption Orientation Type

shopping vaule

Hedonic shopping value Utilitarian shopping value  Time saving shopping value
m(sd) t/ F Dun m(sd) t/F Dun m(sd) t/F Dun

gender
men 241(81)  -6.83*** 2.93(.46) -97 3.43(.83) 33
women 2.97(.93) 2.97(.46) 3.40(.89)
age
20s 2.92(91) a 3.00(.48) 3.27(.99) b
30s 2.80(.88) w ab 2.93(.47) 3.37(.80) ., ab
40s 2.58(.90) 346 b 2.94(41) 7 3.64(.69) 273 a
50s 2.57(.92) b 2.96(.48) 3.38(.83) ab
more than 60s 2.46(.84) b 2.88(.48) 3.47(.85) ab
marital status
married 2.64(89) 267 2.94(.46) -82 3.47(.81) 242*
single 2.91(.96) 2.98(.46) 3.24(.99)
monthly income
less tow million won 2.96(.96) a 2.99(47) 3.28(.97)
tow million-less three million won 2.60(.90) 3 60 b 2.87(47) 167 3.38(.90) 141
three million-less four million won 2.61(.91) ’ b 2.97(.47) ’ 3.52(.70) ’
four million- less five million won 2.56(.78) b 2.94(.40) 3.53(.74)
more than five million won 2.63(.82) b 3.03(.45) 3.48(.81)
life-cycle
stagel: pre-marital independent stage 2.97(.87) a 3.00(.46) 3.20(.94) c
stage2: family formation stage 2.61(.95) b 2.90(.46) 3.39(.95) abc
stage3: infant child stage 2.80(.78) 3.00* ab 3.00(.45) o4 3.33(.77) 271*  bc
stage4: toddler child stage 2.62(.98) b 3.00(.52) 3.66(.76) a
stageb: adolescent child stage 2.56(.98) b 2.93(.40) 3.53(.86) ab
stage6: adult child and elderly stage 2.55(.98) b 2.91(48) 3.48(.79) ab
consumption orientation type
rational consumption orientation group 247(85) 611+ 274(39) 11564+ 3.46(.85) 104
conspicuous & status- based consumption  2.98(.89) ’ 3.19(42) ’ 3.36(.88) ’

orientation group

In the Duncan test results, mean were higher in the order listed in alphabetical order.
*p < .05, ¥p < .01, **p < 001
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Table 12. The Influential Variables on Cognition of Credit Card
cognition of credit card
positive cognition negative cognition
1 step 2 step 1 step 2 step
b B b B b B b B
gender”
men(ref.) - - - - - - - -
women 12 .07 13 08 .05 .03 .06 .04
age 11 17 12 .18* -03 -.04 -01 -02
marital status”
married(ref.) - - - - - - - -
single -31 -15 -30 -14 -13 -07 -11 -06
monthly income .10 15% .10 16 10 -16** -11 =17
life cycle?
stagel(ref.) - - - - - - - -
stage2 -11 -.04 -06 -.02 -.04 -.02 -.05 -02
stage3 -41 -17* -39 -16 14 .06 13 .06
stage4 -38 -15 -35 -14 23 .09 21 .09
stageb -47 -19* -45 -18* -.02 -01 -.05 -02
stage6 -31 -14 -26 -12 -07 -03 -13 -06
consumption orientation typed)
rational consumption orientation group (ref.) - - - -
conspicuous & status-based consumption orientation group 25 14 -01 -01
constant 3.19%** 3.01 % 3.07%** 3.05%**
F3k 3.64*** 4.24%% 2.26* 2.09*
Adj. R? 07 09 04 05
R® Change 02 01

a), b), ¢), d) : dummy variable treatment
*p < .05, ¥p < .01, **p < 001
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Table 13. The Influential Variables on Shopping Value

shopping value

hedonic shopping value

utilitarian shopping value

time saving shopping value

1 step 2 step

1 step 2 step

1 step 2 step

b B b B

b B b B

b B b B

gender”

men(ref.) - - - - - - - - - - - -

women 55 30" 57 31%* 05 05 .07 07 -01 -01 -01 -01
age -07  -10 -03 -05 -0 -09 .00 00 -04 -06 -05 -08
marital status” i

married(ref.) - - 9 - - - - - - - - -

single =27 -12 ’ -10  -04 -03 .00 00 -02 -01 -02 -01
monthly 07 N SRS S S < S S N < S B
life cycle”

stagel(ref.) - - - - - - - - - - - -

stage2 -38  -14 -2 -10 -12 -09 -02 -02 15 .06 13 05

stage3 -19 -08 -16 -06 -02 -02 .02 0 .09 .04 .09 04

staged -37  -14 -3 -13  -07 -06 -04 -03 46 18* 46 18*

stage5 -43 le*  -40 -15*  -08 -06 -03 -02 .36 14 33 13

stage6 -38 -16 -3 -16 -06 -05 -20 -02 .39 18 40 18
consumption orientation typed)

rational consumption orientation group (ref.) - - - - - -

conspicuous & status-based 48 260 45 487 -07  -04

consumption orientation group

constant 3.04%+* 2,637 3.03%+* 2,65 3.30% 3.37%*
F3k 731 % 10.80 %+ 83 13.73 %+ 212* 2.04*
Adj. R 13 20 .02 24 .04 .03
R® Change 07 2 -01

a), b), ¢), d) : dummy variable treatment
*p < .05, ¥p < .01, **p < 001
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