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Determinants of Media Influence on College Students' Housing Expectations

Lee, Hyun-Jeong*
Dept. of Housing & Interior Design, Chungbuk National University

Abstract

The purpose of this study was to examine media influence on college students' thoughts and explore determinants
of the media influence. Between September 7, 2013, and September 12, 2013, a questionnaire survey was administered
to students at university-A and total 328 useable responses were collected. Findings are as follows: (1) Houses in
TV drama had a strong influence on college students' future housing preferences but had a relatively weak influence
on housing satisfaction and concrete housing expectations; (2) students perceived that houses in TV dramas did not
reflect reality well; (3) females and/or relatively younger respondents tended to perceive a stronger influence of media
on their thoughts and expectation on housing; (4) respondents who had a stronger desire to imitate lifestyle of TV
drama characters and a stronger perception that houses in TV drama reflected reality well, and the respondents whose
consumption preferences were more easily influenced by media were found to perceive media influence on their housing
expectation stronger; and (5) to see regression analysis results, a linear combination of desire to imitate lifestyle of
TV drama characters, perception of reality reflection of houses in TV dramas, gender, perceived media influences
on clothes and accessories, and electronics preferences was found to be able to explain 46.4% of variance in media
influence on housing expectations.
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(Table 1) Overview of respondents

Characteristic n Valid %

Gender

Male 171 52.1

Female 157 47.9

TOTAL 328 100.0
Academic level

Freshman 150 45.7

Sophomore 65 19.8

Junior 84 25.6

Senior 29 8.8

TOTAL 328 100.0
Parents' monthly income (KRW)A

Less than 3,000,000 114 353

3,000,000~ 3,999,999 91 28.2

4,000,000 or more 118 36.5

TOTAL 323 100.0
Parents' tenure type

Own 252 78.5

Rent 69 21.5

TOTAL 321 100.0
Note. Sum of valid percentage within each characteristic may not be 100 due to rounding.
A KRW = Korean Won

(Table 2) Influence of media on product preferences
Item n Mean® SD

My preferences on clothes and accessories are strongly influenced by mass media. 328 4.09, 1.377
My preferences on electronics are strongly influenced by mass media. 328 3.99, 1.472
My preferences on automobiles are strongly influenced by mass media 328 3.54 1.504
My housing preferences are strongly influenced by mass media. 328 3.44, 1.503
My preferences on foods are strongly influenced by mass media. 328 3.07. 1.503

A1 (Strongly disagree) ~ 6 (Strongly agree). Subscripts next to represent homogeneous subsets using a series of paired-sample #-tests (p<.001).
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(Table 3) Most influential media

Media n Valid %
Internet 173 52.9
TV 121 37.0
Movie 12 3.7
Magazine 8 24
Flyer 7 2.1
Radio 1 1.5
Other 5 3
TOTAL 327 100.0

Note. Sum of valid percentage is not 100 due to rounding.
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(Table 4) Perceived influence of houses in TV drama on thoughts and expectation for housing

Item n Mean” SD
When I find a house in a TV drama catching my eyes, | often think that I 328 4.45 1.303
would like to live in it.
When I find a nice house in a TV drama catching my eyes, I often expect to 328 4.12 1.414
have a nice house like it in the future.
When watching TV dramas, I often think about my future house. 328 3.99 1412
I often compare my house with houses in TV dramas. 328 3.05 1.458
My thoughts on housing are often changed to see houses in TV dramas. 328 3.02 1.325
When I see a TV drama character with similar age of mine, I often think that 328 2.84 1.276

I may be able to live in a house that has a similar quality of the character's.

A1 (Strongly disagree) ~ 6 (Strongly agree)
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(Table 5) Independent-sample t-tests: Gender and perceived influence of media on thoughts and

expectation for housing

t-test
I Mean™
tem n ean ; o »
When I find a house in a TV drama catching my eyes, I
often think that I would like to live in it.
Male 171 4.05
Female 157 4.88 6041 326 000
When I find a nice house in a TV drama catching my
eyes, I often expect to have a nice house like it in
the future.
Male 171 3.83
Female 157 4.45 028326000
When watching TV dramas, I often think about my
future house.
Male 171 3.59
Female 157 4.42 5554 326 000
I often compare my house with houses in TV dramas.
Male 171 2.73 4306 06 000
Female 157 3.40 o '
My thoughts on housing are often changed to see houses
in TV dramas.
Male 171 2.85
Female 157 3.20 2363 326 019

Note. Only items that showed significant gender differences were presented.

1 (Strongly disagree) ~ 6 (Strongly agree)

Joloh gelat 82 ARBAZ BT, U= TV =
eujol vl lairfe] Felzo] Uhow 1 Al w2
B szel Aol 4 5 e A L Aol SE Fhe
wafol g o Ame oloh 4
A BYTKTable 6 F2). LokshE, ofd SEAP}
A gl vjslel, w3 Yol7h ofdl gRAUASTE F
Aol vjgt Azkst Foje] @A TV Eeje} & FAe)
Fae T A W Ao s A nah v
W, tol7h ol SHAZ} 282 TV Zejule] ulzat <
FQ1FS WH I AR} WsE e ol 2
5 9g A Aok FlY) SR Wl e, o] 24
% St g elsihy
Uo7} ofel SRR ulsa dule] TV S4el%
o] Agpo] o] Hele] F7] 4aHe Jlhgiha s|4ah
P olgr. eRAe] Shdo R s e o
& Aol ehtA shgkel.

TV Eep} & 377} e & vrgsa QA =

AL 7 vredslof grhka AZskeAel i A4
A 64 SolAE Hm(l: A3 134 ek, 6: v
A3k, TV Zefol ol 1o
g R ST 214w
34), TV Eejo} &l tho
The 9123722 AiHoz 3
el & FAe] 3

=4
]

Dol S o ot Je o

)
—
[r

A 33t

A

2
T

4. o|cjoizt F=AH  7|cho|
43 29l

olxl=

e

vltiols} tishge] S0l tiat Azkt Flchel )
Fage] 42 Aole] 2R 29le Tohur] Siste] TV

- 712 -



ojc|oi7t cHstdel =74 Jichol o|Xl= & +F 2F 29 7

ot & FAZE FA gk Az 7ol X o AuEgity O A Al wE folgk xfolvk ekt
FES 34 o7 W] WHoR AR = W tll, oxp7} EAtel] vlste] mjt]o]e] JEks T A vt
wLelzt F71 Zidiel mixl= Y& (Medialnfluence)’ Ao & YeERKTable 8 dx) oA 54 Asto} 5
= Askgnt. ‘Yo7t 7 7ol A= dFFE e Fe Bk delu shd, B A4S, B At
Z3to]l ARg-H 67l ¥H<=2] Cronbach’s alphat .8272 ©| o w2 njtjo] oJdke] xfol:= vhehbA| ke
67 Wl T o= Wt A ASHH 2.35]|2 alpha #kol Z% Wel Htoirt FA Zlthel] mlX= g
wola|7] el o] e BT Zgste] shte] Wl A FAC g v, nHo|r) AE, ofF B s}, A
= s Aol AHEE Zlo= Yehith A2 28 AR 7\}5?} Z}zke] e tol Xl g3, TV =2
Wy ozt FA 7ol mx= Y] 2 vl SARIE gho|Z el B, TV =kt & A
3.56(n=328, SD=.966)°]{t}. °J ?i*e Fodoll sk Q12 Atole] IAIE o=
SHke] ¥} o], dhd, B2 A5 i 300 XS o]gste] AmHgith I Ax, ‘witolr} A 7|
g @l mRk, 300-399%F ¢, 4005 9 o)), FEe] HA o nX= I dAA FA gk et TV =
FHAY, d3b) T ATAREEA 50l wt witlolrh  ghul & FAVE dAE whgelol stk Qe AlLs
F71 71 el miX= gl Afol7t U=A] S/-FERE T weA] 67 WA p<05 FFollA fFofgh Ko
A3 olH® A, dduiA] BAREA S AREste] BAIE EGrKTable 9). =, 44| As ol mt]oje]

:lo e

(Table 6) Bivariate correlation between respondent's age and perceived influence of media on
thoughts and expectation for housing

Item v p
When I find a house in a TV drama catching my eyes, 1 often think that I would like - 160 004
to live in it. ) )
When [ find a nice house in a TV drama catching my eyes, I often expect to have a nice 129 019
house like it in the future. ’ ’
When watching TV dramas, 1 often think about my future house. -114 .040
I often compare my house with houses in TV dramas. -.078 161
My thoughts on housing are often changed to see houses in TV dramas. -.022 .690
When I see a TV drama character with similar age of mine, I often think that I may be 116 035
able to live in a house that has a similar quality of the character's. ) ’
* Pearson correlation coefficients with respondent's age
(Table 7) Preception of reality reflection of houses in TV dramas
Item n Mean” SD
Houses in TV dramas reflect reality well. 328 2.34 1.049
Houses in TV dramas should reflect reality well. 328 3.72 1.480
A (Strongly disagree) ~ 6 (Strongly agree)
(Table 8) Independent sample t-test: Gender and media influence on housing expectation (Medialnfluence)
A t-test
Gender n Mean ; df »
Male 171 3.30
-5. 2 .
Female 157 3.88 5353 326 000

1 (Strongly disagree) ~ 6 (Strongly agree)
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(Table 9) Correlation with media influence on housing expectation (Medialnfluence)
Item »
Housing satisfaction” -.017 .643 327
Perceived influence of media on..."
Foods preference 313 .000 328
Clothes and accessories preference 372 .000 328
Electronics preference 244 .000 328
Automobile preference .106 .055 328
Desire to imitate lifestyle of TV drama characters® .620 .000 328
Houses in TV drama reflect reality well.” 253 .000 328
Houses in TV drama should reflect reality well.” .076 173 328
A Pearson correlation coefficients with ‘Medialnfluence’
5 (Very dissatisfied) ~ 6 (Very satisfied)
¢ A greater item score means a greater media influence perceived.
P (Strongly disagree) ~ 6 (Strongly agree)
(Table 10) Variables used in multiple regression analysis
Variable Description
Dependent Variable
Medialnfluence” Perceived influence of media on housing expectation (composite variable)
Independent variable
DrevaLE Female (dummy variable of gender)
PReLomEs™ Perceived media influence on clothes and accessories preferences
PRroops” Perceived media influence on food preferences
PRELECTRONICS Perceived media influence on electronics preferences
LifestyleA Desire to imitate lifestyle of TV drama characters
RealityBC Houses in TV drama reflect reality well.

A A greater item score means a greater influence of media perceived.

B 0 = male, 1 = female

€1 (Strongly disagree) ~ 6 (Strongly agree)
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(Table 11) Summary of regression models using a stepwise method
) 5 ANOVA
Step Variable newly added R R change 7
p
1 Lifestyle 384 384 203.497 .000
2 Reality 415 .031 115.330 .000
3 PRcLoTHES 439 .024 84.590 .000
4 DremaLe 456 .016 67.590 .000
5 PRroops 464 .008 55.707 .000

Note. Dependent variable was ‘Medialnfluence’ where a higher score indicates a greater media influence on housing expectation

perceived. Refer to <Table 10> for description of each variable.

(Table 12) Regression coefficients of the final stepwise regression model

Regression coefficient

Variable Unstandardized Standardized t p
(Constant) 1.037 6.048 .000
Lifestyle 343 491 10.716 .000
Reality 164 172 4.111 .000
PRcroTHES .084 115 2.410 .017
DremaLE 278 139 3.248 .001
PRroops .068 103 2.215 .027

Note. Dependent variable was 'Medialnfluence' where a higher score indicates a greater media influence on housing expectation
perceived. Refer to <Table 10> for description of each variable. R = 464, F = 55707, p = .000.



ul b oJekgol & Aow yepid 2l
(Lifestyle, Reality, DrpmaLe)HS ©]-83e] 5712¢] t&
3N AAIgE A, mljofrt thE AH] As o] v
e wAslaL, TV =2hal 54<1E gfo] e}

TV =ghn} & FA7F 948 2 vhadstaL
Jg)a JE(ehrte g o] Foizl Ay =§e
7 71dhel] m|Rl= ke wste] 43.5%%E
)= Ao 2 UeRdtHTable 13 %)

32

&0 —'_‘
-lN

2

1. 29 % A

£ AT 7180l F18 RopollA thFolAA] et
ntjoi7t ey el 710l thek Azt 7ol A= <
FET O 9FY s Ashs a9lE stk 2l
P} Fo A s goksbd vt 2ok

A, Aol ARt FH o2 vo]r} o] tjgtEoe]
Aol FAl thet e L A T8 F
7 T B2dsk7] Aol vite] & F719] J3S ¢ 4
A e o 7Fsde £ 5 Slvk 53] tistiee
TV =ejn} & F718 HuA A=l S gk 741
= 7l &A A thEE va gy g 5
of theh T3 el o & JFS e AR ye
St

A, geEel TV =kt & F7)9] @2
gk ¢12le EE’E, ol FAL3|EHA & =)
Hog AAl TV =epit & 7 dds & whadsia
914 % Bk Qs QIgten), TV el & F717)
AL WPEIS vk Qe o F o
depAl 2 3gHelAke ke A B 5 8l

A, B5 B S Fke] ritje7t thehg el —r7i

ZIdell wAe dFE FEe

7} s AY TV E}U} % F
Qlth= olalo] 73l SuixfelsE 1 o
FA tigt Az 7ldle] Fagell mjt]eiel
a7 e A 2 F Je FE o]
TV Zehh Al W57l e Akl ARo) B|Zo] B
W, TV =2ht Al Blsrh A4, TV =g} & 33
7 JAE FAASRE Ao E SHALFE F7] 7Y
o] Aol witjole] S o A =t 4 &

o
T HC}

j=2e]

obgel AT Astg A F AbA W R A8 5
Qe Boltk. WA, TV Sehut & F71e] A2y A
W A golch. SIS TV Sejvt & FA7} vk
Bg T Do} Pk At gk U
EJ]— o1 AIElAL ¢l mTt]oje] AMukel o
Balo] ZHE nltjoje] 5}
715(Goh, 2011; Lee, 2007)S 118
o, 23 thstgEe] dA Aol olSe] Fel
AA 2 FEE oFe =ehvlebd 2 Sl yebd 57
o] AN w3 e gl Aotk

=4, TV =kt 59 n|tols &8st T4 &
HEl ;E_;g P ey rﬂ-)\lo]]/]_ o]}qg,] #3}k 59,] 33—_34__-2_ ST
g & Alolt & AT AIE $8to] virolr) tigt
o] FA et Bzt 7ol J3F= vE < ok
757t tiie] tshEe] TV 2o} S4elge) 2ol
Z2epd 2 A7t At dE Eskid ole
& skl F71 Wi 918 A e, duA &
bAAtaLe] o & FAR g 54 AL 5
FefstAd 7N 7he] gl v Z—i’éf‘& F71°]
S 22 Q1o Aete] HEks
, TV =2fuie} Zo] 2

EE

O::

K

>

2 o oo 19 o

=3 wteid °li’1§ AL B

(Table 13) Regression coefficients of an additional regression model

Regression coefficient

Variable Unstandardized Standardized t p
(Constant) 1.063 5.837 .000
Lifestyle 388 .555 12.628 .000
Reality 179 .188 4.448 .000
DremaLE 292 146 3.348 .001

Note. Dependent variable was 'Medialnfluence' where a higher score indicates a greater media influence on housing expectation perceived.
Refer to <Table 10> for description of each variable. R* = 435, F = 83.040, p = .000.
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