HIXZHI01 L H10A X235 (EH385)

Asia-Pacific Journal of Business Venturing and Entrepreneurship Vol.10 No.2 pp.77-84

SelLi2k 20CH
A H|HEH Ol 2t

AH|xt2| E

5t

= T

A29 24 908 FRE FARE D) 4T ok 29 2
3 2MURA A8 oEH 2 tasag dgod oF &
e F2 8 §EFE

A% 500 Qo14 AL
AR BRI B

o
=
,0_

uzi om

A lo}u} asie.
= o, 2EAES A}ﬂﬂl
FH] Bo7]el P& FA ol f4A wAE
Z7o] 9257 AR GHE BATE QAEy gA
ZuUco EXNOR ol EAHOR G935 AW xjo]2 1
£o] BE4E TURUE Btk SRAEe] TR
FoEHel Aol wolaL gisick

FO) TR BA agon, Fr 713

IH

3L [}
5

wf
oy
ox
o2
o
of
)
ol
=

2 o

A3 Qo] & A7 200
QA4 T4, F2 ol
WE HAsg vy

HJ

4 9 A4 o148

R oz
A

Z o]

49l ol§+3 714 ol

o o)t

ST g‘l a0 T
0}9}9‘1/}, FEANAE FrRE Ho] A
FolM= EobA WA E A (non—linear)
dldE A A A77t =

ol e 92t

AAHE AlEska Sl

2~
Q¥

Z1==>=0
0w

Ho Aol Qshd vt 4| 4~5001¢] A4
FHEaL STHHRI, 2013). 5 H2 7HA12) A AEoA] A
FE AE0] AR vl AAXFI} 20Tl 60t o FoE
A5E ol ddoltt o] AldiEe] HA R tE
okel o] o] AL AL Ass usit). 2

HuAe A && AE
Atk 2~30t2] F2 Al
A wWo] 8=5 2=
715 AZ0], 560
=, A7) Arls
Azo] UL e

3, 20009 A2
(LGERL, 2002). $]%¢]

= o
T v

A &3kl

=

* o] % —‘Ero ZdddEtn 20149 %
-4, topl@kangnam.ac.kr

- E119: 2014-03-18 74 : 2014-11-07

TR A 2e o}

sk

AN L 2015-02-12

O

oY, —
)

ot

il
ob
B
=)
U

1o
2

o 1u
_o|L
1)
>
B>

%0
o

oy

S
B
B[l
o\
ﬁ\g

= o

32

H

A
¢t

B~

i JR s 51
rr o

n&i
2

)

of) o
Br it ofw
e ofv |0
ofi lo

ol
-
6°)

~

L

ju)
-

o oM
B
R}
=2,
2
b
2

o AN r
rg

N
N
o
o
oz
ki
b
=

O

30
o
JH
b

b=
=
m
o
©
i
)

b
N

g
o
oo
rlr

=
[
>

30

o
el
T oo e
@ o 7l K

iy

E

=
DNl

N

N

&

=]

Y 1 Jo
xS
o
i

o

2 4
oX,
)
1o
2
foby
2
=
o
>
rlr
Y
_\|I_‘
o4
1o riz
=
o oly
o
iy
2
v
rlr

au)
)
it
o
O
>,
2 o°
>
rlr
o
oF.

lﬂ_"fHE(prlvate brand) 359



2 59 il UE BARES Avch Hekd PR
e

Brolo g 2 o
= & B o
[
Ao
of
o
o
)
=
e
rlr lm
=
N
©
-
1A
T
£
[
2
o
-3
=
ot

3 2= otk = A7}E] e

"
7170] Adeies Wi, a7kl dieiM s w4 4822l
ohdel {1 BAEY] AlES LHdts AMIREH
R Se wAll Ak sk SRR AHAEE
oh mebA ol dh dAe A8A Auleh A ARl
Al Adgel] glojA B
e A2 geFolu Ae

=
HojEra & 5 AR bE

Huzm'l
moR W W oE 2 o &
= oo iy fzg ool o Mf ol
po ok (O o Aol ¢ (2 o 20

£l
ik
&
¥2
o
ofy
2
N o

o J
o
moR
to
o
o
i)
=
o fo
~
o Fy
o
HU -
2

e W)
= >
o

ox o
o o
D orlo fU o
=
)
2
o
1o
2
)
=2
39,
2
>
Ir 2
e
vl li ofL
4 &
s
o 2
Bz
REIe)
=2
2,
ﬂ‘ —
=
\r

r
M
ih)
re

2

o
]
ol
o
td
BN
1o

> Ho off
T
hiald v
)
° 4
R=)
e
s
Su/pe)
j&[‘ﬁ'oﬂ,rd‘
2 ooy
F—i_{omlo
N
N
TI.)
o fu ob
gﬁrlr
S
4 rlo
HUH:IO
2 N o
e o
o rlo N
o o0 o iy % Hd

b A o

=)
i
2
=
=]
39
s
=,
o
e
o =%

fo o j{n: >
o nE I rlo

W |0

rlo » K

e I N

o N

i 1o o

b=

RN
L

=

)

i

o

2

o)

o

Fu

e o N

x

Y oJujEA 2x
HAQ A|Fo|ty. EHFES vHAY &2
FE Qoy g 2AY A
4E Hol A9 o
ALY HRRIoIY Aes Bt AF
o A Hi & gUE 4
Hl2 #4124 7 H(innovative imitation)©
< fekskd v de AnAEY 9

P
)
oy A
1o,
it
rE
2 _IFI,
2
o
o,
By
offf HE o N

mf
Coofr e

o uft =%

¥ Y o wr
[e3 r_?(J

2
[
N
A,
~
ki
Mo
o &
g
J=3
[N}
(=)
3
o

o X
o
N
o
ol
=0
~

ol
ok

B oof rr oo M= iy

LIS
7 aE ol folth. B AT 200 2uIAEe] WE U
7

>
2
&
é

=3
=2

=
&
re,
-4
Fu
X
dlo

juil=}
o
i
I
to rlr
)
~2
i
2
ol
o
1o
=
o,
ook
)
e N

1o,
=)
ol
F[F
iiie3
ofo
rit
j>
N
rlo
e
=

71 A, EREE TeidY, e TlEs 3o ol
g, evhebe] tisistE 200899 838%E HHo® A
Ak sk QLo 2011 725%2A P w2
glojtt. wEb AN S HSAER st Avd AoE 20t
o A2 Aldlell A&atoln 79 HAel A HefuA= o
& 2ot

3] 20mhe) Al AnATE A HE 2=

21 88

78 F(masterpiece)°| & ol 79} FAHE AW AES 9
ugitt, WEL AFAA Qo= AES 7 Hold Erlolu A,
EEHAYAY o]Fd Bl ZE otk ARA QJu)E
st WES BAT o= TS sl e, A
77} oA BRolnR a7ke] 4 BT AEvo
e A& obvtk ey HZelE AlE AAETE AR
el 2HE YFo] W] HATE AAsh= H|E ARE-
% THNia and Zaikowsky, 2000). 53] ¢-gL}e}e] 7=
‘7] Fg] FHBEAS T SR T8I §lo] Av
THE s AR, Folnl g, dEM A T 7 H
Yo E=1rlE ol Q1AE 7T Jith oA 7R
SHolA el gk WEgsk Yo glor, 4% 7Y
F9 oA E Hr} Iy oMAE F7 =
NS A7 E vt 27 WEelgta FE2 ugHE#H
sTolME 1A (EEaE BHs| e
luxury goods, high-end products, premium products & °.%2 &3}
Atk ddellA ARgSh=s WEAES A)lolut Welo] Al
A AFHAEE oM w78k S0l gnlE 7t

Douglas and Isherwood(1978)= ™% i7tolal AiAlE<] 3
5 7h AlFolEkaL A 2)8kel oM, Jeon, and Kim.(2005)& 57
AFol FAolut ofg] £Ado] Hoju, 553 HIE IS
7 ASE WEOIT L 2t Hwang2013)> A2 2=
4, A, A4, v oA,

9 5 ,
$87, W, B ARUACI, BA= ATUAe) 87h
Ao

1

Off

ru
Jh

i)
T

o O
[z

=l
kil

ofl,
o

o
_-

>~
L 2 i o

=
B
i

on P
lo K rlr mt #H o oft o rlo

[

AL WAL etk @, T AW s
HIRNAE WEY 5L vl gEY e B THese

2n|Fo] Azl FAabH o] oAl Aol &5 Fel #AIGlo]
b Zha Ao st AP S 9l B 7PAoF dhs &30
%] 32 Q)TKChoi, 2001).

ZES Yulshe Fojdtol= fake, forgery, imitation, knockoff,
counterfeit 5©] O™ 7o TolEE= EHEAE, BEE THE

So] QItKKim, 2011). Grossman and Shapiro(1988)= 717+ f-5-o]

78 Asia-Pacific Journal of Business Venturing and Entrepreneurship Vol.10 No.2



QL 200 AHAS BE L YEDYE AUYH] BT BUH A7

© oy

™ o e

2
o
1o Y

S
102 WAE S AEAREOL A
i A

z
oZ
N e E
T2
B Lo
o do ol
o BN oy
ki > o
o =
e o
20732
L
o~ B T
3o oy, I
T 2
Hu EE ﬂﬁr X [ﬂjln
—
T o

X,
i
K=)
I o

rlo
o t1 & rlo al

24
il
o
£
3
ol
o
rlg
4
fu me
P

0, &
>
2
f|rt
2
oft g
oS
=)
)
Y
o,
[\
rg
=2
R
rr
to
AC)
N
o
>
% o
yo 12
B

2 ekt Pelx

2 o 30 O -

bd
ol
o
rlo
M,
py
ol
Mo
AC)

Ei

o,
E
é
>
rlr

g

(innovative imitation)

% deh s
R TE o R FAdsto] ARgslaA} . 1 ol oF AR
M-S geaA R F ol AuAse] BA 2L AE
& FRa i Zol 1B AuE e Avadshs 2
Qo] BAo o Py o

oft =k
o
0,
Y
r® o
o
z
g
[V
=
ek
2
2
F
o

AFEE F919) ARES vmslel AUS Bk AT
A g
and Afflck, 1997). °]) W]elgo] AIEE L $1419] ARl
AAET F3 909 ARIA, T A WS 97 A
B Mok ANPRE], ANDFEN), ABAENF F
weo] g, I, fARILY AFOR ekt B,
o MIATS B AN Fra BF U B B
otk olefet 32 Atslulmel 7|2 Fho)Eolet s,
AL A7|2d el Qo) Aol e PN
Agaren spaslel fek BAgeld el Ae] S B
AR 4 S L A HEE g0 Jedd, 3 A
] @4 3L v, o

©
v}
o
oN.
ol
mlo
~
=
toty
=
=
Rl
—{;1
oL
ok
[}
=
e
=
&
5

F4 A M & 5 ‘il‘ﬂr% WEolet & S Slrkh g
WE FTEHE Abol FAIRES A AZEE 2] ARl dis
AR GEtARL, A g Fetes FA A4
stomd 27| AAle] diste] FPAOoR HrkeA Ha §-&%
FANE deA dr

AR A Es A self-efficacy) AR ZEOlth A &S
ol F A7)%rke] AvE vehts FAF kg oA
A7) sl wist Aoy ZItiE  &vlshtkBandura, 1977;

Valey, 1986). UEAE ofel £UE AR 58] AV]E
el G wol o} WERT, o)F AFES AlEEY U
AN G, A% AR, ARE A, SAZ Sl thatae

ZA9906) GFS v, o F AESal A B

rg%'i_

HNFEST M10A M22 (§A382)

=R ek 2
A w4
HEls) A% S ML 2
e AR olele WA

=
wol wofstel, £AY BHE

S Roj51 3tk Lazarus and  Folkman (1984)%
9 AE AT ES=, A7asio] Fsl
ATk &, A7 &5t
Aog o7]a 723k &gl 9

£E 99y, ofelge] quge
A ) woke H e wdg 712l Hrke Aol

0

o
a9 e Aldls Bl F
vlaf A o o kgt FAlzto '5E 1Y 7hs2del
= olRfRt Aol 15 2 & AT ALY
FEEE 277) A9, digke] shEA e 251710l 91|
FAlznlef] A WA S S5 9l Aol
el Es et g Adsol fds]
22 Aol sl 4 glvk 203014 éﬁ% Asee
2 ATl Hlel a5FEe] wElE &
Be FEa “é%ﬂﬂ%}ﬂ T ﬁﬁgi +
W& owsh o] Abe] whEw 20th 9} 30tH7 3
E° 55%, 322%% ZW kL gl ©159 *M@ii o
= F AT e =5E & 5 Sl
=g A Tﬂﬂra} 20tH4 eﬂz% Alei7E A REA &
9 Hlg T, & H A=E- :Lxﬂﬁ}“ OME}
Z =

A etz vol= Alhel

e
O

T
x
X

a9
>~
=
o
il
_&;L_I‘
)
|=J

o o
%

= ek 2y HE Alde] AanAE

1L e FEE oM AREAlolY A 9 £3

g, Ol-Ul%— %Ped AEHTY S7F T BA Fe AEe] A
= %’iﬁ‘r. QIEIIF} o] sxistz
“%‘QL Z*E J"d-‘ﬂ pi fh= AlthA B5olw,
dlA el gl
e FAdd FAelh wehd A S AvEe s
olge] nFstEHetE oxds] 7412 ZlolH, 7149 1elM=
oL LHIERIEC Hlsto] At ARIVIEE FEshs Ao

23k BA7F @ Zo]THLGERI, 2002).

to

. &5 24
3.1 A2+

AR vt e A okl Ast Fl i“@
ot} 2013 5€ =, % 300719 HEAE v E5}o]
7 28770 9] Aol BlEo] oF 95.7%2) FEE dﬁﬂﬂl, o]
AT S 9 v HAEAES AT 255719 HEAE
Aol ARE-at3i.

SEARE] AL debo] 1321, ofshol 123vgelglom, o

M ofN m

dd R 1 2,3, 480d0) 242t 487, 69, 667, 72730131tk
SHASY oREe 9 sovhel njwe] SES A8 AT
9ol B4 Aeishd <k >3} 2ot

79



a9
<E 1> BE9| Uty £ 23.1%%1e], 20~505+2 2E SHARES 64.6%7F TR
E
= e olel % bl (%) ol HE FABP AN AR o SErEE A
ot 132 51.8 - _
My o 123 482 °]& H3ITHp=0.000). 3HA%F 38, ShAERE FANCRE Fogt
PP . 188 o] 7} WFAE R] 2kSETh(p=0.105, 0.734).
sl 28k 69 27.1
o= 384 66 25.9 - = = )
i - gt <E 4> =1t BE 748 29| mXEN
202! Ojgt 39 15.3 oA
20-502k2) Djak 144 56.5 = @ @ @ 2
2 H\8 | -~202kd 20~502k21 | 50~752k2 | 75Dk2l~
=) 50.758k2! 0fgt 4 176 E\% ’
75012l O[AH 27 106 =
0,
UCt 9(23.1%) 93(64.6%) 45(100‘?" 24(889%) | 171(67.1%)
N — Qict 30(76.9%) | 51(35.4%) 3(11.1%) 84(32.9%)
3.2 LI} US| WELH| ME : oooy
0, 0, 0,
» 39(100.0%) 144(122).0 45(100.;)/0 27(100.;)/0 255(100i0/u
odZ o] EM
3.2.1 cE—I — O B ()= FAHQ.
1o

/11]74]?(4 oF
gerge #7o) 4o HQLE, SERERE
uYEs

<E 2> 493 YE S4 Zio| DAEY

HESN\ 4 et of A

W= 21(15.9%) 9(7.3%) 30(11.8%)

BN =E= 27(20.5%) 21(17.1%) 48(18.8%)

DEX =Eie 54(40.9%) 27(22.0%) 81(31.8%)

TS BRi= 30(22.7%) 66(53.7%) 96(37.6%)

A 132(100.0%) 123(100.0%) 255(100.0%)

B () T

<3 3>3} o] & 208k v §EE 2 SHAES FA0
FrE BAEE, 9 20~507k vuke] SRAES AAE R
e B Eé, 4 50~75%H vIvke] SRS Bladel Al
BACSE, 4 758k ol SRARES ke HASE W
Hyse] 540w %5—0} BEEY Yl QoM EAHeR &
g $ErT T HATHp=0.000). shAER= TAKCR

YESY\S=E ~202t2) 20~502k2 | 50~752H2l | 752kel~
WIE 9(23.0%) 9(6.2%) 0(0.0%) | 12(445%)

Bl HRi= 0(0.0%) 18(125%) | 27(60.0%) | 3(11.1%)
DEA =Ris 18(462%) | 45(31.3%) | 9(20.0%) | 9(33.3%)

RS SEs 1230.8%) | 72(50.0%) | 9(20.0%) 3(11.1)

0,
A 39(100.0%) 44(100;)/" 45(100.0%) | 27(100.0%)
B ()= PaHIY.

3.2.2 ¥Eo| FUHH

<X 459} 7] 67.1%2] SEAESLS ]
Se=d, € 507 o)} SES AE SHAES A9 UiFE
o

95.8%) TUB Ll Yo, 200 vT FEE A SHAE

323 7YH HEES

HE TR0l dE S
AAEE, AR, AARY, HIE
SRE AT AARAS, o8y
HEEE F2 TS TR Yojx
A48 7ol BYrHp-0.000),

<E 5> I BE TUES Zio| mARA
ToIER\ MY = of A
o|F 30(38.5%) 21(22.6%) 51(29.8%)
IMEE 9(11.5%) 54(58.1%) 63(36.9%)
AlA, 24 30(38.5) 0(0.0%) 30(17.5%)
SIME, & 0(0.0%) 18(19.3%) 18(10.5%)
7|E} MMM 9(11.5%) 0(0.0%) 9(5.3%)
A 78(100.0%) 93(100.0%) 171(100.0%)
o () Tyd.
<% 3 o] fEFFHERE 9 7599 o] §ES A= S
GAEL 9IFE, 9 20757 mnke] A HAHLES,
209k w¥E §ES AE SEHAES IAEETE /P Bol
Tste] SAMOE Fo ApolE KO u(p=0.000), S
= EAAHR Fo3 Aol A EA 2 THp=0.361)
<& 6> 3= HE FUES 2te| WAEAM
TolE=\gEw | ~p0ak 20~500k2] | B0~750ied |  75miel~
oF 0(0.0%) 27(29.0%) 9(20.0%) 15(62.5%)
IMEE 0(0.0%) 30(32.3%) 27(60.0%) 6(25.0%)
AlA, 2A 0(0.0%) 21(22.6%) 9(20.0%) 0(0.0%)
SRS, sk 9(100.0%) 9(9.7%) 0(0.0%) 0(0.0%)
7|Et BMIME] 0(0.0%) 6(6.4%) 0(0.0%) 3(12.5%)
A 9(100.0%) 93(100.0%) | 45(100.0%) | 24(100.0%)
o () Fydl.

24%¢] SRAo] 7]
§FoIk P #

o
e
J
rlo
=
SN

80 Asia-Pacific Journal of Business Venturing and Entrepreneurship Vol.10 No.2



olfmi At Fdol} FAH o fE 44 Hel Ex

AT

T
3\g | ~209tel | 20-502t 50453 750k~ 7|
== =
0,
ct 9(23.1%) | 21(14.6%) | 27(60.0%) 2?((:)(‘)%/5{/ 57(22.4%)
Qict 30(76.9%) | 123(85.4%) | 18(40.0%) ') " | 198(77.6%)
144(100.0 | 45(100.0 | 27(100.0% | 255(100.0
0,
A 39(100.0%) %) % ) %)
o ()= P,
BAHeR feld 4, shd

(p=0.663, 0.804), &=
<, 53] vud =
Sl FUAEEAE] vlEo] 60.0%0 Zd Ho] Fw|
(p=0.002).

3.25 HE ¥ [wEo| el

<3 &3} o] ofghAe Fhlof A FAHORE folsH
BE TR wob BAAMCE foe AddAlelE: HAlt
(33312.52; ©13F YAE 58 LY, p=0.001). FF ZHLE
e L ofghfo] Egtoyt TAACE  fosHA
(1.76/1.52, p=0.183). 3Pl w3 ul w3z
B FAANCE fog AlolE Ko Xl %42
%%?%ﬂ*ih SAACE f
ol 4 757k oS SHArEe] M Ee Ué% %LUHJE%
B,

O

;1—4 Fn
° o2
el
lo
e
B
[
flox
iy

<I 8> gen YE/ZLYE Toiel=2f2] ANOVA Zu}

i

e Foflel=
S BE 2uE
= 25227 15152
o 3.3333 1.7642
F 2t 11.881 1.803
sig. 0.001 0.183

<# 9> S=1 YE/ZLE Toie|=2t2] ANOVA Zu}

g= Tafel=
== _é) M= OE o
202+ o2t 2103 1.692
20-502H! 02t 2.701 1.444
50-752k2! 02t 3667 2400
752K of4t 3.963 1.296
F 3t 9.900 4922
Sig. 0.000 0.001
FrlRe RS 9F THdnE $ESFO %454E I
HlElsto] Srbstal, WE BEEEY A I ke s B
oA Ml & SEFEel 4 50~75%e e SRAE

HAZAAT M103 R22 (3A382)

waFe) T} g oh <17 13 2o)
HjA g q(non-linear)o] EUCE HYUE Zojth o= WE B
WE TYAE A AstE Wgg o] Sh=d], ole st 4
gk dAE i E A58 5 A7 BoF Aot

O] AHAFES WES afotal Aof gtk Ho] 2A
Al 2t 47|17t £X4 ol BTt Syl AlEES
60%7F 1,21 dell HES 7Y o] gty $rhKim and
Kim, 2013).

45 3963
3667

pojo| s

1}7] L(self ef’ﬁcacy) F"ﬂ J‘H 1
Qo Aol w2 AZo| HlF A5FF|
HE AN fEe

skl glow, #Ho] AHER
A9 Aol = ol
740]1:]- 6]—;14 H
gAE x5 FHle o9 7 olfE
ﬁ]@ii Eoﬁ‘

£
o
of ?gj ;{f
-
lﬁz b
(o]
it
" 3

>
>
A
Al

L
—

N

M 30,

S o

£ (o
D
fo % N oox Kl

2
ki
e
-
o,
IS

i

ol 2 ot i
b 82
N
Mo N =
> Mo
[S—3
30
S

o
o
x

2
2oAn -

=

=
5
ol
el
r =
1o
o,
=
flo
=
o
o
i
ol
ol o

_%
S
=
1o
%
rlo
N
i)
_>|~l_,
o

o Mo

ko
o ! o

O
A= el QoiAl ol A 8
A RS AN sl e o 2
: AL AAR R f
A9, 56 e FRol it nasE
%

=N
2

F—?L'

—_=,

E=
e HASE PEHAse SHow

81



=
=
1o

ok

g
U

ofr
[*3

-
)

D
S
Q
=X
fd

bl
ta
o

|
32

[}
o

==

o

2

d

X

ofol

3

¥ i oo oo d of
oo ol o2 o
4 Hi
4
N

rror

o

o

N

-

ol
e =)

i)
to
po)

0%
P

3 728 AE /1A

S A (single mfonnant) =%

¥2

0{ oo
™
o O
o

ol uv

=

(cross sectlonal) 7‘/\}03‘?
W= E”}H wE 9

] =7 (descnptlve)

¢

o_EI, o
o

Grsl o1z o] QAR
& it A, 24k
Az B A7dRE A4
k. 9, chegs
a7 95 vt

an)RE} g 5 glen
ARA O T 9835

3E pAce gE A%
® o5 F A AL

39 /\g7]—‘r]_ A x)sh=

G7EHTA A 07 71931 F A 2)

xE O AL PuA BE AF
HHE 59 BHow MY BE B
@ %o nxFolt mES T B olfi Tk
FAae] AT QAR 2ol [ Eae] FA7] Hs,
D WES TS A o187 7] e
@ HFEHE FA WelA] 2 Ho)h glom Aol A
o]
® 91 As0) AT ik AL uI 79
@ B o)A} £7] uhel
® ¥4 3 Ale] $53] uhe
® WEA ERH} 8] 7
@ AT 79 ARE AR T

®7IEHTAIA 2 7| AeFAH L)

REFERENCE

Kim, H. J. & Kim, H. S.(2013, May 25). Why buy luxuries? The
DongAllbo, Retrieved from
http://news.donga.com/3/all/20130525/55397736/1

HRI, Consumption leaders are 4-50’s housewives, Issue Report,
2013.9.5

LGERI, Protagonists of future consumption, consumption patterns
of 20’s, LG Weekly Economy, 2002.4.17

Kim, J. H.(2011), The Influences of Chinese Interpersonal Culture
on Counterfeit Brand, Korean Marketing Journal, 13(2),
27-48.

Yoo, C. W., Rhee, C. & Choe, Y. C.(2012), The Power of Trust
in the Relationship between Online Shopping Experience
and Perceived Shopping Value, Asia-Pacific journal of
business and venturing, (1), 47-56.

Jeon, I. S. & Kim, E. H.(2005), A Three-Stage Model of
Reputation Brand : PPCA Model, Journal of Consumer
Studies, 16(1), 209-227.

Choi, S. H.(2001), A Study on the Attitude toward Fashion
Luxury Products, The Research Journal of the Costume
Culture, 9(6), 842-854.

Choi, Y. J.,, Jung, S. Y. & Kwon, . H.(2012), A Study on
Development of Model for Evaluating Service Quality on
Food Service Industry - Focused on Fastfood Sector -,
Asia-Pacific journal of business and venturing, 7(2), 77-90.

Hwang, Y. K.(2013), The Effects of Luxury Brand Marketing
Mix on the Formation of Customer Equity -Focusing on
Luxury Brand’s Product Consumers in 20~40’s-, Fashion
& Textile Research Journal, 15(1), 103-115.

Bandura, A.(1977), Self-efficacy: The exercise of control. New
York: W. H. Freeman.

Douglas, M. & B. Isherwood(1978), The World of Goods:
Towards on Anthropology of Consumption.
Harmond-sworth-Penguin.

Grossman, G. M. & Shapiro, C.(1988), Foreign counterfeiting of
status goods, The Quarterly Journal of Economics,
February, 79-100.

Asia-Pacific Journal of Business Venturing and Entrepreneurship Vol.10 No.2



L2 200 AHAL] FF X FEIEE 4H|

Levitt, T. H.(2007), Marketing Imagination. Seoul: 21C Books.

Lazarus, R. S., & Folkman, S. (1984), Stress, appraisal, and
coping. New york: Springer.

Nia, A. & Zaikowsky, J. L.(2000), Do Counterfeits Devalue the
Ownership of Luxury Brands?, Journal of Product and
Brand Management, 9(7), 485-497.

Tennen, H., & Affleck. G. (1997), Social comparison and subject
well-being. In B.P. Buunk and F. X. Gibbons (Eds.).
Health, Coping, and Well-Being: Perspective From Social
Comparison Theory. Hillsdale, NJ : Lawrence Erlbaum.

Vealey, R. S. (1986). Conceptualization of sport -confidence and
competitive orientation: Preliminary investigation and
instrument development. Journal of Sport & Exercise
Psychology, 8(3), 221-246.

HAZAAT M103 R22 (3A382)



[
0
Tk

An Exploratory Study on Korean 20’s Consuming Behaviors
in Luxuries and Imitations*

Koh, In Kon™

Abstract

According to a recent survey, the sales amount of luxuries and imitations is getting larger. Especially young consumers in 2,30’s have a strong
desire to own luxuries, so I tried to build a theoretical base on the 20’s consuming trend. Meanwhile, targeting university students who
represent consumers in 20’s, I investigated the recognition of luxuries, shopping experience, main shopping items, monthly spending money, and
future purchase intention. I also investigated shopping experience of imitation, main shopping items, purchase reasons, and future purchase
intention. I tried to suggest lots of academic and practical implications in marketing strategy building of luxury brand, aiming young consumers
in 20’s.

On the social-psychological view point, young generation have relatively weak sense of control or self-efficacy. So, they are easily submerged
in conspicuous consumption by the atmosphere around. As a result of empirical research, I found that Korean students recognized luxuries as
excellent in quality, or the world famous brand. In particular, statistically significant gender difference was shown in the luxuries characteristics
as the high-quality brand for male students and the world famous brand for female students. Most respondents have experience buying luxuries.
And more monthly spending money, more experience they have.

Respondents’purchased items were in order of fashion goods, clothing, watches/jewelry, cosmetics/perfume. And the statistically significant
differences between gender and monthly spending money were shown. Not many respondents purchased luxuries imitations, and main purchased
items were fashion goods. Most of purchase motives are price over quality and economy reason. The phenomena that the respondents of
relatively high levels of monthly spending money had lots of luxuries imitations shopping experiences is interesting.

Female students showed higher purchase intention for luxuries and imitations than male students. There was no statistically significant
difference in grade level, but was found something interesting in monthly spending money. As monthly spending money increased, the purchase
intention of luxuries increased, but the purchase intention of luxuries imitations decreased. However, non-linear trend was shown in the specific
allowance level. This is replicate of the luxuries imitations purchase experience. Following studies will be needed for the exact interpretation for
this.

This study is an exploratory and descriptive, but can provide lots of fruitful academic and practical implications in formulating luxuries

marketing strategies.
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