http://dx.doi.org/10.14400/JDC.2016.14.6.21

The Relationship among Types of Lifestyle, Motivation, and
Travel Product Selection of Baby Boomer Consumer

Eun-Joo Kim

Dept. of consumer Studies, Ewha Womans University

Syt w4 2l ?4 oF 15% 7hEEe AAStAA vl we &
Hog 2E 7 Holmg Homiy AuEL 2020d= A
S5t a °*101 EFL BAHOR 3f7E Q7] Wl o
o dile] B Aoz rol ok webA] £ AT Hloju]Ru 4]

FES H4REE Oﬂ»?é‘kaitk @JJr Jolulim A= & Althe] mRlsol Hlsf vl
: 5 , A7 B T TS FAR] gro| 2aEdS THA L SIS
8@/\}, E%*J, @7, AP 7HE wol ayshs A

lo X
hu 3

bt

ZAlo] : wlolu| v, nes), el aEtl, o g, o WYE] S

Abstract Baby boomers who were born right after Korea War make up about 15% of population of Korea
and lead an aging society rapidly. They're retiring since from 2012 and going to make up nearly 80% of total
of old retirees. Baby Boomers with much higher income and education levels are going to enjoy their
retirement as traveling. Therefore, this study invests the relationship between lifestyle and travel product
selection of baby boomer consumer. Two big results are as follows. One is that baby boomers progress
consumption activity(because they have their own purchasing power) and have health and leisure lifestyle and
family lifestyle. The other is when they select travel product, they eventually consider three elements- travel
company, transportation, and travel colleague.-
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<Table 3> Path Analysis

Suggested - Estim | Coefficie SE| CR. [P-Value
Path ate nt
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<Table 4> Path Analysis

Suggested - Estimate C9eff1 SE. | CR. | P-Value
Path cient

Physical — 555
Accommodations 02l 028 | 007 | 634 0
Social —
Accommodations 04 027 | 0% | 4 o7
Intelligent —
Accommodations 049 028 | 042 | 52 o
Physical — 089 | 044 | 026 | 881 | 0575
Travel Company
Social —

033 | 019 | 007 | 1.12

Travel Company
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<Table 8> Direct—Indirect Effect of Transportation

4 5 6 7
I

1 [020] —020[013 — [013[027] — | 027023 —|0.79
2 [023] —[023[020] —[020]034] — [034[0.37 —[ 012
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2) Numbers are; 1: Health and Leisure, 2: Challenge, 3: Safe
and Material(S&M), 4: Family, 5: Physical, 6: Social, 7:
Intelligent / D: Direct Effect, I: Indirect Effect, T: Total
Effect
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