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ABSTRACT

111

The purpose of this study was to examine the market segments of Chinese dining-out customers based on their lifestyle. This
study focused on the selection and consumption behavior of dining-out customers. The subjects of this study were 20 years old
or older diners in Luoyang, China, and the data were collected for 11 days from April 5, 2016. 400 questionnaires were distributed,
and 390 copies were collected. After excluding 9 inadequate questionnaires, 381 responses were used for data analysis by using
IBM SPSS 23.0, and Data analysis included frequency analysis, cluster analysis, one-way ANOVA, and cross tabulation. The
results of empirical analysis showed that there was a significant difference in selection attributes, consumption behavior and
demographic characteristics in terms of lifestyle market segments.

Keywords: lifestyle, selection attributes, consumption behavior, market segments

I.M &

Adiats] o] FE3 AA S

uf-¢- ThFel A A o= gk FEREe R B

o BHEstA & < gUAl =dem, 7 AuRjuicte] 4H] 5|
By} ggokalo] WMaslT) olo ulel au|AFEe] thek
o AR u|gE S getdd e 8TE FFHA
4 e i e gol 2 (lifestyle)o] TSt =
THKim, 2002). 19783 %] 2013\ d714] 36137t S 2 A
L 343 ARS ax 895, AA AA7 Q8T 2.8%
o g vEGHY A Hha] 22 Al7] T2 Ul
282} Gross Domestic Product; GDP)2 A% 9.8%2] 4%
£ ISR M, 19T FHFAHGDP) oA A&A o
Z7Vstd e, 1978 32] 3819l E3tali =], 2014
doll = 46,62891HE 2/ skl 7153tk o] 4| wid =

uhe} 2w ] &7 934

(=== /\1:]1;]_ E/\]

R

o

Ll

AAYT G A8, 3R el MEow

S| EF S| ZAHUE H4

2 33 2H)7e)
3 Wslela. oleig W

stel] whel S=re] 24 3A mfEe Hﬂ}% Z1e vy, F

= W 74 4F T W= S/ P
A AAFRAA 2 HFS ;(}—X]g}-ﬂ 59
o whek ﬂ/‘”}
12} & 4 Q)
A 8 gde &5 A5t

IHE2 F3 ZA

e AL GAdd Blo

[SARTL SRR

DEERIEESERE

=

' Corresponding Author: 757, dj-kim@ynu.ackr, 245 E Z2HA] gtz 280, At 2]

o}
E}5}7}

l

4 T stz
THLiu, 2010).

ol w3l 4%

H)A7} Ay



12 & ¥4

914 zm)z}e] A ES
A o 240 AFEAR E@—;— shebaln &
A olel g B wel F3 94

o, A RS G He o4 AugEe ﬂ%}ﬂ, A=
& AL ARa) glel cloltol g nlAE AekS Al
i

T Utk a2 o] & Sl T AR AE

2XA Hid

1. 2lOIZAEI (Lifestyle)

Aol ARE Sl AT BARA 7 o=
H|zpe] Alg]# =S nefsof & oAy 37, o Uro}
7t AFe M2 oo, AAF RS Ll iﬂ]?(}/]
A &5 ghetelol & Faido] St o] gt o]
AR 28R} P F A okl A ﬂ—olii‘:/]ro—.__l(hfestyle)
o] T8, WlE 7 H ) gho] Z Y &0
© AB|FEHE ool A A groll AHEE 7] AIZF5ES) 0, Lazer
(1963)°1] 2]3ll v]=u}A " &3] (American Marketing Associa-
tion; AMA)°ll 2= =T, vHAIR Fokel] =dH o] &H]
At go] Aol Dideb S-857] AlEsial e, 712,
[, A2, A1), Helell BE Hol 2 aehe Ao A
S5 A. Lazer(1963)& Zlo] ZAEFL S ALs] AU S|
73 e FEAR 553 Astdrolgta Folste] A

3 Aola} s Aeke] A4

)
a2

3EshA 9 A el

TS FAT B o), ol Z e 78 AAE A
sto] Al A 5 Ana} AF g S UERATHL AA
SHAT =, ZF &Mkl glo] Z 4B O] Atol= 74| #t
1ol S Fo golZ Edd wE 553 A5 F
FS Aot 5 2 P52 YERV|E Stk
Aol th(Lee, 2012).

golZaetel I MBS
2 HAZA ol TAERLe] o
A BAPEE PIAE 2
93 ek AN A 24 2hre) 5
el AAHQ eho] Tekd FFo| shefe]
e, T el AR A EE 54 FERve)
AR, &7, A 3G S 2HE

o 74 A 2 BEA 4ol v olelE BeATE

e
-
P‘L
fr
L

2 W do S ¥ mN & X [o

X
-&im
>

ME
1
O
111% 4
il ELE
rlo
H rr :EE] [
B > ok
ol
= o

™
=

<
U&m
]

>

o
Rl

T3k 2ALe] tEAQl A S 2 E Yankelovich(1972)°1] 23|

il Culinary Science & Hospitality Research

Nt 21373 g 7} Stanford Research Institute(SRI)<]

/\]—i]f}/(ﬂ(ﬂ] /‘]‘% = ‘/l: All;]' U]/\]?ﬁ] ;(}%]_ y‘i_}_\j'% /1\:13]
=707 JoE9] 7IxTo| v} AL HE-S FAs)o]

ALl A FEFS getstA Y o 52 she
9] 7| o} Al e] e #AE
FEolA AnA; Jek ke zteleo] tigh A EkS dheteta
of| =31 W o] tH(Chae, 1992). ©] & ©o]-&-3F glo] Z Al
ZAke] A Q1 A 2 AIO(Activities, Interest, Opini-
ons) A1 A Aol 51| ] A(psychographics) F2 W, 1
2] a 2H|R}F 71| & 278l VALS(Value and Lifestyle) ¥
AHPH I LOV(List Of Value) FA41H 5ol th

2. IOIZAEID} AENIESH

A RS ol vt ATE AP A48T 3
o % shtrA avlAe] stolTaetel F9o) Het 2E
of FulaE ol Aol g Bl W oz, a5 M
£ AFe} Bl S steld Ak ol AvAE

& FRAE AP Folol AFL oA 5T A
& BRI Holth T2 AH Wg A8 AelH Wt
ol YFA W5 5 T MR AT 0 88 5 9tk

AFAEEA QoA ol TAED BA L 7Y B
sta 4971 AHEE ol pREt ATEAA 5

o SlalA] ARAI G u)Ape] FZet TP EL she}
0, AFEASA 54 1 AR A el

g AR S}
gho] Zaetdo] A AIESE] HS 83 FHeRA F
AleH SRS anAbEe] JHor AdE FEshe A
of o] &1 3itt. F, ARSI 5 nAES TEA
QA ko z AEslele o2 Ald Hek2 v
Aol Jo5< A TANES AFstet g Fag
&S gt}(Kotler, 1973).

3. Q4] MEHSHM

Aeiggdol 17%494 Mz et skt Aol & filka)
= dFe] A ha B=rt o9 A FAEH, o= B
F 540 v 453 ogA EE & dertel uig
Zo|th(Day, 1984). 9]2&ofellA] Mel&gold anxts

] = |

AAGA WS A 7120l sz 20E G
= Qg die 4RDEE oo, 530, ol
= @99k PolelAl 2ol 7bg agse, 44w

wAS P e e A Szt ??_“’/‘r(Ko & Jung,

AF7HA] deggde] ddE BAES TR $45a%



23(3), 111-122 (2017) glo| Z el w2 AEAIGE

(importance of attribute) 2} ;4 TH: = (satisfaction of attribute)

B

2

Al

3
94
3

1

7}
3

o]

9]

7}

£

2000). =3k o]2f3F 4B E Y-S EFEle] ol

h=4
%, §7], 87, AFEANE B4, eo| Z2Er, )

-,

bl

o}

A
&y
L
af
ot

Fol A2 ek $HFLEE 24T FOAF
&gog avA QYo ol JFE vHE Rolv,
MR BEE A9EE A Bath SYVFEE o

g o] §313 & o] Fo] 17 Aolh

J
fr

4. QA AHIAS

Q]2 MY ES T8 Aol MRt Eg WA o3|
of gt} anAYPEL Q) e A (IS £3ho| 25
S5 W77 gk, ARl A Fo ey g
o] A<k sl A FEE Ak Ay S AF A
9 e~ G Tl AR 3 7E AR YlolA]
o] Yehl= 4@ 52 o] th(Seo, 2014).

92 AH|YF At Av] AFEe] Hul ibEA 7
IR 2 71 EAH Q) FES BAIQ, FHEEA Uit
7h FuldR ol F 3% 5o s/ dAE B 5

Atk =, &4 anjabEo] 22 Aol ek 7l A FF,

2] AB|tEo] 2] A 3k AH, 1A Fujs)

T o4 avAbEe] 22 el e v & FEelth

WA thatel Avlael P B 5L e v,
uzpe] Fulel SEA AL 1A 5 A HrkKim,

AojA BF t2uR, 2Rkl 4] & dF
2Rt} G e 24 Ee tEn, FY
of = 2Htf o] SRl wet de7]Eo] ane,
Tl YFE A= 2 daiA e thi Ao Ay
olof gHK(Kim, 2010). & AFA = golZ 2 EL & &
T3 GFASG 2Rk 2H g Hg ATE A

et
. o510 & & 2

1. oo 9 ool

A A Egnt vl Agk AT 113

B AT 2] MRS dide g 7F Anxle] gho]x
2ERd(lifestyle)oll mebd AlEAIAS Urar, AlEA
o2 Meggda o4 anjegE 54 2 JIFEATA &
3L Fetste] Akt Ao JidA 232 s Fig.
17} 2t

B oo spde A 2 )
&, JAFEATA 5 BAE vetar] A Ao
=2 Ayt A

Aeisidol] fofgh zfo
Ho: 2ol ehelo] e A

ZH|g gl fol gk xfo] 7k 9l& Alolth
H3: glo| ZAEld o] w2 A

3
AT FALH S FI% Afol7t 9 Aeleh

N
-

LN
A (cluster analysis), &8l X] EAHE2 (one-

M

analysis), T3
way ANOVA), 2 (cross tabulation)

o
i1
>
_o‘L
R
v

==

1. ZAERO| QIREHER =M

H1 Selection attributes

The market segments based in lifestyle

Fig. 1. The conceptual model of research.

H3
Demographic characteristics

Consumption behavior




114 2 #3483 Culinary Science & Hospitality Research
2 AT AR AFFATH 54 etsr] 9l Table 1. General characteristics of the subject
Q1 %= 52X (frequency analysis)< A A 22 A9 EH T
o N General General information Frequency Percentage
+ Table 17} ZTh information N) (%)
Al Bz Ui ™ (38.1° A ™(61.9%)°.
9 EX = 94 1457(38.1%), 9143 238 (61.9%) o= Malo 145 81
Yelsith A#E B 20~294 15475(40.4%), 30~39A] Gender
Female 236 61.9
110%(28.9%), 40~194] 6778(17.6%), 5041 ©]7F 5078 (13.1%)
o vehgt) sy B n5etn £ 124%(32.5%), 20~29 154 404
Aed AHEY 103%8(27.0%), Wehw A& 103 hee T® 10 289
_ _ _ ge
(27.0%), =38t = ©]3} 267 (6.8%), XA} == HFAL A&} 40~49 67 17.6
129 25%(6.7%) -2 Uity AEo R E¥E v|E 15 50 or older 50 13.1
™ [ VAN A guc! 0/) O LF LA H
3(30.2%), 71 26673(69.8%) > = Wbt 7573 2 Junior school or under 26 6.8
X e A o] B4 989 (25.7%), FEEZ S 657 Middle school o4 s
1 € SChoo .
(17.1%), E7 659 (17.1%), F-2E3} 2o} 2pie] 7 Education
617(16.0%), 2T E7] 58(152%), RREF} Hro] = level  Lhwee-year college 103 270
A 21%(5.5%), 71EF 139 (3.4%) 2 UEbgT A4 B University 103 27.0
B Ok AFEA 1107(28.9%), A9 1037(27.0%), 48] 2~ Graduate school 25 6.7
2 697H(18.1%), 212 329 (8.4%), 71E} 307H(7.9%), L5t Maritay  Unmarried 115 30.2
712 299(7.6%), 5 8HR2.1%)2ZE YEyTh 49 &5 SAUS  arried 266 6.8
HOEEE 2,00091<F 073 ~4,00091%F HIRF 19178(50.1%), R o -
1ve with parents .
2,0009]¢F 1] vk 877(22.8%), 4,0009] 2t ©]4F~6,0009] 2t ] P
Tk 63%(16.5%), 6,0009]9F ©]4F~8,0009] 9t Wt 167 (4.2 Live alone 65 171
%), 8,00091¢t o] 4F 249 (6.3%) 2 JENLTE . Spouse 58 152
Faml%y. Parents and couple 21 55
_ = composition
2. QA S =4 Couple and children 98 25.7
g2} et o2} 2ndEs Fee] et M Parents, spouse and children 61 16.0
A (frequency analysis)= A A1gH A Z}= Th Table 29} 2T} oth - 14
crs .
Q)2 Av|zte] 9 it QA3 0~53] 1507 (39.3%), 6
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(8.7%)7} 203] ©]7F 47%(12.5%) 2= Uebskt. 19 13] 3 Office worker 110 289
T+ A EH] 82 209 v ThS 457 (11.8%), 20913 o]~ Technician 29 76
40913k vIREE 1107(28.9%), 401]F ©]/d~609] <t |Rk2 Job  Service industry 69 18.1
1207 (31.5%), 601t ©]/d~80%] oF w7 447 (11.5%), 80 Professional By 3.4
et o] A ~1001 ¢t W HHE- 447 (11.5%) 3} 10091 ©] 4 18 .
_ Housewife 8 2.1
H(4.8%) 22 YERTh AAgee A 1959 (51.2%), 7+
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(44.4%), 715 127%9(33.3%), A5 439(11.3%), A< 19 Under 2,000 87 228
H(5.0%), <A+ 16%(4.2%), 71EF 78(1.8%)°] <« = e} Mouthly 2,000~under 4,000 191 50.1
Wtk 2HAE YA R4S At AALE sh7] fleiA = 118 income  4,000~under 6,000 63 16.5
ez 0 Hol EE 37 9= \:ri'o M=z
115%8(30.2%). He] SH71 A= 3478 (8.9%), AE 8,000 or more 24 6.3
thaksl 2412 mkE 7] el E 75 (19.7%), 412 ]
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Table 2. General characteristics of the consumption beha-
viors

ghol L etelo] whe AA Y 914 A

General . . Frequency Percentage
information General information N) %)
0~5 150 39.2
6~10 121 31.8
Number )5 30 78
of outings
16~20 33 8.7
20 or more 47 12.5
Under 20 45 11.8
20~under 40 110 28.9
Expenditure
(once per 40~under 60 120 315
person,  60~under 80 44 11.5
yuan)
80~under 100 44 11.5
100 or more 18 4.8
Method of Card 186 48.8
payment  Cash 195 512
Single 16 4.2
Friends 169 444
Couple 19 5.0
Companion
Family 127 333
Colleague 3 11.3
Others 7 1.8
Daily meal 118 31.0
HaVF a good time with 115 302
family
Purpose of Date 34 8.9
eating out  Try 4 variety of tastes 75 19.7
Save preparation time and 24 63
works
Others 15 39
TV, news and internet 58 15.2
Friends, family and around
Information people 255 66.9
acquisition
Leaflets and magazine 41 10.8
Others 27 7.1
Total 381 100.0
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Table 3. Result of cluster analysis
Group classification
. F-value
Variable Personality  Leisure pursuit Self-satisfaction Health pursuit —(;, yajye)
pursuit (n=82) (n=125) pursuit (n=70) (n=104)
. 34.436
Accept the latest fashion trends. 2.77 3.51 3.96 2.99 (000°)
. . . . . 60.084
Even it is expensive, I buy it if I like the design. 221 2.92 4.00 2.99 (000"
26.2
I do not wear the outdated design. 2.77 3.45 3.94 3.18 ( ()60()?*8*)
974
I spend money on my diet. 2.88 3.65 424 3.29 (3050?)*7**)
. L . . 12.233
I take my daily meals calories in consideration. 2.67 3.36 3.47 3.10 (000™)
. 15.108
I always have the healthy, natural and organic food. 3.13 3.85 3.90 3.53 (000™)
. 76.671
I always looking for gourmet shop. 2.50 332 4.39 3.37 (000™)
The (.ies1gn aI.ld f:olor of furniture are more important 235 286 381 331 33.912
than its practicality. (.000 )
. S . 60.750
I spend more ideas on interior design. 2.63 3.74 4.39 3.45 (000
I often change the position of room's furniture and 210 302 336 308 34.633
ornament. (.000 )
The qgallty of import product is better than domestic if 293 2138 370 345 62.8*72
the price are same. (.000 )
Even expensive products I buy it even borrowing 154 L61 203 )80 87.933
money. (.000 )
No resistance to the new produce even have a similar 296 244 357 3.00 43.1?:1
product. (.000" )
People around @e often ask me for information when 249 397 167 191 32.3*7*7*
they buy something. (.000 )
. . . 15.701
I like going out on holiday rather than stay at home. 2.90 3.24 3.89 332 (000™)
. . 33.760
I always watch the movie, drama and video. 2.50 3.46 3.61 3.07 (000™)
I listen to the music by using radio, CD player and mp3 257 350 353 301 21.6?*7*
player everyday. (.000" )
. . e . 31.813
Without any entertainment, the life is boring. 321 3.99 4.37 3.40 (000™)
Wl.m.n I making important decisions, 1 accept the 33 375 409 351 11.8*6*1
opinions from others. (.000 )
18.90

I always be punctual. 3.95 434 4.54 3.82 *Z

(0007
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Table 3. Continued
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Variable

Group classification

Personality

F-value

Leisure pursuit Self-satisfaction Health pursuit (p-value)

pursuit (n=82) (n=125) pursuit (n=70) (n=104)
21.44
I do the things the others do. 2.74 3.21 3.76 3.51 *3
(.000 )
™ p<.00L.
Table 4. Result of one-way ANOVA
Dependent variable Group Mean S.D. F (p) Post Hoc tests
Personality pursuit(1) 3.70 .93
Leisure pursuit(2) 4.28 .69 . 3>2.4.1
Taste 22.150(.000") o
Self-satisfaction pursuit(3) 4.51 .65 (Scheffe test)
Health pursuit(4) 3.76 .80
Personality pursuit(1) 3.48 91
Leisure pursuit(2) 3.39 .84 . 324
Quantity 3.754(.0117) ’
Self-satisfaction pursuit(3) 3.77 91 (Scheffe test)
Health pursuit(4) 3.38 .68
Personality pursuit(1) 3.85 77
Leisure pursuit(2) 4.02 73 n >4
Reasonable price 4.559(.004 )
Self-satisfaction pursuit(3) 3.94 .83 (Scheffe test)
Health pursuit(4) 3.65 78
Personality pursuit(1) 3.74 91
; Leisure pursuit(2) 4.12 .62 . N
Convemept 9.115(000°") 3>2,1,4
transportation Self-satisfaction pursuit(3) 4.18 .82 (Scheffe test)
Health pursuit(4) 3.70 .89
Personality pursuit(1) 3.63 .83
; Leisure pursuit(2) 3.98 .76 . 71
Convenient 6.837(.000™) 2,
parking space Self-satisfaction pursuit(3) 4.20 .84 (Scheffe test)
Health pursuit(4) 3.85 78
Personality pursuit(1) 3.82 .87
Handi f Leisure pursuit(2) 4.09 .81 . 214
anding o 9.660(.000"") 3>2.1,
discomfort Self-satisfaction pursuit(3) 431 .64 (Scheffe test)
Health pursuit(4) 3.72 .79
Personality pursuit(1) 4.03 .86
Leisure pursuit(2) 437 .64 . 3>2.1.4
Cleanliness 11.522(.000 ) 7
Self-satisfaction pursuit(3) 4.54 .60 (Scheffe test)
Health pursuit(4) 3.95 91
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Table 4. Continued
Dependent variable Group Mean S.D. F (p) Post Hoc tests
Personality pursuit(1) 3.52 .80
Leisure pursuit(2) 3.82 .85 " 3>4.2.1
Interior 11.203(.000"") o
Self-satisfaction pursuit(3) 425 77 (Scheffe test)
Health pursuit(4) 3.87 .66
Personality pursuit(1) 3.69 78
Leisure pursuit(2) 3.99 .79 . 3>2.4.1
Atmosphere 11.140(.000 ") 7
Self-satisfaction pursuit(3) 437 66 (Scheffe test)
Health pursuit(4) 3.89 .66
Personality pursuit(1) 4.00 .83
Leisure pursuit(2) 4.13 71 . 3>14
Communication 6.023(.000 ) Sch ff’
Self-satisfaction pursuit(3) 442 62 (Scheffe test)
Health pursuit(4) 3.99 73
Personality pursuit(1) 3.75 .92
Leisure pursuit(2) 4.01 78 " 3>4.1
Attitude 6.193(.000 ) h ff’
Self-satisfaction pursuit(3) 4.31 .80 (Scheffe test)
Health pursuit(4) 391 78
Personality pursuit(1) 3.75 80
Leisure pursuit(2) 3.87 75 er 3>4.2.1
Uniform 10.117(.000" ) >
Self-satisfaction pursuit(3) 4.40 .66 (Scheffe test)
Health pursuit(4) 3.95 81
Personality pursuit(1) 3.92 .79
Leisure pursuit(2) 4.17 73 . 3>2.4.1
Reputation 8.905(.000 ) h ﬁf ’
Self-satisfaction pursuit(3) 4.51 .58 (Scheffe test)
Health pursuit(4) 4.12 .67
Personality pursuit(1) 3.59 .92
Leisure pursuit(2) 3.93 .84 e 35421
Brand image 11.092(.000 ) h ff’ ’
Self-satisfaction pursuit(3) 4.38 74 (Scheffe test)
Health pursuit(4) 4.04 .86

* p<05, ™ p<01, ™ p<.001.

H 545 =52 vt vk ©lE flsiA] ths Table 594
2ol Y 94 avdE S0 it wAEA S dA
Btk 1 Ahe 923l (p<09), A2 & (p<05), 2AIF

Hp<.05), FEFHE@<.05)° oA FelAQl zte] 7} YEL
Wk 923l gl QlojA] M FFY, o7l A4S
T 3L 0~53]9 6~10319] o2 Ueton, Apr|uEs

THe 6-103]9 0~53]9] Eo2 Uehrh 2 &l Lo
oI AN FT, 71T 2 AFFTEL 20919k ©]
~4091 <t PRk} 4091<9F o] ~6091<E Wl Hko] fALSHA
vhebtom, A7 579 e 40919k o3 ~609] <k vl
o] 7P =A vetsttt. Al sloid = A FTE
A7} FhERT dgo] A vEhgeH, A7 Rk
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Table 5. Result of cross analysis for dining-out consumption behavior
Group classification
Division Personality pursuit Leisure pursuit  Self-satisfaction ~ Health pursuit
=82)n(%)  (n=125)/n(%) pursuit (n=70)/n(%) (n=104)n(%)
0~5 38(46.2) 47(37.6) 16(22.7) 49(47.0)
6~10 26(31.8) 37(39.6) 23(33.0) 35(33.7)
Number of 24.897
outings 11715 50 6.1) 15(12.0) 6( 8.5) 4( 3.9) (015)
16~20 3( 3.7) 12( 9.6) 10(14.3) 8( 7.7)
20 or more 10(12.2) 14(11.2) 15(21.5) 8( 7.7)
Under 20 12(14.6) 21(16.8) 5(7.2) 7 6.7)
Over 20~under 40 25(30.5) 40(32.0) 11(15.7) 34(32.7)

Expenditure  yer 40~under 60 23(28.0) 39(31.2) 26(37.1) 32(30.8) 26.357
(once per .
person, yuan) Over 60~under 80 7( 8.5) 11( 8.8) 10(14.3) 16(15.4) (.034)
Over 80~under 100 9(11.0) 12( 9.6) 11(15.7) 12(11.5)

100 or more 6( 7.4) 2 1.6) 7(10.0) 3( 2.9)

Methods  Card 31(37.8) 56(44.8) 43(61.4) 56(53.8) 10.296
of payment  cagh 51(62.2) 69(55.5) 27(38.6) 48(46.2) (:016)
Single 3(3.7) 4 32) 4 5.7) 5( 4.8)

Friends 36(43.8) 53(42.4) 36(51.4) 44(42.2)

~ Couple 4( 4.9) 3( 2.4) 6( 8.6) 6( 5.8) 11207
Companion
Family 28(34.1) 48(38.4) 16(22.9) 35(33.7) (738)
Colleague 8( 9.8) 15(12.0) 7(10.0) 13(12.5)
Others 3(3.7) 2 1.6) 1( 1.4) 1( 1.0)
Daily meal 29(35.4) 37(29.6) 20(28.6) 32(30.8)
Have a good time with family 26(31.7) 40(32.0) 19(27.1) 30(28.8)

Purpose of Date 5( 6.1) 12( 9.6) 8(11.4) 9( 8.7) 12.458
eating-out  Try 3 variety of tastes 9(11.0) 24(19.2) 18(25.7) 24(23.1) (:644)
Save preparation time and works 7( 8.5) 7( 5.6) 3(43) 7( 6.7)

Others 6( 7.3) 5( 4.0) 2 2.9) 2 1.9)

TV, news and internet 15(18.3) 14(11.2) 9(12.9) 20(19.2)

Information  Friends, family and around people 52(63.4) 94(75.2) 46(65.7) 63(60.6) 18.766
acquisition [ eaflets and magazine 7( 8.5) 7( 5.6) 14(20.0) 13(12.5) (.027)
Others 8( 9.8) 10( 8.0) 1( 1.4) 8( 7.7)

" p<.05.
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Table 6. Result of cross analysis for demographic characteristics

Group classification

Division Personality pursuit Leisure pursuit  Self-satisfaction Health pursuit (f,z)
(n=82)/n(%) (0=125)n(%)  pursuit (n=70)/n(%)  (n=104)/n(%)
o Male 39(47.6) 38(30.4) 23(32.9) 45(43.3) 8252
Female 43(52.4) 87(69.6) 47(67.1) 59(56.7) (.041°)
20~29 33(40.2) 52(41.6) 33(47.1) 36(34.6)
30~39 23(28.0) 38(30.4) 20(28.4) 29(27.9) 26.150

Age *
40~49 13(15.9) 20(16.0) 8(11.4) 26(25.0) (:036)
50 or older 13(15.9) 15(12.0) 9(12.9) 13(12.5)

Junior school and under 11(13.4) 7( 5.6) 3(43) 5( 4.8)
Middle school 24(29.3) 47(37.6) 18(25.7) 35(33.7)
Ed;*ecvaetli"“ Three-year college 25(30.4) 26(20.8) 22(31.4) 30(28.8) 5328971)
University 13(15.9) 35(28.0) 24(34.3) 31(29.8)
Graduate school 9(11.0) 10( 8.0) 3(43) 3( 29
Maritay  Unmarried 21(25.6) 41(32.8) 24(34.3) 29(27.9) 15.884
Status  Mfarried 61(74.4) 84(67.2) 46(65.7) 75(72.1) (.014)
Live with parents 11(13.4) 22(17.6) 13(18.6) 19(18.3)
Live alone 10(12.2) 23(18.4) 14(20.0) 18(17.3)
Spouse 15(18.3) 18(14.4) 12(17.1) 13(12.5)
co;;rgizon Parents and couple 50 6.1) 8( 6.4) 4 5.7) 4( 3.8) 1(84%6
Couple and children 17(20.7) 32(25.6) 16(22.9) 33(31.7)
Parents, spouse and children 20(24.4) 19(15.2) 6(8.6) 16(15.4)
Others 4( 4.9) 3( 2.4) 5( 7.1) 1( 1.0)
Self-employment 21(25.6) 34(27.2) 24(34.3) 24(23.1)
Office worker 23(28.0) 34(27.2) 20(28.6) 33(31.7)

o Technician 8( 9.8) 2( 1.6) 5( 7.1) 14(13.5) 24763
Service industry 14(17.1) 24(19.2) 12(17.1) 19(18.3) (132)
Professional 9(11.0) 13(10.4) 3( 4.4) 7 6.7)

Housewife and others 7( 8.5) 18(14.4) 6( 8.5) 7 6.7)

Under 2,000 24(29.3) 33(26.4) 7(10.0) 23(22.1)
Mouthly 2000 under 4000 36(43.8) 78(62.4) 33(47.1) 44(42.3) o
income  4,000~under 6,000 15(18.3) 8( 6.4) 15(21.4) 25(24.0) (000")
(yuam) ¢ 500 ~under 8,000 4( 43) 3( 2.4) 6( 8.6) 3( 2.9)

8,000 or more 3(3.7) 3( 2.4) 9(12.9) 9( 8.7)

* p<05, ™ p<0l.
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