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Abstract 

Purpose: The baby boomers and the millennials, who make up the largest share of the market, are showing the gap in their differentiated cultural 
styles. The purpose of this study is to study the consumption propensity and purchasing determinants of the baby boomers generation and the 
millennials generation, which have become a very important key pillar in shaping the market based on the cultural dimension model theory of 
h(=>H)opstead, and to identify the difference Research design, data, and methodology: In order to verify the research hypotheses, The data was 
collected from the baby boomers and the millennials using online questionnaires. The pre-test was conducted from October 10 to 12, 2019, and 
the main survey was conducted from October 15 to 25. A total of 230 copies were recalled, and the final 219 copies were used for the final 
analysis. Results: The consumption propensity between the baby boomers and the millennials differed in resource saving purchase propensity and 
impulse buying propensity. The baby boomers showed higher resource saving purchase propensity than the millennials, while the millennials 
showed higher impulse buying propensity. There was a difference in the determinants to purchasing only in the evaluation factor. Results of 
gender differences by generation, baby boomers differed in their planned purchase propensity, and women were higher. The millennials 
generation differed in resource saving purchase propensity and awareness propensity for others, all higher in men. In determinants to purchasing, 
the baby boomers did not differ in gender, and the millennials did differ in product factors. A canonical correlations analysis of the relationship 
between the baby boomers and the millennials showed a significant relationship between consumption propensity and determinants to purchasing. 
Also, the baby boomer generation has the biggest link between impulse buying propensity and evaluation factor. The millennials generation 
showed the biggest link between resource saving purchase and product factors. Conclusions: This study compared consumption propensity and 
determinants to purchasing of baby boomers and millennials on the basis of Hopstead's cultural dimension model theory to identify differences 
between generations, presenting practical and theoretical implications for establishing a correct understanding and specific marketing strategy 
among generation. 
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Ѹࢢоɼ�୐ۿ�ଞߦЕ�Ьୣی�չࡉ ࡳ࢑߭� ٕ�ٸࢇتֲ� �\%DE��оۿ֞�

ERRPHU�JHQHUDWLRQ�ۿ�����о��;ۿо׹��ԦТ ��0LOOHQQLDO�JHQHUDWLRQ�оۿ߲�

ҟ��a�ʎۿ�ࢂоɼ�ଞی� �ୣ୏࣏�ࡵऐ��ɼࢽ�ҟࡶ�˱ ଜ۽ �Ԝଞࢇ��Ь࢑̍�

��Իࡪࢇ ɽ� �Οࢇऐ࣏ �۰߾ୣی �оۿ ɾ߾� ߯߭૲ �ୃ� ଭѰݥߦ��

ࢇؿ�ࡶएЕ�ୃۘ߭أ�ଜʯݪ�ࡉ֐�۰�ʸ८ɼ߾ݥ؏ˈی ��&KXQJ�Ь࢑̍�

��������

ઞ஢�� �Ԝଞࢇ �оۿ �ࣸ �ٸࢇت ٕ �֞ оۿ �ࠪ ԦТ׹ �߲ �оЕۿ

�Իࡳࢶ˃੼˱ࢉ �਼ �ࡶࣸٸ ८एଜ �ֲ ѿҖԜएʯ� ८ط୘ѹ� ୘ח �ࠪ

ۢ୛࣯ࠆؿ�ࡶݥߦ ٕ�ٸࢇت��Ь࢑̍� �ଞࢽԻ�ઞ߭ࡈ�ࢶୣی�оЕۿ֞�

Ի�Жࡳࢶ�खࣸࢇۏ�ষ߾̛ݤ �߭ষܹۢ�߅ ɼ�̗ ʸଜʯ�ऎɼଜЕ�ۘଢ଼ࡶ�
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��.-36�ଞЬ׵ࢂ ������� ষࢇ࡭ۏ� ̗ऎବы� ����� ϗٕਫ਼� �߅ۏ �ଞࢿ

���Ի�ҁ୘ѹࡳॺࢽ��ϗ߾ࢇی��੓߭΢ۿ�ࢇ�оЕ��ୃࢢ����փ�ָࡳԻ�

দࢂ˱ࢉ� �����ձ�८एଜЕ� ࢉ�ࢂࣸٸ਼� �˱खЯࢇЬ�.267$7�� �������

ԦТ׹ ���оЕۿ߲���ϗٕਫ਼�����ϗ߾ࢇی��੓߭΢ی�ԆҚԻ�+RZH�	�

6WUDXVV ɼ����� ϗ߾�ষɾଞ۰ࢵ��*HQHUDWLRQV��7KH�+LVWRU\�RI�$PHULFDĜV�

)XWXUH� �۰߾ �ɼ߭ࡈ ঈࡸ� �ࡈی Ѹ߹Ь�+RZH� 	� 6WUDXVV�� ������� ˲ΰ�

ԦТ׹ ������Е˱ࢉٸܕ�ࢂоۿ߲� փ�ָࡳԻ�঴ۏѸ �����ࢂ঑ࢷ�̍�

Ѧձ�८एଜࢽ �ֲ���a��оٕ֞�ٸࢇت�ձߔ�एծ ࡳ࢑̍� �ֲ����ϗ߾Е�

ࣸ�ࢂٸܕ�؃ଜЕ࡫�߾��� ����������/HH	�6KLQ�Ьࢇ֌ࢷ�ɼ�Ѻ࢕ٸܕ�ݪ

�

�
Figure 1: A Change in the Consumption Population 

Sources: Shin & Lee, 2018. 
�

�ԥʯࢇ ٕ�ٸࢇت��८एଜЕࡶࣸٸ਼� оۿ֞� ԦТ׹ࠪ� �оЕۿ߲�

�঵ݪ�ଦࢂࢠݤ �̞ஐղࡶ�୉۽ଜ ࢝�չ࢕�Իࡳࢠݤ�ࡁЬ��ࣸ࢑̍� �Е࢑̍�

ԦТ׹ �߲ �߾оۿ оଞ� ফ �̒ �Е˱ࠉ ̐Қࢂ� ଯ۽ �̞ ઞ۽�� �୘ձח

ࠉ�Ի�ଞࡳݪࣸ �˱.LP��������/HH�	�/HH��������-R�	�&KR��������+RQJ�	�

.ZRQ�������Қ࣯�ࢇԻࢇ�Ք ࡳ࣌߭� ٕ�ٸࢇت�ֲ� �оଞ�ফ߾оۿ֞� �̒

ࡵ�Е˱ࠉ �ઁ؀�Ϡ୯�оٸձ�ࣸ ������6KLQ�Қ˱ࠉ�Ի�ଞࡳݪ��6RQJ�	�:RQ��

������<RRQ�	�3DUN��������/HH�	�3DUN������Քࢇ�ձ࣯�ࢇ� �߾оۿ��Ь࢑̍�

оଥ�ʎࠉ�ࢉࢶط˱Е�Ьߦଜʯ�ऑଭѸ ٕ�ٸࢇت��Οࡳ࠱߭� оۿ֞� �ࠪ

ԦТ׹ ࢇࢶࢻ�ऐࢂо�ɾۿ߲� �߅߉�Ք߭एएࢇ�Е˱ࠉˬٸ�ࢉࢶऎݨ̍�

ɽۿ�оࢂ�ઞ�؂ࡶ۽੒ࡳԻࢇ�ࡶࢠݤ�ଥଜ �̍ࠠ؂հ�ցৼલࢷ�Ԙࡶ�

ܹվଜЕі�ଗࡁଞࠉ�˱Е׵�஘ଞࢇࢽݨ�Ь���

ଞ૜ۿ��о�ɾࠉ�ࢂ˱Е�଎Ԑ८ࢇइɼ�Ѧ࢏ѹ� ���� ϗࢇ�୯֐�ϗ�

��3DUN�ࢠ۽̗ /HH� 	� &KRL�� �����ଜ �̍ �Е࢑ �ࢂչΟԂࡉ ଎Ԑ८ࢇइ�

�۰Ѧ߾߶ۏ ࠠ؂հ� ଎Ԑ८ࢇइ� ցৼલ� �ࡶԘࢷ ܹվଜ �̛ �ࠆଜࡢ

�Իࡳࢶоࢸ ଗࡁଜΟ� �߾ࢇ оଞ� �ɼ˱ࠉ ʠࢂ� �Ք߭एएࢇ ��Ьߑ߉

੼ۘࡕ࢕߶ۏ �߾�),027ٕ� Ҭծ �ִ� ���� ϗ� ̛ �ࣱ ɼ֘ق �ٕ ����� ʎ��

�ࢺԐҖ������ʎ��ɼ֘ٱ �ܹЕ�����փ�ʎԻ�����ϗ�оٸ��������ɼ֘ق �ٕ

�̛ܹ Ի�खࡳЕ�ʨࢇؿ�ࡶ�������),027�ࢠ۽�ࢂࣱ� �˃Ѹ߭ए ࡳ࢑̍� �ֲ�

Ьߦଞࡪ�୉ࢂ�଎Ԑ८ࢇइ�/HH�	�3DUN�������Е�߶ࣗطԻЕݥ࠹�߶������

���߶ݛٸ۰���Ѧ֐ܕ߶���Ի�Ьߦଞۿ�оձ� �Ի�ۘоଜЕ࢕ٸܕ࣯�

߶ݥ࠹ �ࢇ߶ݛٸ۰̞� ���ձ�८एଜ ��),027�Ь࢑̍� ����ࢇ��� �ࠪʋࢇ�

଎Ԑ८ࢇइ� �ࢂ߶ۏ �ࢶ࠹ ࢠ۽ �̞ ଡ �͉ Ьߦଞ� �߾ࢿ࣯ оଜࠆ� քࡵ�

ଝ࢕Қࠉ�ࢇ˱ձ�ऑଭଜࡳࠑΟ��଎Ԑ८ࢇइߞٗ�߶ۏ� �ݛٸ��۰ݥ࠹ࠪ�

ԦТ׹�۰߾ߞٗ �9�������/HH�HW�DO�оۿ߲�DULQGUD��������/HH��'DJYDGRUL��	�

.LP�� �����ࠪ ٕ�ٸࢇت� ��.LP�оۿ֞� .LP�� 	� 6RQJ�� ������ &KRL�� �ࢂ�����

ʎࢉࢶط� �Е˱ࠉ �ࡉ֐ ࡳࢶ �ֲ� �оۿ ɾࢂ� ऐࢉࢶࢻ� ٸ �ˬ �Е˱ࠉ

ॸؿ߅ �̛߭ ԳЬ��

ҬԂ۰� �ق �Е˱ࠉ ʎࢂࢉ� �ࢶչݪ ۘଢ଼ࡶ� ۶ָଜЕ� +RIVWHGH �ࢂ

�ࡕ୘८ח ֻ୉ࢇԽ�+RIVWHGH�� +RIVWHGH�� 	� 0LQNRY�� �ࡶ����� �ࠆଜࡈࢇ

ٕ�ٸࢇت оۿ֞� ԦТ׹ࠪ� ଯ۽ٸܕ�ࢂоۿ߲� ��ɽ�ɽࡶࢉࡁࢽʼ֐˱̞�

ؿ߅ߊ �̍ �̐८ࢇձࠉ�˱ଜˈ࢕�ଞЬࢇ��Ԝଞݤ�ࢂ˱ࠉ�ق�ѦЕ�Ьߦଞ�

�ࢂоۿ �࢕ٸܕ ɼ৔ձ� ળ߆ଜ �̍� ̐Қࢂ� �ࢇଯ۽ٸܕ �ɼձࢉ߸ה

ળ߆ଡࡳԻނ�଎Ԑ८ࢇइ�ցৼਫ਼Қࢇ�૲ࢶˈʏ߾�؀�̐ࢽ�۶ࢂ�֍Е�

ࠠ؂հ�ցৼલࢷԘ߭�ࡶӊʯ�ܹվଟ�ʨࢉɼ߾�оଞ�؏ଯݤࢿ�ࡶଟ� �ܹ

���Ьࢇ�ʨࡶ࢑

ࡸЕ�Ьࢿ˕˱ࠉ�ࢂ˱ࠉ�ق �̞ʋЬ��

঎ध�� �ٸࢇت ٕ֞ ԦТ׹ࠪ� �߲ ଯ۽ٸܕ�ࢂо�ɽɽۿ �̞ �ࢽʼ֐˱

ؿ߅ߊ�ࡶࢉࡁ �"ଜЕɼۢ؈�Еࢇ�८ࢂо�ɾۿ̍�

҂ध�� �ٸࢇت ٕ֞ �ࠪ ԦТ׹ �߲ �оۿ ΰ� �߾ط۽ Ҭհ� ଯ۽ٸܕ �̞

�"ଜЕɼۢ؈�Еࢇ�оଞ�८߾ࢉࡁࢽʼ֐˱

��ध܅ �ٸࢇت ٕ֞ �ࠪ ԦТ׹ �߲ ɽɽࢂ� �۰߾оۿ ଯ۽ٸܕ �̞

�ࢉࡁࢽʼ֐˱ ɾ߾Е� ߭ҿଞ� ۘ˗˗˃ɼ� �"Еɼ࢑ Ӗଞ� ̐Ԝଞ�

�"Еɼ࢑�ɼࢇо�ɾ�८ۿ�Е߾˃˗˗ۘ

�

�

��� �ࢳԺࢄ ˅९�

�

����� ୑ݘ੥ғࡿ� �ࡒ५୕ה ָ୆ࢄԺ�
�

ੁݤٗ˱�ձ࣯إ�ࢂԆی�Οࢇ୘Ԅ�खЯח �Իࢿࢷ�ձࡪ˓�ࢂԆɾی̍�

ଞЬЕ� �ࢂ۰߾ࢺ खЯୃۘࢇ �ֲ� खЯ� ɾࢂ� �ࢶչݪ ˁ �˃ ̛М �̞

ʃࢽŘی Ř̍ࢶࢢ࢜� ଭࢂࡢ� ۢ୛ࢇݥߦԂЕ� �۰߾ࢺ �ࢶݦࢽ

଎ઝ࡛ܕ �߭VRIWZDUH�RI�WKH�PLQG��ӖЕ�खЯݦࢽ�ࢶ�଎Ի̐Ԏ׿��FROOHFWLYH�

SURJUDPPLQJ� RI� WKH� PLQG�ࢇЬ�+RIVWHGH�� +RIVWHGH�� 	� 0LQNRY�� �������

+RIVWHGH������Еۿ�ࢷ� ૦Ѹٗ�߾˲�ʎࠆ���˃� �ࢉ߶̛�ࢶ˲Е�Ь࢑߭�

,%0� �ࡶҚ࢕ה̒ оۘࡳԻ� �ࠆଜ˱ࠉ ̀ԯʠչ�3RZHU� GLVWDQFH���

ʎࢂ࣯ࢉ�,QGLYLGXDOLVP��खЯ࣯ࢂ�&ROOHFWLYLVP��� Χ۽�0DVFXOLQLW\�۽۽ࠆ��

�)HPLQLW\���ٙ୙ୣ�۽ݨଔ�8QFHUWDLQW\�DYRLGDQFH��ҟ�� ʎ�८ࡳࡕԻח�୘�

८ࡶࡕ� ۶ָଜࠑЬ�+RIVWHGH�� ������� ̀ԯʠչЕ� �ࢂୣی ̀ԯ �̞ ٕɼ�

ٙૡҟଜʯ�ؑٗѸ ʠΟ�૜ࣸѸ࢑߭� �۰߾ୣی�ଞܖ�ձࢇ��Ҷࡶ࢑߭�

�ଜЕࡈܹ �Ѧձࢽ ��ଞЬ׵ࢂ ʎࢂ࣯ࢉ�खЯ࣯ࢂЕ� ʎࢉ �̞ खЯࢇ�

۽঑ࢽ �̞ �ࡶଟࠇ ˱ٗଜЕ� ʨࡶ� ̛টԻ� ˲ɼ� Я঑�� ɼ࣐� ̐չ �̍

˓Ѱ঑߾� оଞ� ʎࢉࢶࢉ� �ࢂࡪ࢕ ࡁ �˱ Ѧࢽ �ࠪ �ࢂהࢂ �ࡈܹ �Ѧձࢽ

ଟࠇ�ࢂ۽۰�Χ߾ୣی�Ҙֻ�ࢂ�ʠࡵࡕ�८۽۽ࠆ�۽۽ଞЬ��Χ׵ࢂ �̞

�ѹ˗ࠉ ěʈࢉଡࢂ� ɼ৔�WRXJK� YDOXHV�Ĝɼ� �ࢂ۽ࠆ ଟࠇ �̞ �ѹ˗ࠉ

ěٕ ҖԜࢂࡏ�ɼ৔�WHQGHU� YDOXHV�Ĝձ� �ԻࡳѦձ�Ο੉ΰЕ�ʨࢽ�ѦଜЕߏ
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�

�ࢶୣی �ࢂ�JHQGHU�۽ �ࡶଟࠇ ̛টԻ� Χ۽۽ �̞ �ࡶ۽۽ࠆ �ଞЬࢂࢽ

�+RIVWHGH���������ցएւࡳԻ��ٙ୙ୣ�۽ݨଔЕ�ָٙ୙ଞۘ�ࢶ࣏˱ٸ�ଢ଼�

оָ�ٸ୙ଞ�˱ۘ�ࢶ࣏ଢ଼߾�оଞ�۴୎ࢽ�Ѧձ�Ο੉ΰЕ�ʨࡳԻ�ଞ�

�ࡶ୆ࡢ�ଥࢉ�Իࡳଢ଼ۘ�ࢂए׵�Οࢇଞ�ۘଢ଼ݨ୙ٙ�ࢇҚࡕ۽˱�ࢂ୘ח

ГΗЕ� �ѦԻࢽ ۶ָѹЬ�� �Ԝଞࢇ �۰߾ࢇ୘८ח ɼࢠ� ΰִࢉࢶ�

ɼ৔ࣱܹࡵ� ���Ă��ҶࡶԵ߭�ࢇۘࢇ���� ۿ �ॢ�ֻٕԻٕਫ਼ݡ�җѸ �߭

Ѹࢠࢵ�߾ܖ�ݥࢂה �+RIVWHGH�Ь࢑߭� HW� DO��� ������� �ق �Ԝଞࢇ�Е˱ࠉ

୔ݛ੨Җח�ࢂ୘८ֻ�ࡕ୉ࢇԽ�؂ࡶ੒ࡳԻۿ�о�ɾח�ࢂ୘�८ࢇձ�

����ଞЬ࢕ˈؿ�ଥˬٸ

�

����� �ٵࢄا ْ֛ࠧ� �ԣП߯׶ �ࡿлۼ છۺ�
�

���ଞࠆԻ�ଜࡳࢉࡕ�ࡶΟ�ୃۘࢇʢی�ࢶୣی��ࢿ৔��ˁࢽ�ࡵ۽঑ࢽ�оۿ

оۿ �ࠪ Ьհ� �оۿ �ࢂࢇی �ࢶ୘ח ઞࢂ۽� ८ࢇԻ� ۶ָଟ� �ܹ

��ࢶیࠇ�ଞࢊ�Ѱ߇ծЕ�Ѱࢇ�߾ϗ̛۽�оЕۿ���������.XSSHUVFKPLGW�Ь࢑

ی �Οࢇଯࢽ�ࢶоࠉ�ࢂࣗࢊ�ނԻࡳ�ଡࡶଞ�ˁଵࢊ۰�Ѱ߾ԃ֑�ࢶ୘חୣ�

˓Ѱࢂ�੓Ѧɼ�୉۽ѹࠉ�Զ�खЯࡳԻࢂࢽ�Ѻ� ������5\X�Ь࢑ܹ����

�չࡉ ΟԂࢂ� �ٸࢇت ٕ �֞ �ࢂоۿ �ࡵ࢖ݤ ଞ˲ࢪࢷ� �୯ࢇ ষۢଞ�

�ɼࢇ�८ࢂѦࢽ����ϗߟ��ΰԮऑ�Ьհ�˲ɼࠪЕࢂࢽ�Իࡳࢶ؆ࢊ�оԻۿ

΢Ь�� о঑Ի� ���� ϗо� оɼ࣐� ΰ۰߾� �୘ୣی �ࡶࢽ˕ ࡳʹ �ֲ

ࠑଜࢠ۽ �̍����� ϗо�ଦɼࡳ࣐Իࢂ�ɼض�࣏˱࣐୘ձ�ˁଵଞۿ�оԻ�

ܹؿ �ࠪ ऑؿ�� ୏ࡵ� ੼ࢷ �̞ �ԂЕࢇݦୂ ࢇ �ࣸ �оձ࢞ ɼऑ� ʨࡳԻѦ�

��3DUN�Ьࢉؿ ������� �ࢇ �оЕۿ ଞ �˲ ˁࢂࢿ� ˈѦࡶࢠ۽� �΍ࢇ

ࣸ঴ۿоԻ۰� ଞ˲ࢂ� ɼ΢ �̞ ̒о୘ձ� Ѱ߾ݤ� ˁଵଜ �ֲ �ࢉࢶʸق

঑˃୘�ˬࡶ࡫�؇ �̍৔ࠊଞࢿݤ࢏�Ѧٕ�߾ܖ�एԞଜ ��ʈଞࢇࡂী۽̍�

��ԂΟʯ�Ѹ߹Ь��Ӗଞ࢕�оԻۿ ۿ��(0, ࡢࡱ̖˃� �̛ҟ�ˁ߭�ࢶࢿԮࡏ�

����������/)02�Ѧ�ଜЬ̛ࢇоۿ�ࡵʹ

ԦТ׹��߾ִ؆ ̛�ࡶ঑�୚ˁ֐�оЕ�ҡए੡ۿ߲� Ի�ଞ�ۢࡳ؆ ୛୚ˁࡶ�

ɼए ԦТ׹��Ь࢑̍� оۿ�۽оɼ�̛ۿ߲� �ࠪɼࢠ�ӠԴଜʯ�˱ٗѸЕ�

ઞࡳ۽Ի�৷ଈਫ਼ח�୘ɼࢊ�؆୘ѹ�঎ۿ�оԻ�ঐܕϗ�Ҷٕਫ਼�ֻࢊ؂��

঑֐�ଞ�ҡए੡ߦ�ҟ�Ьݛٸ਺�۰ࡓ�όઝ܋ܕ ؿ�ࢂਫ਼ϒࢉࠪ� �̗ҟࡶ�

ˁଵଞ� ��3DUN�Ьࢇоۿ ������� �Ԝଞࢇ ԦТ׹ �߲ �оЕۿ Ьࡸ �̞ ʋࡵ�

ઞघࢉؿ�ࡶЬ��঎धؿࢽ��୘ۿ�оԻ�ҡए੡ؿࢽ�੎ �ۛМԯࢇ�Ө߭Ο �̍

ࠟԂࡳࢉԻ� �੼ଜЕܕ ʨ߾� �ଞܺ࢈ ��7DSDFURVV�Ьࢇоۿ ������� ҂ध��

ֻٕԻٕਫ਼�؇ࡵ�ˁࢶࢿ�଀ࡁ �ࠪएएԻ۽�ীʃ �	�<H��ϩЬࢇʃ࣑࢕̞�

&KLQ��������ଜЕ࢕ˈ�঴˱ଜࢇҚݦ࢕�Իࡳˁؑ�ࢶоݤ�ࢂ୘࡭࢕��ध܅���

Ьߦଞ�ɼ৔ձ�ࣸ �6�������3DUN�ଞЬݤࡁPROD�	�6XWWRQ����������

ࢇ �ࠪʋۿ�ࢇо�ɾ߾Е۽�ϗ̛ࢇ�߾ծЕ�Ѱ�۰߇Ի�Ьհی� ��ࢶ୘חୣ�

��੓ѦɼࢂΟ�˓Ѱࢇଯࢽ�ࢶоࠉ�ނԻࡳ�ଡࡶ۰�Ьհ�ˁଵ߾ԃ֑�ࢶیࠇ

Ьծʯ�୉۽Ѹ߹Ь�� ̐ԜװԻق�� �ٸࢇت�ѹ۽۰Е�Ьծʯ�୉߾˱ࠉ

ٕ֞ �ࠪ ԦТ׹ �߲ �оۿ ɾࢂ� ઞघ� �ࣸ ଯ۽ٸܕ �̞ �ࢂࢉࡁࢽʼࢂ֐˱

८ࢇձ࢕ˈؿ߅ߊ��ଞЬ���

�

����� �ବۺٵܒ
�

�Ѹʯ˗ࢊ�ࢶˬٸ�۰߾ࢽ˕�ଜЕ֐˱�ࡶʢי�ɼ࢕ٸܕ�ࡵଯ۽ٸܕ

̓�ࡶ۽�ઞࢂ࢕ٸܕ�طԻ�ʎࡳ�ˁଯࢶչݪ��एЕࠆؿ �	�LP.�ࢉࡁ�गЕࢽ

5KHH�������ࡳԻ�Ь८۽�ࢉࢶࡕʸࡶ�ɼऑ߾ٸܕ��оଞ�சࢂ��׵ �̋�୛Ѱࡶ�

૦ଡଜЕ� �ࢂ۰߾ࠇࠒٸܕ ˱঑ࢉࢶ� ۢ୛ݥߦ� �'DUGHQ� 	� +RZHOO��

��ଜ֐˱�ࡶ૽ࢿ�ࡵଯ۽ٸܕ��Ьࢇ��� ଜࡈی̍� �ֲ�̐ʨ߾�оଥ�߭ӊʯ�

ۢɽଜ �̍ГΛ߭�ࢇҿଞएձ�૦ଡଜЕ�ʎϙࡳԻࢂࢽ�ଜִ۰ࢂٸܕ���

�ࢶ࣏˱ ઞ̛�ࡶ۽টԻ� ଜࠆ� ˗ɾ�ۘ୎ࢉ �˃ �ࢂ۰߾্ִ �ࢂଯ۽ٸܕ

঑˃ձ�۶ָଜࠑЬ�+ROW������ࡵࠇࠒࡢଜЕ�ଜ۽˱�ࡶଯ۽ٸܕ�Ԝଞࢇ����

Ьߦଞ�८ࡳࡕԻ�ଝ࢕Қࢂ�߾ଥࠉ�˱Ѹ߭ए �̍ٗզѸ߭࠱Ь��:RR�	�

/HH������Е� ��঴˱୉ࡢ̀ உݥ঴˱୉�� ��঴˱୉ܖݨ ঑ଵ঴˱୉��

.LP����չ̐��۽ୣی��۽ࡪ��ଯ۽࡭��୪۽��঻Ѱ۽��ଢվ۽࢈˓�ࡵ�� �̍/HH�

	�/HH������Е�˃୤˱ٸܕݤ˕��ߟࢸࡕ࢕��֐��঻Ѱ˱֐��੉۽�ݥࢂࢉଯ�

ҟࡳԻ�ٗզଜࠑЬ��ଞ૜��Ьߦଞ�८ࡳࡕԻ�ٗզѹ۽ٸܕ�ଯࢂ�о૲ࢉࢶ�

ʎϙֻ�ࡶ ѿ�૦ଡଜ �ق�ࡶࠇࠒ�ࡢଯ�ଜ۽ٸܕ�ࢂ�������6LQ	�Е.DQJ࢑̍�

ࡳࠑଜࡈی�۰Е߾˱ࠉ ��ଯ۽�֐˱ଯ��˃୤۽ݥࢂࢉଯ��੉۽ߟࢸࡕ࢕ֲ�

঻Ѱ˱۽�֐ଯࡳԻ�˱ ٗଜࠑЬ��

�ԂѦࢇʢי�ݲ�ʅࡵଯ۽ߟࢸࡕ࢕ Η߅�஢ࣸܕ �̍� �ۑ�ࡶʢי ҶЕ�

�୉૜ࢂΟ�Οࢿ߯ �̞ঈएࢸࢶ�߾ଞ�ɼձ�ۢɽଥؿ� �Ԏࠝ�ࡶʢי�ыޱ�ֲ�

�ଜЕࡈی ҟࡳԻ� ��ѹЬࢂࢽ ੉۽ݥࢂࢉଯࡵ� ૜չଞ� �ࡶ૽י ࢕ �࣯

ଜ࢏˱ �ֲ ۚՀʯ� Ͼ߾� ӶЕ� ʨࢇ� ࡳ࢑ �ִ ईݤ� �Еی ʨࡶ� ֆଞЬ��

˃୤˱۽֐ଯࡵ� �ࡶʢי �ۑ ҶЕ� �չ׵ ˃୤ࡶ� �ࡓۿ �Ԝࠆ �ࡶࢺۘ

ؿ૛ۑ ی�ଞ�୯ˬٸ̍� ��ѹЬࢂࢽ�ԻࡳଜЕ�ҟ࢏˱�ԼоԻּ�࢏˱̍�

̐չ �̍঻Ѱ˱۽֐ଯࢿ߯�ࡵΟ�Ьհی�Ԇࢂ�ૡɼձݥࢂ�ଜִ۰ࡶ૽ࢿ��

ଜ࢏˱ �ֲ૜չଞ࢕�ࡶ૽י� ଜ࢏˱࣯� �ֲۚՀʯ�Ͼ߾�ӶЕ�ʨࡳ࢑�ࢇ �ִ

ईی�ݤЕ�ҟࡳԻࢂࢽ�ѹЬ��

�

����� ˮ֍ʹࢆ࠾ࢺ�
�

�ࡵࢉࡁࢽʼ֐˱ ˁࢶࢿ� ୘ࢢ �ࠪ �ձݛٸ۰ ୤җଜ �̍ �ଜЕіࡈی

ऐࡳࢶࢻԻ� �ѹ˗ࠉ ʎࢂࢉ� ଭѰ� ؀� ଭѰࢂ� ʼ߾ࢽ� ۴ଭଜЕ� �؆ࢿ

�QJHO)�ࢽ˕ࢽʼیࢂ 	� %ODFNZHOO�� ���Իࡳ��� �ࢂ࢕ٸܕ ��ࢶݦࢽ �ࢶएࢉ

�����.HQGDOO	�6SUROHV�৖Ь׵�ࡶଯࠒ�ࢉࢶܖ�ए߾ࢽʼ֐˱�ࡵଯ۽�����

�ࡶࢉࡁ�ࢽʼ֐˱�Իࡳձ�؂੒˱ࠉ�ࢂ�������6LQ	�۰Е�.DQJ߾˱ࠉ�ق

ࢿ �ࢂ૽ࢿ�ࡵ�ࢉࡁ૽ࢿ���Ի�ٗզଞЬࡳࢉࡁ���ૡɼࢉࡁ�ԐҖٱ��ࢉࡁ૽�

̛М �̞ ૽ओ�� ࡈ �̛ ؀� ૦ࢠ�� ɼ �y� �ࢂࡈی ૜չ۽ �̞ ҡࢉ࢕�� �ԐҖٱ



34              Hyun-Sik Roh, Sung-Ho Lee, Sung-Hoon Kim / Korean Journal of Franchise Management 11-1(2020) 31-44 

�یୣ࣏ࢿ�ԐҖٱ�ࡵࢉࡁ ��ए׵ࢇ�؀ �ࢂ૽ࢿ ՇѦݦ �ࠪ ��۽ָ ��एۏࡕ

̐չ �̍ૡɼָ�ࡵࢉࡁ� ۽ ���ૡɼձ�ֆଞЬࢂࢉضए��࣯׵ࢇ̞�

�

�

����� �˒ବۺٵܒ ˮ֍ʹࡿ˒ࢆ࠾ࢺ� ˔ˀ�
�

+D������৔Е׵�߾ࢉࡁࢽʼ֐˱�ࢇଯ۽ٸܕ�ࢂ߭ੵݛ�٫ફ	ݛ଼�ࢂ�

�֐˱୤˃�۰߾ଯࠒ ࢿ�ࡵଯ۽ٸܕ �૽ ��ҬԂ߾ࢉࡁ �ଜЕࢽձ�ʼ֐˱

ˁࡉɼ�ɼࢠ�ϩߑ ଭ঴ࡪ�̍� �ձ֐˱��ҬԂ߾ࢉࡁ૦ࢺ�Լܹࢊଯ۽ٸܕ˱�

ʼࢽଜЕ۽�ଯࢇ�ϩʯ�Ο੉ΪЬ��

.DQJ�	�6LQ������۽ٸܕ�ࢂଯ߾�Ҭհ�୘ࢠ �ࢉࡁ�ࢽʼ֐˱�ࢂ࢕ٸܕ૽�

�ࢠ�ɼ߾ࢉࡁࢽʼ֐˱��Ҭհ߾ଯ۽ٸܕ�۰߾˱ࠉ �਼ �ࡶԯطض �ࢉؿ

खЯࡪ�ࡵଭ঴˱۽ଯ��˕۽ٸܕݤଯࢇ߹Ь��˲ۏ�ӖЕ�ܹ࢏�୘ࢠ �ࡈی૽�

�۰Е߾ࢉࡁࢽʼ֐˱ �ࢂ૽ࢿ ૽ओ �̞ ̛Мࢇ� ɼࢠ� �ଞࡁࣸ ʨࡳԻ�

Ο੉Ϊࡳ �ֲ� �Իࡳࢶ؆ࢷ ୘ࢠ �૽ �֐˱ �ݤ ࢠ୘࢏ܹ �૽ �ࡈی खЯࢇ�

ࢠ୘ۏ˲ �૽ �ࡈی खЯ߾� �ଥٸ �ࢂ૽ࢿ ɼʸࡶ� �ଞ࠹ࢿ ֻҘ�

ձ�एТۿ࢕�ଞࣸݦ�۰�ш߾ࢉࡁࢽʼ֐˱ ��Ьࠑؿ�ࡶࡸ࢑̍� �ԥҞࢇ

खЯ߾�ҬԂ�˱ ���Ьծʯ�Ο੉ΪЬࡵࢉࡁࢽʼ֐

ଞ૜��.LP�	�/HH������Еࠆ�оۢࢂ�୘ࢠ ˱�ࢇଯ۽ٸܕ૽� ̓�֐ �߾ࢉࡁࢽ

ࢠ��୘ࠆଜݤݨ�ձ˱ࠉ�৔Е׵ �ଯ۽ٸܕ૽� �ࣸ੉۽�ݥࢂࢉଯ��˃୤˱֐�

��ଯ۽ ঻Ѱ˱֐� �ࢇଯ۽ ୘ࢠ �૽ �֐˱ ʼ߾ࢉࡁࢽ� �ࢉࢶࢽ̙ �ࡶଯࠒ

���Ьࠑଜʺ؈�ࡶ৔Е�ʨ׵

�ࢂࡢ ۴ଭࠉ˱ �ࠪ ʋࢇ� ଯ۽ٸܕ �̞ �ࢉࡁࢽʼ֐˱ ɾ߾Е� ˗˃ɼ�

�ߊ�ࡶࡸ࢑ ��Ь࢑ܹ�

�

�

��� �ˮ۳ˀࠆ
G

����� �ࢼהˮࠆ
�

�ق �۰Е߾˱ࠉ ୔ݛ੨Җࢂ� �ࡕ୘८ח ֻ୉ࢇԽ �̞ �ٸࢇت ٕ֞ �ࠪ

ԦТ׹ ࢂࢽ�ࢶ�ʎϙࢂࢉࡁࢽʼ֐˱��ଯ۽ٸܕ���ઞघࢂоۿ߲� �߾˃˗ࠪ�

оଞ� �ࢶԽࢇ ˈॲࡶ� ؂੒ࡳԻ� �ٸࢇت ٕ֞ �ࠪ ԦТ׹ �߲ �оۿ ɾ�

ଯ۽ٸܕ ࢇ�८ࢂࢉࡁࢽʼ֐˱̞� �ࠪ˗˃ձؿ߅ߊ� ࡸ�Ьࠆଜࡢ̛� �̞

ʋࢿח˱ࠉ�ࡵձ�۶ࢽଜࠑЬ��

�

*[RQVJGUKU���ٕ֞�ٸࢇت� ԦТ׹ࠪ� ��оଞ�एɽѹ߾ଯ۽ٸܕ�о�ɾۿ߲�

८ࢇɼࡶ࢑��ʨࢇЬ���

*[RQVJGUKU� ��ٕ֞�ٸࢇت� ԦТ׹ࠪ� ��оଞ߾ࢉࡁࢽʼ֐˱�о�ɾۿ߲�

एɽѹ�८ࢇɼࡶ࢑��ʨࢇЬ���

*[RQVJGUKU� ��� �ٸࢇت ٕ֞ �ࠪ ԦТ׹ �߲ �оۿ ΰ߾� �߾ط۽ Ҭհ�

���Ьࢇ�ʨࡶ࢑�ɼࢇ�оଞ�एɽѹ�८߾ଯ۽ٸܕ

*[RQVJGUKU� ��� �ٸࢇت ٕ֞ �ࠪ ԦТ׹ �߲ �оۿ ΰ߾� �߾ط۽ Ҭհ�

���Ьࢇ�ʨࡶ࢑�ɼࢇ�оଞ�एɽѹ�८߾ࢉࡁࢽʼ֐˱

*[RQVJGUKU� ��ٕ�ٸࢇت� ଯ۽ٸܕ�ࢂоۿ֞� �Е߾�ɾࢉࡁࢽʼ֐˱̞�

��Ьࢇ�ʨࡶ࢑�ଞ�ۘ˗˗˃ɼࢂࡪ

*[RQVJGUKU���ԦТ׹� ଯ۽ٸܕ�ࢂоۿ߲� �̞˱ �ଞࢂࡪ�Е߾�ɾࢉࡁࢽʼ֐

ۘ˗˗˃ɼࡶ࢑��ʨࢇЬ��

*[RQVJGUKU� ��� �ٸࢇت ٕ �֞ оۿ �ࠪ ԦТ׹ �߲ �оۿ ɾ� ଯ۽ٸܕ �̞

ଞ�ۘࢂࡪ�߾ࢉࡁࢽʼ֐˱ ˗˗˃Е�८ࢇɼࡶ࢑��ʨࢇЬ��

�

����� �ࡿܶس �ࢳ࢓࣌ �ࠧࡿࢺ ৊ࢺ�
�

�ق �Е˱ࠉ �ٸࢇت ٕ �֞ оۿ �ࠪ ԦТ׹ �߲ �оۿ ɾ߾� ଯ۽ٸܕ �̞

�߾ࢉࡁࢽʼ֐˱ �ଞࢂࡪ ८ࢇɼ� �Еए࢑ ʦऎଜˈ࢕� ۴ଭࠉ˱ձ�

ˈॲଜࢇ�ࠆձ�̛ ˱�एձחԻ�۶ࡳ؆ ���Ьࠑଜ۽

ࢉ�ࢂق�૲ࢵ֠ �˱੼˃ࢶ�ઞָּ�ࡵ۽উѦ ��ɼМଞࢽউѦԻ�্ࠊ۰ࠪ�

˱�Իࡳҗܕ��߶��ଝԯ��ऐط۽��Զࠉ��оۿ ্�ࠆଜ۽ ���Ѹ߹Ьࢽ

�ࡵଯ۽ٸܕ ��ଯ۽ߟࢸࡕ࢕ ੉۽ݥࢂࢉଯ�� ˃୤˱۽֐ଯ�� ঻Ѱ˱֐�

Ѹ۽˱�Իࡳࡕଯ�८۽ �ֲ.LP��������3DUN�	�.LP��������.DQJ�	�6LQ���������

� ���չ৲ઝ�উѦࢺ �ࢺ ��ЕЬ߉�ଜएࢂ୉�Ѱࢷ�  � �ࢺ �Իࡳࢶࢷ� 

ѰࢂଞЬ�Ի�্ࢽѸ߹Ь��˱֐ʼࡵࢉࡁࢽ�.DQJ�	�6LQ�������۴ࢂଭࠉ˱ձ�

ੵоԻࢿ� չ̐��ࢉࡁ�ԐҖٱ��ࢉࡁ૽� �̍ૡɼۿ�ࢂࢉࡁ��ʎ�ଜࡢ८ࡳࡕԻ�

Ѹ۽˱ �ֲ� � ���չ৲ઝ�উѦࢺ �ࢺ ��ЕЬ߉�ଜएࢂ୉�Ѱࢷ�  � �ࢺ  �

ଞЬ�Ի�্ࢂԻ�Ѱࡳࢶࢷ ��Ѹ߹Ьࢽ

�

����� ૯۳ؿˀ� �׽ �أ،ۮٔ
�

۴ଭࠉ˱ �ࢇԽࢇ୉ֻ�ࡕ୘८ח�ࢂ੨Җݛ�੼ଥ�୔ࡶॲˈ�ࢶԽࢇࠪ�

ɼऑ�ઞघۑ�ࡶ૛ؿ ٕ�ٸࢇت�оۿ�Իࡳձ�؂੒ࢇ�̍� ԦТ׹��оۿ֞� �߲

ࠪ�оۿ ଯ۽ٸܕ��Ҭհ߾�۽ࠆ��۽Χ�ط۽� �ɼࢇ�८߾ࢉࡁ�ࢽʼ֐˱̞�

�۰ߔ�߾Еए�ʦऎଜ̛࢑ ���� ϗ� �� �ࡖ �� �ਫ਼ٕ�ࢊ ���� ϗ� �� �ࡖ

�� ٕ�ٸࢇت�ए̧ࢊ ���оۿ֞� ָ ԦТ׹̞� ���оۿ߲� �Իࡳ�оۘࡶָ

�ɼی࣏ٸࠖ ऑଭѸ߹Ь�� �ࢂ࢕зࡻ �ࡶʺࢂ ଜࠒ؆ �̍ ΰࡈ� ੉кࢇ۽�

एɼ�ফחଞ�۶ࡢ�ձی࣏�ق�ࠆଜ߆�ળࡶତח�ଥѸЕࢵ ��Ѹ߹Ьࠬؿࣗ�

�ʼی࣏�ٸࠖ �੉кѦࢂܹض�ࢽ্�̞� �ձ�ऑଭଜЕіی࣏�ق�ՇѦЕݦࠪ�

ѸࢉԻ�୙ࡳչɼ�߷Е�ʨה਼� �߭����ϗٕ�ࢊ���ࡖ���ਫ਼�����ϗࡖ����

�ࠆଜࡈی�ࡶئ঴ষق૲ࢂЕ�૜ی࣏�ق��Ѹ߹Ьݤݨ�ɼی࣏�ق�ए̧ࢊ��

ࡳ߹Ѹݤݨ �ֲ�ࠟԂࢉ�˱ �૦ؑ�ࢂएח�੼ଥ�۶ࡶ�*RRJOH�)RUP��૪ח۶̔�

зࡻ�ଞݨ۽Ο��ٙࡳ߹�ऑଭѸ߹Ь��দ����ٕɼ�ୣܹѸࢇ߶࢖؀�ୣܹ �̞
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�

Ь߉�ଢଜएࢶ�߾۱ٗ �̍ શЯѸЕ� �� ٕձ࠹ࢿ�ଞ�� ফ �ࣗ ��� ٕɼ�

ফࣗٗ۱߾�୛ࡈѸ߹Ь���

�

�

��� �ۮऋٔݥ
�

����� �ࢳˮ੹ˀଚࢆ�ࡿ࢒дࡸ છۺ�
�

ࢉ�ࢂ࢕зࡻ �˱੼˃ࢶ�ઞ�7ࡵ۽DEOH��� �̞ʋЬࢷ���঑�૲ق���� �ָ �ࣸ

�ٸࢇت ٕ֞ �ࠪ ԦТ׹ �߲ �оЕۿ ɽɽ� ������� �����Ի� �ٸࢇت ٕ �֞

�оɼۿ �ࡵɾ�քߟ ʨࡳԻ�Ο੉ΪЬ�� �ࢉࢶ঑ࢷ �ࢇ�������۽ࠆ�ࡵط۽

Χ۽�ٸ�߾������ଜߟ�ࠆɾ�քࡵ�ʨࡳԻ�Ο੉ΪЬۿ��оٸࢇت�ࡵط۽�ط�
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Table 1: Demographic Profile of the Respondents (n=219) 

Demographic variables 
Total 

Generation 

Baby Boomers Millennials 

Frequency(n) % Frequency(n) % Frequency(n) % 

Gender 
Male 108 47.6 39 33.9 60 57.7 

Female 119 52.4 79 66.1 44 42.3 

Age 

20s 76 34.7 0 0 76 73.1 

30s 27 12.3 0 0 27 26.9 

40s 49 22.4 49 42.6 0 0 

50s 60 27.4 59 51.3 0 0 

60s 7 3.2 7 6.1 0 0 

Education 
Level 

High school 76 34.7 37 32.3 39 37.5 

Two year college 38 17.4 19 16.5 19 18.3 

University 80 36.5 39 33.9 41 39.4 

Master Course 25 11.4 20 17.4 5 4.8 

Job 

Professionals 45 20.5 25 21.7 20 19.2 

Public official 9 4.1 7 6.1 2 1.9 

Salaryman 37 16.9 18 15.7 19 18.3 

Self-employed 19 8.7 15 13.0 4 3.8 

Service 19 8.7 10 8.7 9 8.7 

Manufacture worker 9 4.1 6 5.2 3 2.9 

Housewife 19 8.7 18 15.7 1 1.0 

Others 62 28.3 16 13.9 46 44.2 

Income 
(unit=won) 

Under 2 million 78 35.6 26 22.6 52 50.0 

2 ~ <4 million 90 41.1 45 39.1 45 43.3 

4 ~ <6 million 36 16.4 32 27.8 4 3.8 

Above 6 million 15 6.8 12 10.4 3 2.9 

Total 219 100.0 115 52.5 104 47.5 
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Table 2: Exploratory Factor Analysis and Reliability Analysis 

Factors and items Factor 
loading 

Eigen 
values 

Explain 
Variance(%) Cronbach α 

Consumption 
propensity 

Resource saving purchase propensity  3.191 18.772 .746 

I tend to try to use my old one for a long time rather than 
buying new ones. .794    

I tend to buy only the products that I really need. .787    
They tend to Precious cherish, and use even cheap goods. .676    
I always think about the propriety of my situation and 
situation when I buy things. .490    

Awareness propensity for others  2.804 16.491 .752 

When I use a trendy or expensive product, I would be 
happy if other people would recognize me. .845    

I feel good when I talk to others about high-end products I 
own. .839    

When I buy something, I tend to be aware of other people's 
evaluations. .687    

I look carefully at what people around me wear. .518    
Planned purchase propensity  2.484 14.613 .759 
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I tend to buy products using discount period of products. .864    
I find and buy the cheapest way to buy things. .844    
I tend to plan and buy anything in advance. .506    
Before shopping, I tend to make a list of purchases and buy 
them according to the list. .490    

Impulse buying propensity  2.049 12.054 .861 

When new and unique products come out, I tend to buy 
them immediately. .756    

Even unplanned products are often purchased if they are 
liked. .689    

I tend to buy what I want regardless of other people's eyes. .756    
I think living happily today is a happier life than saving 
money for an opaque future. .815    

I tend to buy expensive goods by all means when I want 
them. .712    

KMO = .810, Bartlett = 1552.916(df=136, p = .000) 

 
Determinants 
to 
purchasing 

Product Factor  2.176 21.765 .662 

Purchase considering product quality and function .789    
Purchase considering the price of the product .708    
Purchase considering the ease of use of the product .737    
Brand Factor  2.067 20.671 .694 

Purchase considering the brand image of the product .612    
Purchase considering the manufacturer of the product .800    
Purchase considering the reputation and trust of the product .643    
Purchase considering the country of origin of the product .614    
Evaluation Factor  1.939 19.395 .715 

Considering product experience or reviews .749    
Considering the surrounding image of the product .716    
Considering the evaluation of the people around me .738    
KMO = .801, Bartlett = 565.203(df=136, p = .000) 
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Table 3: Independent Sample t-test Results for Testing Difference in Consumption Propensity between Generations  

Consumption 
Propensity 

Mean S.D. 
t-value p-value Results Baby Boomers 

(n=115) 
Millennials 

(n=104) Baby Boomers Millennials 

Resource saving purchase 5.44 4.76 1.194 1.240 4.110 .000*** Supported 

Awareness propensity for 
others 3.92 4.11 1.443 1.425 -.997 .320 Not supported 

Planned purchase propensity 4.97 4.70 1.271 1.299 1.524 .129 Not supported 

Impulse buying propensity 2.99 3.67 1.395 1.487 -3.510 .001*** Supported 
 

* p<.10, ** p<.05, *** p<.01 
 

��ʣऋࢄ�५ࢆ࠾ࢺʹ֍л�ɻ�ˮۼ�������

�ٸࢇت ٕ �֞ оۿ �ࠪ ԦТ׹ �߲ �оۿ ɾࢂ� �߾ࢉࡁࢽʼ֐˱ एɽѹ�

८ࢇɼ࢑�Еए�ʦऎଜˈ࢕�ѧվ૲ق�W�WHVW ձݤݨ�ଜࠑЬ��ٗ۱�ʼ �̞�

7DEOH�� � ۰߾ �ࠪ ʋࢇ�� �ٸࢇت ٕ �֞ оۿ �ࠪ ԦТ׹ �߲ �߾оۿ Ҭհ�

ěૡɼࢉࡁ�W ��������S�����Ĝࢇ�੼˃ࡳࢶԻࢂࡪ�ଞ�८ࢇձࢇؿ�Е�ʨࡳԻ�

Ο੉ΪЬ�� ૡɼࡵࢉࡁ� �ٸࢇت ٕ �֞ �0 �����ɼ�оۿ ԦТ׹ �߲

���Ի�Ο੉ΪЬࡳ�ʨࡵЬ�άؿ����� 0�оۿ

̐ԜΟ� ࢉࡁ૽ࢿ �̞ �ԐҖٱ �оۿ�ࡵࢉࡁ ɾࢂ� ८ࢇɼ� ੼˃ࡳࢶԻ�

Ь��ҬԂ۰�+�Е�ٕߑ߉�ଜएࢂࡪ ٗॹ੔�Ѹ߹Ь��

�
Table 4: Independent Sample t-Test Results for Testing Difference in Determinants of Purchase between Generations 

Consumption 
Propensity 

Mean S.D. 

t-value p-value Results Baby Boomers 
(n=115) 

Millennials 
(n=104) Baby Boomers Millennials 

Product Factor 5.86 5.74 .876 .856 1.074 .284 Not supported 

Brand Factor 4.95 4.66 1.088 1.210 1.845 .066 Not supported 

Evaluation Factor 4.68 5.23 1.257 1.064 -3.493 .001*** Supported 
 

* p<.10, ** p<.05, *** p<.01 
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Table 5: Independent Sample T-test Results for Testing Differences in Consumption Propensity between Gender 

Consumption 
Propensity Generation 

Mean S.D. 
t-value p-value Results 

Male Female Male Female 

Resource saving 
purchase 

B 5.17 5.57 1.351 1.091 -1.697 .092 Not supported 

M 5.00 4.44 1.224 1.204 2.308 .023* Supported 

Awareness 
propensity 
for others 

B 3.79 3.98 1.381 1.478 -.674 .502 Not supported 

M 4.42 3.70 1.416 1.347 2.586 .011* Supported 

Planned purchase 
propensity 

B 4.55 5.18 1.334 1.189 -2.605 .010* Supported 

M 4.78 4.60 1.381 1.188 .700 .486 Not supported 

Impulse buying 
propensity 

B 3.05 2.96 1.564 1.310 .338 .736 Not supported 

M 3.54 3.87 1.573 1.358 -1.113 .269 Not supported 
* p<.10, ** p<.05, *** p<.01 
Note: B(Baby Boomers: Male(n=39) / Female(n=76)), M(Millennials: Male(n=60) / Female(n=44)) 

 
Table 6: Independent SampleTt-test Results for Testing Differences in Determinants to Purchasing between Generations 

Consumption 
Propensity Generation 

Mean S.D. 
t-value p-value Results 

Male Female Male Female 

Product Factor 
B 5.68 5.96 .830 .888 -1.641 .103 Not supported 

M 5.96 5.45 .736 .926 3.152 .002** Supported 

Brand Factor 
B 4.99 4.92 1.146 1.064 .306 .760 Not supported 

M 4.80 4.48 1.219 1.188 1.307 .194 Not supported 

Evaluation Factor 
B 4.60 4.72 1.216 1.285 -.470 .639 Not supported 

M 5.36 5.07 1.123 .966 1.392 .167 Not supported 
 

* p<.10, ** p<.05, *** p<.01 
Note: B(Baby Boomers: Male(n=39) / Female(n=76)), M(Millennials: Male(n=60) / Female(n=44)) 
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Figure 2: Structural Coefficients of Canonical Correlation 

�
Table 7: Results of Canonical Correlation 

Factors 

Standardized canonical 
correlation coefficients Canonical loadings Cross loadings 

1 2 3 1 2 3 1 2 3 

B M B M B M B M B M B M B M B M B M 

CP 

ASP -.088 -.697 .308 .302 -.777 -.075 .042 -.908 .664 .239 -.700 -.211 .028 -.559 .262 .014 -.107 .016 

APO -.496 -.024 -.337 .781 -.683 .723 -.871 .089 -.094 .920 -.353 .316 -.587 .055 -.037 .441 -.054 .059 

PPP -.100 -.424 .843 .038 .573 -.557 -.183 -.708 .941 .089 .038 -.338 -.124 -.439 .371 .043 .006 -.063 

IBP -.633 .133 .174 .445 .523 -1.012 -.875 .520 -.168 .605 .369 -.583 -.590 .320 -.066 .290 .057 -.108 

Redundancy 
Coefficient 

Index 
.177 .152 .053 .070 .004 .005             

DP 

PF .536 -1.020 .910 -.082 .910 -.251 .188 -.948 .980 .239 -.059 -.211 .127 -.584 .387 .114 -.009 -.039 

BF -.185 .337 .110 .385 .110 -1.079 -.588 .090 .437 .778 .680 -.621 -.397 .056 .173 .373 .104 -.116 

EF -.922 -.020 .124 .762 .124 .951 -.857 -.147 .486 .945 -.171 .291 -.578 -.091 .192 .453 -.026 .054 

Redundancy 
Coefficient 

Index 
.169 .117 .072 .119 .004 .006             

Function 
Canonical function 1 Canonical function 2 Canonical function 3 

Baby Boomers Millennials Baby Boomers Millennials Baby Boomers Millennials 

Canonical 
Correlations .674 .616 .395 .479 .153 .186 

Eigenvalue .834 .611 .185 .298 .024 .036 

Wilk’s Lamda .449 .462 .824 .744 .976 .965 

Chi-SQ 87.982 76.547 21.251 29.339 2.620 3.489 

df 12.000 12.000 6.000 6.000 2.000 2.000 

Sig. .000*** .000*** .002*** .000*** .270 .175 
 

* p<0.10, ** p<0.05, *** p<0.01 
Note: B(Baby Boomers), M(Millennials), CP(Consumption Propensity), DP(Determinants of purchase), ASP(Resource saving purchase), 
ATO(Awareness purchase for others), PPP(Planned purchase propensity), IBP(Impulse buying propensity), PF(Product Factor), 
BF(Brand Factor), EF(Evaluation Factor) 
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WR�2IIOLQH�ձ�̛টԻࢷ؈�ଞ�۰ݛٸԻ�Я �ܻ˝ �̍ଐԔ૪ࢷ؈�۰߾ଜࠆ�

ଜ˓ࢿ�ࡶԻ�ૡશݛٸ�୯�୯̛ձ�੼ଞ�۰ח࣯�ࡶݥࡸ ԦТ׹��Ь࢑̍� �߲

�оձۿ �Իࡳݪࣸ ଜࢠ۽ �̍ �Е࢑ ؑбߚ� �ࡵࢠݤ ЬࡋԻҖ� ʢܹЕ�

����� փ�ʢࡶ�φ߭ࡳۼ �ֲ���� ϗ�ؑбࢷ�ࡵࢠݤ�ߚ঑�ؑбࢂࢠݤ��
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��������/HH	�.LP�Ьࠑଜࢠ۽�Իࡳࢠݤ�ࢂоࡕ�࣏��ɾࠉ��Ի࡭ࡪࢺ�ࢂ����

/HH�HW�DO������������

ԦТ׹ �߲ �ࢂоۿ ě߲ ցΟ� �չچ �ձ˱ࡂ ঻ݤ࣐਄� ࣯Еɼ"Ĝ�� ě࣯ �ࢂض

ૡશ߭�ࡵҿଞɼĜ۽ٸܕ�ࢂଯ �Իࠖ�ࡵЕ�࣯ࣚࠆؿ�ࡶࢉࡁ�ࢽʼ֐˱̞�

ܹ�ك Ь��ҬԂ۰�ؑб�ࣸ࢑� ԦТ׹��इࢇ�଎Ԑ८ݥ࠹�ࢂݪ о�ּۿ߲� ૲ࢂ�

��զࢂ�ԐҖٱ ��۰չۿߖ �؈ݦ ҟ�ࢂ� ଎Ԑ८ࢇइЕ� �ԐҖΟٱ �߾૽ۘ

оଜࠆ�о ࡓЬ�ܱ۶�όઝؿؿ঑ձ�੼ଞ�ୖ֐ࣸ� �Իࡳݪձ�ࣸݛٸ۰ੈ�

�ࢉࢶ੼ࢷ�۰߾্ִ�ࢶࡈԻ�શЯѹЬ��ΰࡳଟ�ʨࢸࢶ��шࢇʎଜЕ�ʨࢷ

ʸ۽�इࢇЬ�ɽ�଎Ԑ८ؿए�Ϡষ׵ࢇ�ԐҖٱ�Οࢇбࢷ�ؿࢽ �̞ઞ߾۽�

֍ʯ�ࣚ׵ࢇ�ࡵएձ�փҚ� ࢇࢶࢻઝ�શঠ��ऐجࢇ�Е࢑ܹ� �ࠆ�ॳࢶ̑ࢶ̍�

�ࡶ۽ܹࡉ�ࢂݛٸΟ�۰ࢇ�ˁଵ��ۘ૽࢕ࡈی��ઝݛ�ਏ੨࢕ٸܕ�ࢂѦࡪ

�ռߊ ઝ�୯ݛت�Е࢑ܹ� �̛ҟࢂ�શ֐ঠऑࢇࡈࢶ��ш�ଗࡁଞ�ցৼલ�

��Ի�શЯѹЬࡳԘࢷ

҂धٕ�ٸࢇت�� оۿ֞� ԦТ׹ࠪ� ଯ۽ٸܕ�۰߾ࢇ�८ط۽�߾оۿ߲� �̞

ٕ�ٸࢇت�ࡵࢉࡁࢽʼ֐˱ ��шࢇ۽ࠆ�۰߾�ଯ۽֐˱୤˃�۰߾оۿ֞�

ϩࡵ�ʨࡳԻ�Ο੉ΪࡳΟ�˱֐ʼ۰߾ࢉࡁࢽЕࢂࡪ�ଞ�८ࢇЕۢ؈�ଜए�

Ь��ଞߑ߉ ٕ�ٸࢇت�۰߾ی࣏�ࢂࡕ˱ࠉ�ॺࢽ�۽ࠆ˲� �ط۽�ࢂоۿ֞�

ˁࢿ୛Ѱ�ॳɼࡵ࡭�Χ۽���۽ࠆ��������۽թ�Χࡈˈ��������۽ࠆ������

�����Ի� ��.LP�Ѹ߹Ьی࣏ ������� �Еࢇ оٕٗࢂ� �ٸࢇت ٕ �֞ �ࢂоۿ

�ࢽԻ��ɼࡳЕ�ʨ࣯�ࠆؿ�ࡶ�ʨࢉٕ࣯�߶ࢷ�ձ�жкଜʠΟی�ɼࡵ۽ࠆ

�ࡵଜЕ�ʨࡈی�ࡶҗܕ�ѹۢ؈�۰߾ࢽ�ɼࢿݨ�Οࢇ۽঑Е�Χ࣯�ࢂҗܕ

�ࢇ۽ࠆ��оଥ۰߾җܕ�ଞۢ؈�۰߾˃Ь��ҬԂ۰�ɼࢇ۽ࠆ�ࢉٕ࣯�߶ࢷ

एষ߾� ш� �ʃଜʯ׷ ଜࡻ؆ �̍ ٙଗࡁଞ� Ϋٸձ� ࢇࣲ �̛ �ଥࡢ

˃୤˱۽֐ଯࢇ�ш�ϩࡵ�ʨࡳԻ�શЯѹЬ���

ٕ�ٸࢇت �Ԝࠆ�ࡓۿ�ࡶչ�˃୤׵��ҶЕۑ�ࡶʢי�ࡵ۽ࠆ�ࢂоۿ֞�

ؿ૛ۑ�ࡶࢺۘ ଜ࢏˱�ଞ�୯ˬٸ̍� �ࢂଜЕ�ҟ࢏˱�ԼоԻּ�࢏˱ֲ�

�ɼएࡶଯ۽ ��Ь࢑̍� �ࢂइ�ΰࢇԻ�଎Ԑ८ࡳ�؂੒ࡶଯ۽ٸܕ�Ԝଞࢇ

ଟؿࢽ�ࢉձ߾ࢷی��঻ٗ஢ߊ�չ �̍Ьߦଜ ୙�ଞ�ۘࢽ̍� �૽ �ձؿࢽ

���ଜЬࡁ�ଗࢇԘࢷ�ଜЕ�ցৼલݤˈ�Իݤܹ

ԦТ׹ �߲ �۰Е߾оۿ �ଯ۽ٸܕ �ࣸ ��ଯ۽ߟࢸࡕ࢕ ੉۽ݥࢂࢉଯ �̞

�ࢉࡁ�ࢽʼ֐˱ ��Ի�Ο੉ΪЬࡳ�ʨࡵ�ш�ϩࢇ۽ѿ�Χֻ�ࢇࢉࡁ૽ࢿࣸ�

�ࢂչΟԂࡉ ԦТ׹ �߲ �ࢂоۿ �ࡵ۽ࠆ ʼ୐ࡶ� �ՔʠΟ׵ ૦̛ଜЕ�

�Ж߭ΟࢇԆҚی �ࡶ�खݤ��߶ী��ীखݦԻ�ী߶оࡳ߶ݨଞ�ঐϗݪ̑̍�

۴੔ଜԮЕ� �ࡵࢹ �ࢇ۽ࠆ ϩ߅ए �̍ ��-HRQJ�Ь࢑ ������� �୐ݦ �ࢂٕٕ

ʼ୐ࡵࡈٸ�ૡ �̎� �߮�ঊփࡕ�� ��ѿࢂٕݦ�ࢇԊݦࣸ� �ࢇࡈٸ�ࢂѦࢽؑ�

ҘЬ�'XRZHG���������Ӗଞࢉ˗̛חࢷ�ی࣏�࢕ٸܕ��৴ݕ �ࢂઝࢇیࢉ֞�

�ݤ�ଛܱ�ࢉ۰�ࠟԂ߾˕ʼی࣏ ������ࢊ�Е�ֻ؂ݛࢇ�ҡ؂ࡈࢇ࣯� 3&�

���Ի�Οࡳ࠱ �ֲ� �ࡵ۽ࠆ��������ࡵ۽۰�Χ߾ԶоЕ������оࠉ�ࡈࢇ࣯�

���Ի� �ԻࡳࢶѦߏ �ࢇ۽ࠆ ϩߑЬ�-HRQJ�� ������� �Ԝଞࢇ �ࢶୣی ۘଢ଼�

ԦТ׹�۰߾ܖ �ী߶��ʼ୐ࡵ۽�Χࢂоۿ߲� �̞ʋ׵�ࡵԎ߾�оଞ�ࣱٸԻ�

�߾۽ࠆ �ଥٸ ۘоࡳࢶԻ� �ձٸܕ ଜЕі� ࢑ �߭ ěߊӲଡĜࡶ� ʈ࣏ଜЕ�

��ଯ�Ӗଞ۽ݥࢂࢉԻ�શЯѹЬ��ଞ૜��੉ࡳ�ʨࡵ�ш�ϩࢇଯ۽ߟࢸࡕ࢕

Χࢇ۽�ш�ϩࡵ�ʨࡳԻ׹�ԦТ Զ̛ࢶ�ʼ୐ࡵ۽�Χࢂоۿ߲� �ࠪী߶�

�ԻࡳଜЕ�ʨࡻ؆�ʃଜʯ׷��оଥ߾�ૡɼࢶୣی��оଞࢂݦ࢕�оԻ۰ۿ

શЯѹЬ�� ɼʸٸ �ˬ �חࢷ �ࢉઝࢇی ցࢇցऑ�ZZZ�P\PDUJLQ�FRP�ࡵ�

�ʼ˕ձی࣏�ଞЬЕࡻ؆�ʃଜʯ׷�Ь�шؿ࢕ࠆ�ɼ࢕�Χݤ�ਫ਼ϒ�ܱଛࢉ

����������/LP�Ьࠑ૲ଜ؈

ԦТ׹ Ĝࠪٸ۽�ěɼࡵ۽�Χࢂоۿ߲� �ěˁ Ĝ�̐չ۽ࢿ �ࢉࢶչݨ�ࢂ૽ࢿ̍�

�ࡶМ۽ ˈԮଜ �̍ ̐ԥʯ� �ଞ࢏˱ �Οࢇ૽ۘ �ɼݛٸ۰ ੉ࡳࢉԻٕਫ਼�

ě߭ ҿଞ�ૡɼձ�؇Еɼ"Ĝ߾�ϩࡶݪ˗�ࡵ�ɼए ��Ի�શЯѹЬࡳЕ�ʨ࢑̍�

ԦТ׹ �ݤ�վܹ�ࡶԘࢷ�इ�ցৼલࢇ૲Ի�଎Ԑ८ּ�ࡶ۽�Χࢂоۿ߲�

૽ࢿ�یࡪ��оଞ߾ݛٸΟ�۰ࢇ૽ۘ ٸ̞� �ࢂ�ૡશ�ҟ࣐�փ࢕ٸܕ�ˬ�

��঻ٗ஢ࢷی�ձݛٸ۰ �ࠆଜݤࢿ ɼٸ۽ �ࠪ ˁࡶ۽ࢿ� ऎָଜ �̛ �ଞࡢ

Ϡԯࢇ�ଗࡁଜЬ�� ɼٸ۽ձ�ϩࢇ �ΟࢇԐҖԂЕ�ۘ૽ٱ�ɼࢵ�ଥࡢ̛�

�ଥٸ�߾�ɼʸоࢉࢶ�ଞЬ��ěଢչߞࠆࡌձ�̛ࢂѦԼ�࣯߉�एձ�ʉए׵ࢇ

૽ओࢇ�ϩˈヤࢿ� �૽ҡࡵࢉ࢕�Ьհٱ�ԐҖٸ�߾ଥ�Яܻଞ�ʨĜࢿ�ࢂ �૽

ঋଝࡶ�ɼऑ�િٱ�܊ԐҖࡪ�ࢉТ਽Ի�81,4/2�Е׹�ԦТ �ࡵ�ք߾оۿ߲�

ձ�ɼए̛ࢉ ࢑̍� �߭5KHH�	�&KRL�������ࢇ��Ԝଞ�о૲ی˓۽�ࢉࢶԷԻك��

���Ь࢑ܹ�

��ध܅ �ࢂଯ۽ٸܕ ଜࢉࢉࡁࡢ� ��ଯ۽ߟࢸࡕ࢕ ੉۽ݥࢂࢉଯ��

˃୤˱۽֐ଯ��঻Ѱ˱۽֐ଯ ��ࢉࡁ�ԐҖٱ��ࢉࡁ૽ࢿ�ࢉࢉࡁࢽʼ֐˱̞�

ૡɼ۱ٗ˗ࣱۘࢽ�ࡶࢉࡁଜٕ�ٸࢇت�ࠆ оۿ֞� ԦТ׹ࠪ� �о�ֻѿۿ߲�

ଜࢉض�ࢉࡁࡢ� �˳ɾ�۰߾Իɼࠒ�ଯԯࡶ�ɼएЕ�ʨࡳԻ�؉ୁ࣌Ь�� �̐ �ࣸ

�ٸࢇت ٕ �֞ �ଯ۽ٸܕ�ࢂоۿ �ࣸ ঻Ѱ˱۽֐ଯ �̞ ૡɼࢇࢉࡁ� ɼࢠ�

�ଞࢻ׹ ˗˃ɼ� ࡳ࢑ �ֲ ԦТ׹ �߲ �۰Е߾оۿ ଯ۽ߟࢸࡕ࢕ �̞

ٕ�ٸࢇت�Еࢇ��ଞ�˗˃Ի�Ο੉ΪЬࢂࡪ�ଞࢻ׹�ࢠ�ɼࢇࢉࡁ૽ࢿ �֞

�оЕۿ �ࡶ૽ࢿ�Իݛݛ ঻ѰࡳࢶԻٸܕ�ଜЕі࢑� �߭ ੉ࢂࢉ�ૡɼ߾�

�ࡶݪ˗ �̆ ࢇࡌ̛ �̍� ԦТ׹ ۽ࢿоЕ�ˁۿ߲� �̞ɼٸ۽ձ�ˈԮଜࠆ�

࢑�ଜЕіٸܕ ̛�ࢂ૽ࢿ߭� Мࣸ�ࡶ۽ ܹ�ߊ�ࡶݨی�ଞЬЕݤࡁ ����Ь࢑�

ҬԂ۰� ଎Ԑ८ࢇइ� ցৼલ� �վଜЕіܹ�ࡶԘࢷ ࢑ �߭ �ٸࢇت ٕ �֞

Ք߭एЕ�୚ࢇ�ɼٸܕ�ࢉࢶ۰�঻Ѱ߾оۿ �ˁ ۘ˝˗��ࢉઝ��ଟجࢇ� �૽

ҟ�۰߾Е�࣯ࢂࢉض�ૡɼձ�ˈԮଞࢷ�Ԙܹվࢇ�ଗࡁଜЬ��଎Ԑ८ࢇइ�

ɼ֘ࢺ�ΰ�۰ݛ�ݛٸৼࢇ଎�VHUYLFHVFDSH��ଯۘࡶݪ˗�߾�ɼए �ֲઞ஢��

ࡕ߶�੓Ѧ��ࣗࢂࡕ߶ࣗ �̞ˈʏۘ�ࢂ୎ݛٸ��۰ࡈ࢖�Мԯ�ҟࢶୣی�ࢂ�

୚ˁ߾�एࢉࢶܖ�Ϡԯ ԦТ׹���ଞЬߞࣇ�ɼࡶݪ˗̞� �ࡵ۽�Χࢂоۿ߲�

ɼٸ۽ �ࠪ ˁࡶ۽ࢿ� ˈԮଜࠆ� �ࢂ૽ࢿ ૽ओࢇΟ� ̛М�� ɼ �y ҟࡶ�

ଜݤࡁࣸ �̛ Ҷ߾ח� ଎Ԑ८ࢇइ۰߾� �ѸЕ˓ࢿ �Οݛٸ۰ �ࢇ૽ۘ

ɼʸؿЬߦ�ओԻࢿ�˓؇ ࣸ�ࢇଜЕ�ʨݥࢉ�ࡶࡸ࢑̍� ଜࡁ �ֲɼʸٸ�߾ଥ�

ओࢇ�άए߉�ʯ�ଜЕ�ʨࢇ�ш�࣯ࢂձ�̛ߞࠆࡌ�ଞЬی��ԷԻ۰�ѧઞଞ�

̛ࡢٗ �ࢉࢺחࢷ�৔ࡢଜЕ�о୉�ۜҖ˓ࢿ�ձݛٸস୉�۰֍�࢕ٸܕࠪ�

�6XE:D\�Е�ࢇ࡛ٱ۰ �ࢂɼࢵࣸ ۜҖࡢ৔������ ������aࡕ �ձ�ࡕ

શ֐ଡࡳԻނ�ˈɼٕ�ࢇݥࡸ�ࢂжݛԡʠΟ�૜ݥࡸ�ࢺࢂ �̞ʋࢵ�ࡵɼࢂ�

�ɾЯଜݦЕ�оࡉԻ�ର̛ձ�ॹࡳݥࡸ �̍଀࣐ଞیݥ�ձࢿ�˓ଞЬࢇ��Е��

ԦТ׹ �߲Χۿ�۽о߾�֍Е�ցৼલࢷ�Ԙ�؏ی�ࢂݥԷԻܹ�ك� ��Ь࢑�
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�

ଞ૜ࢂ˱ࠉ�ق���ଞ˃ࡵࢺ�Ьࡸ �̞ʋࡳ ࠉ��ҬԂ�ଯ୯߾ࢇ�ֲ� �˱؏ଯࡶ�

����ଞЬ࢕ˈଜݤࢿ

঎धࢂ˱ࠉ�ق���оۘࡵ� �ୃ ٕ�ٸࢇت�ɼЕ߅ۑ�оձݤ �֞ оۿ �ࠪ

ԦТ׹ �ࡵଢ଼ۘ�ࢶࢿ��ˁࢶୣی�ࢂ�ҬԂ�̐Қ߾�एΧࢇɾݤ�оԻۿ߲�

бԂ�ओ�ʨࢇЬ��ҬԂ۰ۿ�о߾�˗ଞࠉ�˱Е�एࢉࢶܖ�঴ࡶࢶ�੼ଞ�ࣗࢶ�

˱ࠉ �ࠪшٙ ձ�ऑଭଞЬ˱ࠉ�ࢶЕ�୩࢑�ࢇ̦߭� �ִш࢑�׵ࢂ�ࡊЕ�

���Ի�શЯѹЬࡳʼ˕ձ�Ѧষଟ�ʨ˱ࠉ

҂ध�� ۴ଭ۰߾˱ࠉ� ࣯Ի� �ѸЕࡈی ଯ۽ٸܕ �̞ �ࢂࢉࡁࢽʼ֐˱

ଜ�؂ࡶࢉࡁࡢ੒ࡳԻࠉ�˱ɼ�ऑଭѸ߹Ь��ҬԂ۰�ଯ୯۰߾˱ࠉ�Е�ɽ�

��࣏ࢿ�ࢠݤ �ݛٸ۰ ҟ�۰߾� ଗࡁԻ� ଜЕ۽ٸܕ�ଯ �̞ �ࡶࢉࡁࢽʼ֐˱

؂੒ࡳԻࠉ�ط�ࢠݤ�˱ɼ�ऑଭѹЬ �ִɽ߾ࢠݤ��шࢶ�ࡊଢଞࢉࢶٕۿ��

�ଟݤࢿ�ࡶࢺیݤ ���ՎѹЬی�Իࡳ�ʨࡶ࢑ܹ�
G

G
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