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Abstract Recently, consumers are showing interest in social and environmental issues. In addition,
consumers are increasingly participating in meaning-out that give meaning to their consumption
and express moral values. However, unlike the spread of meaning-out, existing studies are
lacking. This study approaches meaning out, which has become a recent issue, from an
experiential point of view, and aims to study how the experiential characteristics of meaning out
affect psychological effects such as improvement of self-esteem and subjective well-being. First,
we hypothesized that the experience of meaning out(feel, think, act, relate) had an effect on
subjective well-being through improvement of self-esteem. We tested the hypothesis on a total
of 197 data using the structural equation model. As a result, it was found that three experiences
excluding feel' have a positive effect on the improvement of self-esteem, and and improved
self-esteem had a positive effect on improving subjective well-being. This study expands existing
studies and provides practical implications by confirming that meaning out has a positive
psychological effect.
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MEANING-OUT PSYCHOLOGICAL
EXPERIENCE EFFECTS

Improvement
of

Improvement
of Self-esteem Subjective
Weli-being

1%0}913} 3 Aokt XqE(Rosemberg Self—Esteem
Scale= Rosenberg[2117} 7HdsE AolEsgd FAw
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Table 1 General Characteristics of Respondents

Frequency(N) Percentage(%)
Male 82 41.62
Gender Female 115 58.38
1924 78 39.59
Age 25~30 93 4721
more than 31 26 13.20
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Zﬂﬂl‘é}?iﬂk EEI7 At (= 37544
(df=155)& A9Jstal tt2 FAA+ES vy T
2A8e AJr S HolF QItGFI= .84, NFI= .97,
[FI= .98, CFI= .98, RMR= .055). 3t A7 dAl=
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Table 2 Measurement Model

Internal variables

Lam

a stand T
Constructs/Indicators ard AVE CR

loac value

error

ng
Feel 75 90
Meaning out puts me in a certain mood 9 06 1696
Meaqing out makes me respond in an 0 06 1599
emotional manner
Meaning out appeals to my feelings 74 06 1191
Think 66 .85
Meaning out intrigues me 0 06 1570
Meaning out stimulates my curiosity 86 06 1453

Meaning out appeals to my creative thinking|.65 .07  9.75

Act 71 88

Meaning out reminds me of activities | can do|.86 .06  14.64

Meaning out reflects on my behaviour 84 06 1424

Meaning out reflects on my lifestyle 83 06 1386

Relate 74 90
Meanlng . out reflects on bonds and & 06 1430
relationships

| can relate to other people through meaning 8 06 1517

out

Meaning out reminds me of social rules and & 06 1427
arrangements

Improvement of self-esteem 70 90
Through meaning out, | came to think of o 06 1417

myself as a worthy person.

Meaning ou_t makes me think that | have a lot 8 06 1405

of good points.

Through meaning out, | came to believe that 8 06 1401

| could be good at anything.

Meaning out makes me think positively about 8 06 1387

myself.

Improvement of subjective well-being 706 91
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(Continued)
Table 2 Measurement Model

Internal variables

Thrqugh meaning out, | am getting closer to 2 06 1369
my ideal life.

As | _continue meaning out, | am content with 87 06 1519
my life.

Through m_egning out, | am getting very good 2 06 1370
living conditions.

Wth meani_ng out, | am a_chieving the 85 06 1455
important things | want in my life so far.

a’with 155 df. =375.44(X0.01); GFI= 84 ;
=98 ; RMR =055

NFl = .97 ; IFI= .98 ; CFI

Table 3 Correlation Matrices

Constructs 1 2 3 4 5 6
1. Feel 75*

2. Think .38 .66*

3. Act .30 30 71

4. Relate 45 38 26 T4

5. Self-esteem .36 49 46 53 70*

6. Subjective well-being 32 37 32 2 b6 T7*

Coefficients below the diagonal=Correlation, * = AVE

£ 970 395 248N olgel 142 439
FI Table 40| AIE AASHAT X x°
=14.33(df=4, p<0l)= HFEF7]0 ¥IZsl] Hio]
Aelstglor, o ofdf the A 24=(GFl= .98,
NFI= .97, IFI= .98, CFI= .98, RMR= .040)< |13
ZIEAN M ER B AUt A0% Aad 5
At A58, A (=021 AJstile
AAB(=27), BEAA(15=29), BAAA(,
=35)2 AolEEE Pl THH L 7= o=
et 181 RpolE=7t AL FA ohgrt
Aol FHH PP = Ao Yehtek(s,=56).

Table 4 Structural Equation Modeling Results

Standardized ~ Standard
Path ) t-value
estimates error
1 Feel —Self-esteem  |.02 .06 34
2 Think —Self-esteem  |.27 .06 4.38%**
3 At —Self-esteem  |.29 .06 4.96"**
4 Relate —Self-esteem  |.35 .06 5.61%**
5 Seff-esteem | ouDlectve ) g 06 927
welbeing

2% vith 4 df= 1433 (p€.01); GFI= .98, NFI=.97; IF=.98, CFl=.98
; RMR=.040
% o 001, **p<.01
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