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| M2 WAV (Richins, 1999), #Hlo] F17+E A
FE3=E 3} (Belk, Bahn and Mayer, 1982).

A& (possessions)& Aple] 1A A o8ta

SHAbE 54 AlFolu BAEE FujgoeEn oW Algow Eolﬂ AeA] A, oy
7§Q1e] olelHIEIE| & #7343t (Berger and Heath, — &M= A9 &AFEF B9 2fES 94
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(Richins, 1999). wtA 2|27} Felete AlE

oly} Bl = EeldA ‘Kol Ao A4
(visibility) 9] 7Md-& ABAF 5o A|)gt JakS
o] 21t}

2FSH nHAE R A G ol A TRl
M) Ok ek AFEE ERIA Hol= AW
d Aol wgste] AFE . 2 LAl
A9 o] FAQl olo|dHEHE HoFHe &5
7] aL 91e1A] (Wicklund and Gollwitzer, 1982),
Apilo] Fujshe AlFolut Bal=7h 24l o] 7o} of
A E FEA0R 4T o gl AAS 39t
2] gth(Faber and O'Guinn, 1988; Amine and
Gicquel, 2011). wabx 7FAA9 Bxlo] =gkat
of &M oEE dAFste AL AHA S T
Ao R olgfateH ofzfgol lom, AH A
7IAE A o2 gotsty] fate] H|ZMAA
(invisibility) 9] ZHANE &4 =S FH2d 2
a7k e

2EAE W2 A0l n

(emotive) =H3}A
(privately) A%< Fulste], ERRIANA =& AS

o $Ee Ao R HFEE AHE A Bz}
v ~21$ 7 (secret brand relationship) &
g eth(Fournier, 1998). Bl 22]E 4H] (secret
consumption) = 7HS1e] A5 AFS]A qide] F

E3le AT Z%5(preference conflict) 8-S

Adste A% dote] @+ U 2HAE Al
HEE dAetn e dEeR Add #84
A, g o711 gae] Ay A8E 246
WA Ale] AT g mE 4 gt} Al o]
FFAAQ kel Agcon AN 5 g w

2uA Ao AAE WA 7] Y ol 4H|

&t 4= 9JtH(Thomas, Jewell

(hidden consumption)
and Johnson, 2015).
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2R ARle] e AsH](deviant consumption)
PE ZHFAY(conceal) (Amine and Gicquel,
2011), 43294 ZH](materialistic consumption)
T %71 (compulsive buying) 1 # 342
© 2 (abnormal) AAA = &H Y& wte
(hiding) (Faber and O'Guinn, 1988) X138 <+
____ EH Ao /\H] _41:5-’, iiz‘ﬂ— 2= olq_ 1{-1413]
ZHZE HAAA e HEedoR AR =

G ARt opet, Al ﬂa‘(nonf

Y ZoH|
O]'Oﬂ 1 3 FEx

¥ 4l

deviant context) Hek(normal) AEEE
oA &BE Yt 5]
AEF= 7L
- ==t} 8

2015«4 d:ﬁL 3%
H 5
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&2 28| ool Y 201 olo[HE|E| B YD AR EAE 22| tPfEDE SHoR

= )

A3 - FE7] - WA, 2016), ofldEE 54 ofudk aQlo] ASA FHe] JFs Fof An|Atd
Hdgd S MAE A aQES B Al AelF shte g Ageter 4T Zavt 9l
Folith. ofo|dEE 52 #HAL 2B Fuf ok g 54 AlFel] tg A4l Bl oo A
GrAEA A Fag 43 7] Wz, AlFES 2 gEbA JRVE FREA sk, ERICEREH
olf Qglo] ofoldlElE] HA 3 HHHQU=A gt AR HrbE W AElA oHEE wE k.
ote A2 W Fosih e AlE AAA w0 wepd B dFe AR 4o 93 a0l R B
oA AlFel WxH ofn]e} iH]ZH Apof ofml A7 Q1FY] F 7HX] FAS BRI FAA HotE '
dAeta, AEY 715H BHAA AFY 7150l gk},
2H|] 7Y s 9 ]e—rﬂ A2 282k ok Bk 2Ale] BAE ddd] @A77
olo] e g7} FEote] ofoldlHE =4 #dAo] 93 TEAHLE FolAM LHE A, AF AR
ok 4 Stk wEtA £ AFe ofoldlEHE 53 of tigk Al Akl 291719 g2 4 E o
HagY A a9ow AFI LHA 2 dAAH F &H] Ee US AF F v w4
(congruity)& B4 g}, RS @] 9 Fe A Fujste AlEo]
ARG S WA, LHA} AMSStE Al ARBIF R FEEHA Kohe AgoA aHAe] F
ol Al A e ® dup 89lE et Fastth & v Y=E BT =, Bl vkl digh sl
A (reference group)& 7019 7HA A3} A, Q14 g Bk Qe sterd B e vt 9l
B, P B 2Ao] dFE nA= Ak Hd 2 ATe £ 2H =9 AYA 7IAE Y
9% (Escalas and Bettman, 2003), 74 Ab A F7] Q903 ARG 4 20 B8 st
31989 (normative social influence)= #st 1A} e} 7HQ1A F7] BHAA & &H] g2 E
o, JHQ1C g stolg AHE] Zldel] £8stER 4 FHIete] ofoldHY B4 #EAe 9 s 1
(social pressure)< @A Deutsch and Gerard, et TAXT 48 BHAA F2 Y] Y& E
1955; Burnkrant and Cousineau, 1975). ©]d| skl ARl A ARG grEle] g Q1S n ke
g A AFEL Rl] AR 0 R F8EA X T FHHCE olo|dHY B4 #HEAY & &
S w =2 e A ol (Feldman  H] 9= #ACAM AlgA wialg o] 24 &
and Downey, 1994), 711e] & &5 2HS  HE B o] AF3] 98] 52 4 9=
T A7 (Bond and Smith, 1996). %, & F4de == v& 4¥ dEe A%, 7
AFSA 2 URQLY] Aol AHAR A mA & A AFEC] ALY YRE B ofggA dF
© WFR adste], AEA hgo] FEste WA = A& EFsta BRI HolA] Fod = W
Ugdl & 71&olA katgith. ade 54 Al W A E g7 o] E Bl o84 AAEH A
F9 ARgel diell ElQlo] ofgAl sjAetertel wet FHOR A&E F e #elA Wik AN

AQe FolAAg e G & e A9A
qe dulge oA APAN AF A
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A
L

2Bk AlFolY E%E% Fujste] 2ot
data gl A dAgstd e &35 7HA 3L §lolA]
(Belk, 1988: Berger and Heath 2007), A
Aol 2 PHE 9FE =ydle FH< out-
3l AR Aot omA S A
| AbE Bl A

=2 szo E’H X}O}

consuming <
at8 @t} (Richins, 1999).
‘HolE 7R (visibility) &HE
olm|AE ®AsteH, ALlo] Fulste AlFolu B
W=7} Zpo} ojm]A] o Fg= mA Fol
2=, BRI Al Kol e HIZFAIAS
(invisibility) &85 & 4 v} & 28] (hidden
consumption)= o8 &M §3 F SR, AH]
atazl she o =7h Aste] wolAgE An|stE =
A A ZIA7E 2t AEAbe Ale] 4] B
A& et s BS540l TFHA P9 FA

7F S0} Bele Al S dfel] wojAf &

10 rr
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:’L
hl
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Fl{ i

a

PN
& 4 9l

t} = %S 2HE 9 %40 & (intentional) E
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fro2
Olﬂ =

1430

WAl 93 $717k 8 & ek oAy &
HAe 24 g4S 93 713)-H 2 (things to

approach)Z $13-3]9] (things to avoid) 2=
727] o §717F 2484 & sled (Schaller,
Park and Kenrick, 2007), vkt ZJeel| 7}
A e A E7](approach motivation)<},
HigebA] 2 A EFH dojAle e 39 F7
(avoidance motivation)= A= FHAo|A|%t 3}
ol 545 @ysty] 98 Al wdE 4 itk
(Elliot, 2008). ¥ d+& A2-39 5717} &4
o Her= A3l P= etozH H&

o~
T

S

l-

HE AFRT F, 2dlAE Ao 28] BAL
At FHHQ oWEd HIZsta, ERlY 4]
dk AbS A Wb S e 7&2401 oJHE
Z uelEe B FEIE BB FoA
M & 5 sl

3 27184l (self-control) & 53 2A< 913
e g, AE L EAste A2 w6l

o]t} (Vohs and Baumeister, 2004). ©]
(compatibility)°] E7}s¢ F 7FA] o]

Al FFete Aol Gl
At A7 A BERE F

and Lee, 2001). Hur, Koo a

o] oJQIste} ZV]EZﬂ"ﬂ et A

e ISk AlFol T 73
ol A S et B9l &

E77F BEo], A7AQ =3

A7) A FEol oFstET Eg 4B Abe ARl o]

&3 A il FALEH FARRE &M E s &
g 741 $1eJA (Miniard and Cohen, 1983),
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°
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Attt 71
24 9q0 Bed A7]5
RS WA PEOE Fold 2N £ 3

 FE 2 s W SRl AR 2n B
7 ARe] B4S Gystel A v F7)
e ) B, Belste 349 AHE Ao
s Q) A9l 28 Aol AN BAL

2/ skel = Aol

2.2 =2 AH| oo ¥k Q0|

2.2.1 olo]IElE]

olo] HlElE] (identity) & 7§<1e] Az, 744 qF
< Aol BHY shke] ag o yehfo] oS
FAstke F34 WFst EZ(abstract category
label)o]th, AH|AFE= EF AlZo ) Hal= A,
AH A 58 2njgoay ololdEEE Rl

§1%5} (Belk, 1988: Aaker, 1997), ofo]dlE]

Bt AiQle] F7eH B4} Base] Aol v
WIA e 54E 498 d ojoldEys @

de 542 o 5 dozHN 5% olo]dEE
S A Zstn XA st (Reed O et al.,
2012), &Mk oleldlEE 18 54 (identity
expressive goal) & 7HA 3L 9lojA] Apalo] ofH A}
goz BT At &5 7RI
ZH|2= ofE ARe] 2lolE ERgel(self-validation)
AZIEA gAo =z E% Az olo|dEE &
o] AAN S A4S H=d, Aobs 45T
AE ’\}74% Afol ofo|dIEJE] HA Q] #A o A]
(Crocker and Park, 2004). 7§¢l
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F o] olo]dlEE A3} # E}(ldentlty goal
relevance). &, 2H| A= %Xj“% Adovle 54
THY PEe Foan 54 O}O]Hﬂﬂ% 2] Za}
24T 4 Adh(Reed TT et al., 2012).
H2be 54 @A g FHeEn 5%
A &S T3t (Shah and Kruglanski, 2003),
A4l €] °}°]HF4F/] 5AS @A7eH e o
TE s AFL A3H 0w Ao,
RS 0}013 HE 545 2944
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Ju B Pee AR AN 5AL DYANE
o] wof 1] cle|diEe] %43 #id 5 gtk

whA] vg 4 Aol A4l olo]HIE]E]
Tl = Jfol 71ttt A AEH | 4]
3 Pl =& A8 9% (hidden consumption

intention) 7} =okd 4 ot

7Hd 10 A|E AFEe] ololdiE]E] EA HEA o]
EETE 2 2¥ vt A2 Aot

2.2.2 A184 WALE 9

Tl A2 o A A A4l F8sHA
/Kgﬂ-*s]-.‘:_ E}O]o]\% 21\3]—9] 016‘:—04 132_1'-‘5 %ﬂ@%
(reference group)-= 71919] 7Hx| &3} A | =
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P WIFE Asted dFS A=
(Escalas and Bettman, 2003),
&9 (normative social influence)<
(Deutsch and Gerard, 1955). o]<} #da}to],
/\}ﬁﬂ 2 (social pressure)< 7H1<] HE, 9

YEo ExF wato 2 ont 3L A1
(Bond and Smith, 1996), A3] Zdubz o2 3o

d 7 Hev 3% FA S wEA HEH(Deutsch

and Gerard, 1955; Burnkrant and Cousineau,

(e REESDES
£ QgaAY, Hz A
Argo] 2w &

A&7
LIRS
THlol FEdhe
4 o (Olsen and Grunert, 2010). oju] &M
A AL ASE AAlsta e BeoEM F
thol] A2 A (Harper, Dickson and Welsh,
2006), Tl 8atA ek Feke] A AE
R s s A 0 =i 1= s P I S S R =

S 7 Uk oldg FFHAQ Wt HFeko
2, 2R ARle] AT E wEA Abg] e
ke 2 7] fa wolA aHE T
Mol Aot ke = Re 7 Al (sanction) &
Wy 19 gPEo] =EE 99 (risk of exposure)
ol 4& W 9% AXH(Thomas, Jewell and
Johnson, 2015).

0]
DA

o

torr

g, 7jQle] B #E] PF2 AEHeR £8
Hele w8 dstolAnt, e HAjshe WYl
A Ao g gRluA] B ) A8 S EF0tE
E9Ee s 7 Uk nE AP Ase 4% R
443 Fi5 2] vt 23, W2 g 9
A7 wr2e AP WololA AR Q4o
ZATH LA, 2010). o] &2 s F2Hgo] A1
AAVGe] o] AL kg o w #e) el o
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& Bl 7k gom, AAE WIAIE v)
& 4% Asud A4S 29dd oRE e

o] AEA o R B % 953 3t (Johnson,
Francis and Burns, 2007). w&hA w4 48 /‘]
& &l YRE #HYskEe aMAe O AlF
AHESEA] Wb AFSA b AFS] A BhALE- 9F
2 (social anti-usage pressure)< =74 4 It}
2|2 AL el £85k7] sl AR4le] dF
A Aol AelA it 5o 3
I (Deci and Ryan, 2000),
AR gt wEA] o WS w A AkElA
A (social exclusion)ghs 4491 A2E %7
& 4= 9lth(Paul and Kelleher, 1995). ujgbA
2| ARLlo] Fujshe AlFe] ARSI o 89l
A Fato] viAbE e S wE o, o] & 3] 9] 5}
€ 717 FEEo Folx &BE £ Qv 1)
4 48 Aag dode aHAL ale AHESE

A deke AR A S TS Bl M-S I

as
=
LR )

[e]

< A o

=
g0 =
Zi?l%_@x*a‘%‘l‘/w

=

a solA Av)ete]E 9% (hidden consumption
intention) 7} &} 4 9l

AZ ALg] thal AFE A wAbg oS

AL E £8 v orrt Ad Ao|t),

7Ha 2:

223 ol dElE] 521 B3} 8 2o el

AN AFS A wALE- o] 24 A9

AHE AFS FojdoEn Aple £45 F
SA AR oft el ARt egskal ek 4
253 317] wjiol (Assael, 1984), ApAle] AH]
7F AR A o8 A $£8E ek Fa3 o]
o 2n|Abe ALY ololdiEE 542 GAANTE
S AEFS AEH R AHsle] BAS 25
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o %, 2v%E AU okl 24¢ 2%
B Aglel Wakg e g3istel s gl Ui
7] el $olA 2012 5 e, olE 247}
WA S Qi 2 A4Sl et e

A % gt
9 B9 PEL AAY VEFS TR

AN AL

Fetel e A oItk

4g A%e A

A WAL S

24 ololdele]
NS worlt d¥A7} IA2

A JAE A AN BEF FolA] 3]

=7 5% o}

PN
T 3

7K 3 AL8-e] ofoldlEE] 52 #HA T}
2] oo A= AREA AR
& 37 =25 H A” Aol

2 o)y 2
12 rlo o

2.3 ofo[HIE[E] =X Y

o| o5t Qo
oo 4o

2.3.1 Ao} oju|x] LA

ZH|AbE 219 Aol Aol A gek(fit)
7R A Folvt Bl = A ASHE =731 (Aaker,
1999: Malar et al., 2011), A& 2
7\]7} Aol ojm| 2| g} AR S FA A
3 eH(Graeff, 1996). Afo} o|m|z] AX4 (self-
image congruity)e]@ AH|z}e] zjo} 7do] A&
9 BAE ofmA], A oln|A], AHEAL o]n|7] G2

[e)
o1x A 0 7 UA|3}H=(cognitive matching) % =o]

zyst
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28] 9T A 20l ofo|HEIE] FH pHY

=

1997).
FAATN = Ao} F34 (se1f—
& 7ML slelA, 2

4 Ao} ofvl

H(Sirgy et al.,
L¥lARs Afoks
enhancement) $1&
ojuj A Kt} o] %
BAES Pojgosn o F
1974). 2¥A= AF 3 2=
o] %A ztots At AANAFTEAE el e
2N AF e HAEe zfo} onjz] ko] A

=
Azve 4= tH(Lazzari, Fioravanti and Gough,

9% el Fe oAl E A Aot &
A &S FEA)7) 3 o] 4A AolE Yolzitte

101/(1 U]_Q_ /Hoil )\1—40 O]—E\ﬂr
H7e] ofo|diEle] 243} peid
w}aw ng 43 FES ozt Aw)A

VA Ao} olmA s ARG ) v & 4E A%l
olollElE) B4 Bege] Ad % ek

A Z2] on] g} oA zjo} omx|7} U

RS AT A5 chlely 53
q

AEL 28R 7154 (functional), A A
(symbolic), &4 (hedonic) YRS EZA1A%
ozx et 7se FIddth(Park, Jaworski
and Maclnnis, 1986). 53| &H|#}9] 7153

Z2e Aplo] gk 2n| —"‘i:xﬂ—‘—i s dst= ‘::ILUr T

wes AFE Prldfels

RSk 74*]“4, A&
€ ddse fréd
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4 JtH(Batra and Ahtola, 1990: Chitturi,
Raghunathan and Mahajan, 2008).
g, 2B AEFS TFlslr] Aol A3t o
F 71 E A8kt (Oliver, 1980), Al&<l 71%
E4o] A9 o] FARQl 7t FEe drbdt
teAld gk F7He HE 4 it 7154 4
(functional congruity)< 4B A &9
7% s F=A% Bt
%(Sirgy and Johar, 1985),
S digh &v|Ake] 7HE

A =o|t}(Kressmann et al.,
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(Kelley, 1958: Etgar, 1978). AvA7} B4 A&

T% %‘:}*‘ ‘I‘J—EW H}\o] }\}‘Q“EE]' T 017'1"]' xﬂﬁ—q

AHgst A7 - Al w8 g AE 4 o,
I AFol= A 715°] e Aolth(Morganosky,
1986).
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AO
==

6 xﬂ%ﬂ Ae)A 7153} o4 7Y 4%
5% AF A cloluE

27 ¥ %*é o] ol Aolu.

2.4 A=A

il
=
=
ofo

2.4.1 3% 71 24

QIZEE A AQl & 2A ApAle] FQ3HA A
ot ERQlolu AR RAE WolsozH e &
7F8k (Baumeister and Leary, 1995). 7§91
el 2&x]o] glE2 QAgte 24 FA A A3
A4S gAdsk=t (Tajfel and Turner, 2004),
ol Alg|H AA|9} 89 FHAA Wl Fad}

0 RN

o AgHCR £eHn AAE A A A
93 M7 BhE At theA gk AE 93
7] W, A2 H%E AN B ol e
e 4Ed 512 428 5 9

rAE Aol 43 48 el TH9E B
@ 7MIsh A4S TR 15 M2 JES

kAU (Miniard and Cohen, 1983), H©< <
A& At 22 gtk (Sassenberg and
Postmes, 2002). =3 &H A= BAlE 7 FUE
(brand community) & %3l AlFoly H:M=d
e #Al S BRI FAstEA A AR #AE ¥
d&ta(Mufiiz and O’guinn, 2001), FHe} &
THgoEN A 7HXE FZ(collective value

creation) 3HSchau, Muiiiz and Arnould, 2009).

z, 2RSS Wl Avehe AES B 4, =
94 40, gl 2eel 58 FHeEA Heel o

dozA gely FAZE =71t (Cova and Cova,
2001).
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(Morgan and Hunt, 1994). &M|Ap7} Fujste
AFo] ERIAE 7] vt AEE 7A7) F
frEo] AE Abgo] SRR A7} FREA
Eﬁm O AEFS AHEHA gk A 48 S
= O‘D} Qo] FF3le 7HA Y Alde] El
Al Fota Apg|H oz 45 Kote
X7} %4 (absence of sharing value)
7felnto] 6= 71| (individual value)
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TA

, 2012). °}o]
%Lxﬂm 710l
HHAA 22 A
“—ii}% -4*}75@ 2tk (Kallgren, Reno
and Cialdini, 2000). wetx 54 AFo|} Hal
Eo] Algo] 2H|ARY] ololHIEE|E Hbsle T8
gt 7)ol B W, 1 AF 9 B} AHa ofo]

AElE] 0ol 7k e ﬂm

ololdEle] B4 w43} Uiel )
AgA s $AA A4S 4 AR el el
o4 EjlozyE ude we & o ol ulg

A MNes

Hoels &H|ALe ool E 7t
R4Ae Agdod vg 4% 4FE A 2
= 213 A otgoz 2 ot}

5% 4

M8 AF AHeel el Elele] RRROE 3
2% A W gEg B =
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2 Aot}

2.4.3 8% 71 2A % Belel 244 57} 2]

oA
o& de] W ad tig Gt 71 vlad
geetz ERHe, 49 Fedd TR 9
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Gt
EE bt Al W) st selu A4
H 9IRS s A B o v 5 )
T} (Roach-Higgins and Eicher, 1992). 9|& #
2] el tid 443 v g JF Algdl Folse
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&2 28| ool Y 201 olo[HE|E| B YD AR EAE 22| tPfEDE SHoR

=

Il A7t Hl

3.1 Aol 53

FAMNGe 2R Ay AT AFA I g
2 H Ao EAo 2
BarS 2Zsle] ol gt Ae) AN &
& 73

A
= o224 pAS B =23

Y
o
o
lo,
i
N
3
t:l
re
—lJ
D
AN
N
=

T

2
ofr
ol
2
ittt
Sl

pud

ool v& JE FFE= TFsl Arlstn B4
e G FECE A A kit 2 o,

Vg Y AFA U 204 A4S 2k
|

£ A9 FEe] r Ao I} S A BeA,
AR v Y A& e Ho] YEA 73t
A sta, o5 Feld gt A HEs} vg A
JEo et s ZH AT £Ek zjo} o
2 AL 24T o, AHAL A Ee] 71x] Zd
A &£A5 o9 Qslert o3 98 st
2, 04 A8 A o &4 £ )7t =R

3.1.2 Ao} ojulx] L2449 %

Ao} ou]A] YA Aol AlFe| 71 FHH
o] ZH|z}e] 7o} on]x] g} Q1A A 0. 7 uj A x|
To|tH(Sirgy et al., 1997). v|& A& A=
W 4otk olgthe U7t @ 4 itk = 9vE
Wazsta glojA QRE #Heste &k o] 44
Afoteb AX|gh}, o)A ztot ofm|A] A4 89l
o oA Ao et 7| =2 Aeto 2 AR
Hrhe HolM (Lazzari, Fioravanti and Gough,
1978). z}/\]4 Nxﬂa A ztete] AAE = NxﬂZﬂ
Ao} oju]z] 8913} T2}, &, o4 zlole AfAlo]
a7l st Aojo] 7] Wi, A Folu B9
AREelA] A e A ou)rt &R o]
34 Aotel] F-3HE wf 7o} ofm|A] XA S A7
& & Slth(Aaker, 1999: Malar et al., 2011).
2 AFE Aot ojulA] AP AE £ ®
© ofn|e} ARl o] FA Apot ofm A7} A6t
AEZ gosta (& 1) o] SH 3Tt

3.1.3 & 75 €249 54

o~
T

rr

Alzel 2BAe 7158 Y=g AT

(E 1) XNot ofo|x| x|yl £ 2

F2 23 29 25

selfl | vl& A8 BEY &4 wE ot 7t o) g or Azets Ul oulx|g A3t | Sirgy et al.

self2 | v1¢ 48 4E) $4 EE 9nle vt nieks g ojulAld R@ad (1997):

self3 | 1% 439 FE9 &4 £ gl b ek e olulA s FEAT Ma};‘gflt)al'

selfd | v]& A8 FEQ &4 T ou= 7t F7eke Ul onlx|¢} of gt}

self5 | v18 A8 BEY £4 w oujo] Wb 9k the] o]ux) 7} Sojgitt, AT Fa
AYSHH L w48 ®MeZE 20194 12¢ 1437



@A =97} Hol AHAt A A A=
w AEF2 71570l AXTH(Park, Jaworski and

A AR aH A} AlFE
9] 7152 oA 7% o A s
] d2)ek= A= (Sirgy and Johar, 1985),

a
2H21e] 7S FEAATE G Eo|tH(Kressmann
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o Mo
4 oz 2 ™
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olf
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Qe
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3.1.4 92 7% 224

o7k Al =8-S A7 Aete AL Z(Kelley,
1958 Etgar, 1978), 7vf ZpA ol A¥qt ofye}
T Fo = FrpAh el & &Y A AlE
T 2 A H] 29 o] & F AIZHH 1= £l tigh
2H)2ke] 2| Zbo]th(Berry, Seiders and Grewal,
2002). ¥ A= W& Y AEe] Ay V1SS

o oHE Y FER
o AlE T 9B #e)7) Lol uhid o
o]olE, mo]aYy T AAE Hedhe dAAY
Wolth, &, wg A3 FEY Hg s Al
T = #Heo] = AR - AYA vE 9 Y
= 29 Fed 0] e Jxott

ATE A 75 X8-S THE digkel vE)

2

off o riT
1o,
¢

N

)
2
Ay JO% o o
@
0l

=
=
A& A} A|E Sl 2 AP A o] 8o & 33} o] FH 390
(E 2) 40t 7|5 LrMo| 5 23
gz 34 2% A
funcl | U] & A3 AT QQRE om7 = 750 AUt Sirgy et al.
func2 | o4 43 4FE IRE o vob HolA s %9l st (1991):
func3 | M1& A% AEE 9ug A7 Y adeld Kressmann
- et al.(2006)
funcd | U4 48 AFL ovE Ay Eipold
funch | Mle A% AEL 9BZ YA =Y EHolT) AT Fm
(E 3) H2| 7|5 LMo X 23
P 273 2¢ 23
convl | P& Ad A& 02 9r e Al vl & 7)3tel] dwiA] A wE Berry,
conv2 | W& AE Al g v e wyd Hg) Helehl Jrg dee e Seiders and
conv3 | V1% 48 AEE GE 9% 92 el vlal 9% fel AE 9 renat 2002
convd | 1& A Alee tE R A e vE] R #eld Ee ¥ FoFrh 2135k
convs | 11E A8 LS g2 9w de) Wi g o BeldA] v AEYAS Zozt) | A7t
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3.1.5 ololdIE Y 52 fddef 34 HE 3R
Cohen, 1983),

aHZE 29 Alols Y5 F e ARlS Muhiz and Arnould 2009
gaste], 1 AR ofoldlEE &2 7He] #d

AL EF A o

= A& 4 9l (Crocker and Park, 2004). 74 (Cova and Cova, 2001)
Qle] 54 dgol ALYl ofo|dlEE] F2 el A Fefn AEHoR £EHA X
To¥ RS E o, DA O 54 P ofo]  AFLE ARIRte] FHete
qEE 524 3t #Ed e A4 £ oda, 54E 0 Ad Aot
2457] 913 s PFe ForA 54 ofoldl & ATe T 7 FA
HE S 24T  Urh(Reed I et al., 2012) FFohe 7k ¢ Aldo

£ dA3E olo|dEy £4 A-AGES AHAE e A, AE bl 7Ex 9}

el BAd mg AE Alse] Fa3 J3t = oot (&
’ 4)

3.1.6 % 71X FAe 24 ololelEE] H7}
Sk ElQle] 7}

R

(]

A}z

1:11_"1

3.1.7 &qle} 7 A %

— 2

TR 2A - 7R

g aae PHAEe
F7ee A% g

o >,

L0

1 (Miniard and
8

4231 (Schau,

‘”ﬂ aHlshE AE

3t 7NQ1e] 71x] <

N
N
X

—

dd2 ARle] ofel e E]of] T

| A% e HA=s 971

Al AE 0 PHLET £9F S A 0 o8 YHE 48 o) P5A Weg
(E 4) ojo[HEIE|] 2X pRiMo| N 23

P 34 29 A

goall | ml& 48 A&e U 9r 24 D] 7| g},

goal2 | W& A¥ AL U 98 2R 2Ad Fasid Reed NI

goals | 118 88 A%e e 9% 24 249 fawo, et al.(2012)

goald | ml& A8 A& U 9r 248 gyl g a7 A3

goals | ml& 48 A& U 9r 24 9id £go| o}

(E 5) 2% 71 2xle| 5% 239

P2 27 2y £y

sharl | Upsh B}o1e 18 43 A% tig) Holsle 717 A= b iy and

shar2 | Ubs} glole nlg A8 Al%d dla) 2Teks 71AE 24 Ra), O'guinn(2001)

shar3 | o1& A8 Al%d g Ut Blole) 47 A= dad, AT1s
Fad}o]

shard | "€ A3 A&

g st elele] ejde sdEA gt

sharb | "€ A3 Alsd

g ek BRele] A2 ST

A7A7L A

AYstAT r482 ®ez 20194
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ol=g B Besn FAL AES Auat e vl £83ES 39S Pk Aoln
(Reed II et al., 2012). ujehr] o] A8 Ao (Deutsch and Gerard, 1955: Burnkrant and
g3k glole] #Hrbyt Weetn FAAQ AL, o Cousineau, 1975).
Pk o4 4Y AES BRE 23 AT B ATE AEY e 9EE 2t 9R
=R = #HYE 938l nlE 4E Ales T A5, ERlo|
P ATE Eole] B B2 ANl v gAY 0§ B Aol AEA ool e A
A%g e A da eilel Beeta PAA ¥ 8 Sk 9P oR Aostn (& DB Lo] 53
44 A o2 Hosta (& 6)7 Zo| FH3I . Skt
3.1.8 A181A WS o] 27 3.1.9 £ 4y el 2%

AA gele A BE, o0, BEL EPF e AvE dEHOR Eelo] HAT £ gl
Wefo & o]ZojA (Bond and Smith, 1996), AF  ZHAAQ] FioA sh= AFE Adlo|t}, w| & 43
(% 6) Efele| B8N Hylo| £ 28

BE =3 &% =3

Bl o] W g Y Ao did U7t FAE-S AYsA] @ FFod Algelgt

nesal | 5 wgg gl
9 Bl o] w8 Y Ao diE U7t 982 1A €3 olEves F eke
PO | Aeleta HRE Aol Reed T

Bl ve] g AE Azl tel Wb 47 dmAe e ACE Abgdolzta ¥R | o 41 (2012)
nega3d :

Ao|t}, A2 st
negad | BRI Ul n& Y Age] Fr1HoR A% FA @2 Aol v#E Flolt}, AAE AN
negab | ERl& uel n|8& AE Az ds] FH4L Aotk
nega6 | ERl-& el n& AY Aled vmA Hrigd Aotk
nega7 | EFlS yel n|& 43 A& vHT Fo|t}

(2 7) A giALE of=del &4 28
& =3 29 =
presl < & Y Azl AdaA] Kslthe BRI oA FAE & gl
pres2 | Ve 11§ 49 Agol AdaA etk B9 g ARl oyt Burnkrant and
pres3 | vhe 1 49 A%l Ade xerte ael Sadl Eeack adu gae. | gonyaT)
1T = mlo

presd = 4 43 Azl AAstA] Zslthe ERRle oA Aeld kg =70t A7} A
presh £ ERIoZ2RE n]8 A3 Aled A dee 948 A
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g BF gl lO*D} ﬁ"a‘xM 'v'éuﬂt 20*11

WO 2 9.4%, 20-2941& 206 o2
39.6%. 30-39A41& 182422 35.0%, 40-49A
£ 68HOR 13.1%, 50A| ©]3L 1522 2.9%
g AR, A9e FFdel 11822 2.1%,
Aol 116H L2 22.3%, AYUA7} 4142
7.9%, AEA 2AA7}F 56 R 10.8%, mol
13822 2.5%, A4 2 dgtgdaoe] 1735 o=
33.3%, FH7F 81W 22 15.6%, 71E7} 2972
2 5.6%% AT F9< 1009 mut

tho]
44702 8.5%, 1007+ ©]4-200%H mInke
61Ho® 11.7%, 200 ©]4-300%H m|whe
121922 23.3%, 3009t o] 4-400%+¢ m|h
101722 19.4%, 4007+¢ o]4-5007+¢ m|vke
T1Mo® 13.7%, 5009 olde 1229o®

23.5%%5 A5k

3= 23 ¥ e

hiddl | Y& 014 48 A%S ERle] R2d dtm At Cronin. Brady
hidd2 | = EHelo] U= B gl 2olA 0E 43 A=g ek At and Hult(2000)9]
hidd3 | e Bolo] 42 2 & gle Az 1l 48 A%< da At AT o=
hiddd | U 018 33 A2 gee] welA @ & Fedel s aay
hidds | e vlg 48 A2S w0l & oo St 4o 2 ox
hidd6 | Y 1% 48 &S GolA xS AP FHE Aol PEEE IS
hidd7 | e = B2 u ZdA vlg 48 NS Aue] Bl med @ Aoy, | AT Y

HHSAT H48A HM6E 20194 12¢
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=3 : 2
g = i 3 3 7] 5 6 7 8

negab 4| 122 028 | -092] .002] .040| 135 .23l

negal 8341 144 011 -050 1 003 0161 54| 23

ol negab 8341 1s5| 034 —o06s | 021 02| 14| 218

YA nega2 8101 126 116 | 010 —005 | 0611 119 220

%7} negal 8061 1201 o017 -o08s| 024 083| 120 152

negal 7951 1011 080 —060 [ 045 092 1171 1%

nogad 748 | 146 052 | 081 053 | —130| 120 210

hidd3 094 T 8821 055 | 0451 092 020 04| 082

hidd2 086 | 8781 016 043 071 060 02| 06l

ze hiddb 150 | 8591 108 021 061 079 025 132

R hidd4 102 T 8571 031 103| 038 047 020 110

B hidd1 1111 8251 031 | 085 | 044 052 0731 169

hidd7 176 | 8161 120 065 056 | 127 040 123

hidd6 208 T 789 068 000 007 1611 o018 121

self2 078 | 108 [ 8611 162 160 187 -033 | -032

Aot self3 072 T 068 | 834 171 193 280 —031 ] 020

SEE selfl 100 086 | 819 202 1s0| 186 ol o044

SER self 028 | 109 | 807 242 | 154 244 —070 ] 056

selfA 060 | 075 | 794 214 121 280 032 056

fanc2 | =071 | 081 203 [ 8431 246 138 005 | -.006

ag funcl —099 | 038 | 244 | 1911 o 120 015 010

%5 fncd | =065 | 090 | 186 | 788 | 271 | 286 | —003 | -.081

SE fncs | =022 | 093 240 | 185 ] 315 219 000 | -.038

fnc3 | —080 | 074 | 2141 72| o711 250 013 -045

conva 018 | 104 136 153 | 8341 206 | 006 | -043

%3 conv3 o7 0511 181 303 93| 167 027 -045

% com? | 0l 18| 1781 821 792 123 085 | 013

SER convh 038 | 081 182 2331 718 344 060 -023

comvl | =020 0581 1901 378 | 694 089 | —021| .05

o1 g0al? 047 | 146 | 352 | 201 252 [ 788 010 054

N g0ald 04a 174 319 2361 242 il 002 | 063

i 20al3 05 1 149 385 261 218 7551 022 016

By goalb 055 1 149 388 | 317 206 718 -o030] 028

goall 022 T 1551 356 | 297 | 209 6921 039 006

shard 130 T 080 | =003 | 038 | =022 -085 [ 860 -017

24 shard 180 045 | —054 | —050 | 012 —o04l | 841 037

744 shar2 213 065 | 049 | —040 | 070 0d4 | ol 17l

u7) shath o541 035 o013 -065 | 068 | 012 62| 069

sharl | —011 | 044 | 048 | 133 —014 | 091 [ 755 -040

pres2 338 | 181 027 | 025 | 043 | 001 074 [ 790

183 presd S| 246 056 001 007 0T 06| 773

wae pres3 5771 108 028 | —123 | —o061 | 066 074 | 7%

o pres] 339 153 016 | 021 042 —o051 | 042 | 732

—" 207 T 2m | 085 o084 064 048 | 034 | 659

Figen Value 15513 | 8.736 | 3577 | 3030 | 2095 | 1482 | 1317 1.138

Variance Explained | 12.759 | 12.451 | 10.363 | 9.677 | 8.675 | 8280 | 7645 | 7.284

Variance Cumulative | 12.750 | 25.210 | 35572 | 45.250 | 53.925 | 62 204 | 69.849 | 77 134
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Cronbach’'s a A4S 4
UK =943, ¢ 715 4 ]@:.943, A 7F
24 =.910, ofoldlEY &2 #H#A =960, ¥
T 7 §A1=.875, B©Rle BAA Hrh=.941,
ARSI WRARE 948 = 902, w2 A&H] .

2, BE HANEY SH A A8 =2t dubAQl &

EA%1 0.6= A3lstar glof 4lE]Ade] FHEE T
o 23 WEES] B S A5 dstd &
A 3% a9l B4 Attt aFE
o2 WM (varimax) w3 WAE AE69
o 9Qle] =+ A (eigen value)E 7]F2

2, Fe] 1.0 o4 einte AEeint((E

T 7H

A AT

4.4 947 2¥o| HalT T}

AMOS 20.0& AHgste] ela g9l £45 4
A 23t 23 A e 47t x2=2760.137
(df=874, p=.000), GFI=.786, AGFI=.758,
CFI=.912, TLI=.905, IFI=.912, RFI=.867,
NFI=.877, RMSEA= 0642 Yelston t-3t=
R 231_1;} = 71-0 By}, L3k AVE 71-0] 25

0.5 1%, 7@ A2 %=(CR: construct reliability)
= BT 0.7 o] 4o YeTH(E 11) #2).

(F 10) A7 Z2ke] Al
AVE Zpotolu|z] | £97]% | WEl7l5 | ofoldlElE] | FR7EA | ERRle A3 &e
A=A A=A A4 | EFFAFA | A | EFAGS) | dAEEE | A6ds
Aolo]m)|z|
S % 558
SEL (311) | -769
7% 512 705
BRE (262) | (497) | 674
ofo] HlEJE] 739 642 626 898
2R (.546) (.412) | (.391) :
FH7HA -.030 -.020 .055 010 590
27 (.000) (.000) | (.003) (.000) :
el 133 -.097 028 120 381 694
BAAH | (017 (.009) | (.000) (.014) (.145) :
A1) A 126 -.060 .002 140 218 703 651
uhAL-g-9e (.015) (.003) | (.000) (.019) (.047) (.494) :
&L 236 190 210 319 164 346 434 709
AHYE (.055) (.036) | (.044) (.101) (.026) (.119) (.188) :

(ol $AE 8RAG A% &, B439 AT A AVE &9,

HYSHATL ®483 ®M6E 20194 12
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(E 11) Fige g5 ol

o

T2 AVE

r

74 am H g F3 EF3} =04 _
selfl 1.000 852
Apo} self2 1.057 884 039 27.033 000
o|H] x| self3 1.066 912 .037 28.641 .000 769 943
AA A self4 1.043 858 041 25.603 000
self5 1.021 876 038 26.583 000
funch 1.000 906
St funcd 996 907 030 32.994 000
1% func3 986 888 031 31.321 000 769 1943
x4 func? 857 858 030 28.868 000
funcl 842 822 032 26.304 000
convh 1.000 793
e conv4 995 818 048 20.666 000
% conv3 1.018 862 046 22132 000 674 912
A A conv2 988 860 045 22 056 000
convl 899 768 047 19.062 000
shar5 1.000 749
T shard 1.135 855 059 19.261 000
7H] shar3 1.087 829 058 18.713 000 590 877
=i shar2 990 767 057 17.249 000
sharl 782 617 057 13.680 000
nega7 1.000 908
nega6 994 914 029 34.042 000
Bl negab 994 895 031 32.204 .000
BAA negad 825 735 038 21.434 000 694 1940
37} nega3 829 779 035 23.780 000
nega? 859 807 034 25.519 000
negal 813 773 035 23.455 000
o]_o] E"l goall 1.000 .876
g goal2 1.144 908 037 30.926 000
. goal3 1.116 923 035 32187 000 828 960
yf@ J? goald 1.150 934 035 33.125 000
B goal5 1.080 1909 035 31.043 000
presh 1.000 805
ALE A presd 1.120 860 050 22 382 000
HIALS- pres3 931 781 047 19.687 000 651 903
] pres2 999 828 047 21.278 000
presl 1949 755 050 18.819 000
hidd1 1.000 841
hidd2 1.069 868 042 25.520 000
&L hidd3 1.064 883 041 26.272 000
AH| hidd4 981 850 040 24 607 000 709 944
95 hiddh 1.070 869 042 25.563 000
hidd6 871 743 044 19.931 .000
hidd7 993 832 042 23.771 000
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4574 HE &2

7Hd& Ass7] flal AMOS 20.09] 72174

23 $4% AHgde] 2P AFust BEE 34
ot A3}, x*=2805.448(df=883, p=.000), GFI=

783, AGFI=.757, CFI=.910, TLI=.904,
[F1=.911, RFI1=.866, NFI=.875, RMSEA=
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The Factors Influencing on Hidden Consumption Intention:
Focusing on the Mediating Effects of Identity Goal Relevance
and Social Anti-Usage Pressure

Min Ji Kim* - Nak Hwan Choi**

Abstract

Consumers have a desire to show off their ideal identity. When a product or a brand that they
purchase represents their own self image positively, the view of others wouldn’t be a problem,
but when their image is represented negatively, the view of others would become an important
object to avoid. Consumers used to purchase certain goods as a means to achieve their own
goals. Since instrumental consumption is closely related to attainment of one’s own consuming
purpose, it is hard for consumers to stop such consuming behavior even when it may be feared
of being blamed by others. That is why they struggle to achieve the goal by forcibly consuming.
The hidden consumption is a type of instrumental consumption, having a characteristic of
intentional invisibility. It is assumed in this study that if instrumental consumption to achieve
one’s own goal is to be blamed by others, consumers would intentionally hide themselves and
consume secretly.

When the use of a particular product can achieve the identity goal of a consumer, the product
then becomes a means to achieve the goal and is relevant to the identity goal. The present
study places a focus on the congruity between products and consumers as a factor affecting the
identity goal relevance. If, from the symbolic viewpoint of a product the significance embedded
in the product matches the self-image of a consumer, and from the functional viewpoint of the
product the function of using the product is lined together with consumer’s expectation, the

goal relevance between the product and the consumer’s identity is increased and hidden
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consumption intention may thus be promoted. Therefore, efforts are made in the present study
to investigate such factors that affect the identity goal relevance as self-image congruity,
functional congruity, and convenience congruity of a product.

On the other hand, the degree of social acceptance of products that consumers use is also an
important factor. The reference group usually exercises normative social influence on an
individual and puts social pressure on him to conform to expectations of the society. Due to the
opinion difference of using the product between consumers the value of using the product are
not co-shared and others may evaluate the using of products negatively, consumers may be put
under social pressure. This can increase the hidden consumption intention of the product. In
this context, a research was made to examine the absence of shared value with others and
negative evaluation of others as factors affecting social anti-usage pressure. In addition, we
further investigated the moderating effect of social anti-usage pressure on the relationship
between identity goal relevance and hidden consumption intention.

For an empirical analysis, cosmetic surgery is selected as a target product of hidden
consumption intention. A survey was conducted online for women from February 2 to March 6,
2018. Out of 550 questionnaires collected from the survey, 520 were selected as valid and were
put into regression analysis of SPSS 20.0 as well as AMOS 20.0 structural equation modeling
analysis.

The results of study are as follows: first, identity goal relevance turned out to exercise positive
(+) effect upon hidden consumption intention: second, it was found that self-image congruity,
functional congruity and convenience congruity all had positive (+) influences upon identity
goal relevance: third, social anti-usage pressure exercised positive (+) influence upon hidden
consumption intention: fourth, it was revealed that negative evaluation of others had positive
(+) effect upon social anti-usage pressure but absence of shared value didn't. fifth, absence of
shared value exercise positive (+) effect upon negative evaluation of others. In addition, as a
result of verifying the moderating effects of social anti-usage pressure on the relationship
between identity goal relevance and hidden consumption intention, it became obvious that the
identity goal relevance had a positive (+) influence on hidden consumption intention and the
social anti-usage pressure controlled its positive (+) influence.

In this study, the concept of hidden consumption which is a counter-concept of open consumption
was derived, and the psychological mechanism of hidden consumption was quantitatively analyzed
from the perspective of the reference group norm. The investigation of this study is thought to

contribute to development of theory by revealing that consumers may behave as if they obey
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the norms of the group as a way to maintain their own social identity by concealing their real
behaviors that can be socially condemned.

The managerial implications of this study could be summed up as follows: Marketers need to
examine whether their products can achieve the goals they are pursuing and to improve their
relevance to the consumers’ egos and their consumption goals. To this end, marketers must
furthermore endeavor to encourage consumers to choose their products as a means of achieving
their consumption goals. Meanwhile, even when a product achieves its own consumption goal
but its consumption is not socially acceptable, consumers consume it secretly owing to the
pressure of not using it. Therefore, marketers should map out a 1 : 1 marketing plan to protect
consumers’ privacy. Moreover, marketers are requested to endeavor to improve perceptions of
social members and create a positive social atmosphere in order to eliminate social sanctions

for their products.

Key words: Self-image congruity, Functional congruity, Convenience congruity, Identity
goal relevance, Absence of sharing value, Negative evaluation, Social anti-usage

pressure, Hidden consumption intention
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