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2. ety ¥ 7Y

E dAF7E o288 wAS B¥A A2 F4d A 2GRS T §2 A
Edlm o]2 uglo g Mg AA sl Aol (survey method) &2 AFATE. A
e e AUl AF F- 2589 306Foln 19979 99 109%E 2097A AEA
2 o]g3 A¥HuEHoz ARE $3sn /MAFTYLENE MANOVA % BF3A
BN =2 olgstm, 1 EA4A AgE SPSS/PC+ FAMINA Z2ad e 88

B AT7E o 2ol 740 1. A8 ol 1. dixe EAATE 5% 57
o] o224 WA 2W/NE ndstn M. dXe 7HIASE & F BAZFAE AU+

1) ‘1}-“:"°—] “HAAEA /el FR, FnFR 31, FFUEFAE 1983, p.18.

2) Lester. Guest, "“The Genesis of Brand Awareness’, Journal of AppIted Psychoiogy,
-Vol.26, December, 1967, pp.800-808.

3) Paul N. Bloom. and J. Silver, Mark. “Consumer Education : Marketers Take Heed,”
Harvard Business Review, Vol. 54. January-February, 1976, p. 32.

4) Berry J.. Babin. R. Darden, Darden. & Griffn, Mitch. “Work and/or Fun :Measuring
Hedonic and Utilitarian Shopping Value,” Journal of Consumer Research 20(March),
1994, pp. 644-656.
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(1) 57 19 & /%

1) 5799 Mg

ZETZE Fuizt Abddl AF glo] BAFoz AFL FHske PEolztn BE +
dom 3 FFFule A7} (novelty) F7F5 ATl € Foll(stimulus buying) 2
ol dH < FulaiFolvt F&HQ wHlg e dulHe Mdes Fogm Yok F
TTE 54 (lmpuisive)°]ﬂ FAEAQ 7l (unplanned purchasing)& @l
&g Au|ASe FojAFol AFHIl AYHA 2m AT AW BolA ol o] o]Rolx]
T 7357} old sgeict '

wely FEFule 27 AR del S0l o|Fe FujgEoez Ba itk Sterne
257E FAYFUE FYsta o] EFsI U7 #39 FAYTuE LuAE0]
&1 &2 F3e.6) a2y D'Antoni®t Shensone QJAFEA AI7Ee] 74?]°ﬂ 9J8}e]
25708 AgosA 7129 AFAEHE thadt. 5 SHAEY FujERel La¥
AR Nzt o] AE V"i"—‘iq o)A E AZEThe] X}°l7} 2 98 357 39
s A= ) :

ojgolx B o FETuel el BN SAbEmi -474-4 zol7t slevt Al g =
A e AFEL PHEte Aoz 75‘4@7-;.1‘4 o '

2) 2579 73
7t 4gads TR @ &
FETHE 4HAS B8E o3 7}21'311(?“"%1. 47, A ", FEY 4R,

5) Peter Weinberg and Wolfgang Gottwald, “Impulsive Consumer Buying as a Result of
Emotion,” Journal of Business Research, Vol. 10, 1982, pp. 43-57.
6) Hawkins Stern, “The Significance of Impulse Buying Today Journal of Marketing, Vol.

26(April), 1962, pp. 46-49.
7) J. S. D'Antoni Jr., and H. L. Shenson, “Impulse Buying Revisited : A Behavioral

Typology, Journal of Retailing, Vol. 49(Spring), 1973, pp. 63-76.
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avlAst #EE A4 E5d a3 Fol g Rl G g g9le] 9T wedh o
golEel g mEd 2uAEe] AE OE E5E TE T AL ¥R FF
2o} chekekA Ul & doka @k olge 4 7 zzu)o] i@ FFedd =
g (1) €52%7"(pure impulse buying), (2) A71%%7vl(reminder impulse
buying) (3) ?}*]%%?Uﬂ(suggestion impulse buying), (4) A¥AR FF7
(planned impulse buying) HI7Hl #d< FAY FHREE z57uz EHFSIR
Sterne °|29 §¥< (F 2-1)7 Zo] gstn Ut

(E 2-1) 537042 7Y

257 % 93 8 9
e i as I . AN AE, 227
- AN EET AnB A7), A, 38
- FASF T | Ae 2 AL ARAY gl 7
-ARH FET =wgol FEAT5 1}3

A& : Hawkins Stern, “The Significance of Impulse Buying Today.” Journal of Marketing,
~ Vol. 26(April), 1962, p..61_.

‘4’ :11"“—459]- Fu 2 7] Z}°]°ﬂ ——l?l

%%:r""ﬂ;e, frdshe T =R (1ntent10n _ typolOEY)-"} ?‘“ﬂ@#—%a (outcome
typology) € & 5]*04_" Aol AL 7o) —JES’—]- AR 7] AL ZolE %%:ll“ﬂa}

2 BAHAG Y FAAERRE AHAT AFE TR B 9e KB B
= gl AFE =257 A9 FeiAIg o =M (DHAEHR 48E 25 2% (product
and brand), (2)AEFD 27 (product Only) (3)*1]1.—741%"&:—5 2% (product class
only), (4)22% AFo] AE AA(need recognlzed) (5) FHel=7t e 7F(need
not recognized) TH 72 B8t

o] d7e FHEAT FHAAFY S AT ATt A O}t— '8 Ba 7R
o HAYTH 4Fe Lobie A= o2l "HE‘}P\QI o8l Aejget. Kollat R
Willett F7ix+] :?'“H-JE Tul A3t PP (F 2-2)8 2o| Lostm et

8) Hawkms Stern op. c1t pp. 59 62
9) David T. Kollat, and Ronald P. Willet, “Customer Impulse Purchasing Behavior,” Journa]
of Marketing Research, Vol. 4(February) 1967. pp. 21 31. :

—196—



Aad 20RY 2971x s 25T BT £

(E 2-2) Fojoiz - Fofdn /Y

i - . L
7 ou 9 = (Felxe TE AR, W 2o Fulel st Ze A Fe]
AE 7o) v, 487 98 AE7
A ¥E 2E B3 1 2 : 3 : :
AEAZAH 4 5 o ,
AE A 23 6 7
& F+A X 8
£ FEAX 9

A& :D. T. Kollat and Ronald P. Willett, "Customer Impulse Purchasing Behav1or
Journal of Marketing Research, Vol. 4(February) 1967, pp. 29.

Al FAM vebd vt o) o7le) Al a2 28R olF 14(FHE A ASTY
4E7} s dA)e AR, 9A(F) =5} oy T A9 FET)
= Festa gt <

e1e Fslss FHAs RHo2 TEPHE AYR @ F 2 Al GE 97 5
AR 54, AAR ¥5EI QUA &9 Y5l AR FISYH10 AFAT] 9
S $ETFuAE AETO NEsh A2 go] Aol Kot Bgten A7 Fehste
AF IFE AT ol 00 99 9 PE o2 Uy ¢ sl 948
2T I, 7o 299 Aol, &Y WESF, YY) L 25PN I NAA g
Aoz vehgch e

(2) 35799 dga

1) £33 %79 2E70) o S C

avlRe] Fojgs}t B2 & Yo g ATHS PricE FEFuUE Bol Yehix @
2 Zojth, a2y 2zt oW AFo] U WS X AT AZo] Ui T,
Aul 2z, &35 d 714 29ld) Sla) Tl g 8] WEo] 2E Ty} B Ao]
o &BYrt W AF] Ful 870 o Ro] ohd AL AH|zIEe] oW E]o)
SJetel &3¢ serbdl el AYF Frls AHF S22 EQUhID AR 57
(person ‘motives) 22X ¥ (1) 9 &8 S(role playing), (2)71% A% (diversion), (3)xF}

10) D. T. Kollst, and Ronald P. Willett, “"Custmer Impolse Purchasing Behavior, Journal of

- ‘Marketing Reearch, Vol. 4(February), 1967, pp .21-31.
11) E. M. Tauber, "Why Do People Shop?” Journal of Mar_ketmg Vol. 36(october) 1972,

pp. 46-49.
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&£o] 928S YolFm, WEFS gl Fr, LFH(EAR) S AT, €822 §H
o 222 7bsA dtn, 8¢ 4AANA I, $23 78S A FHL W12

284 F71(social motives)ZAE (1) A7 2l Z(social experience outside the
home), (2) B8 AW 9AAF(communication with others having a similar
intrest), (3) #AAYe f<l(peer group attraction), ()AL HBHAE FZF(status
and authority) 2 (5) A@& Fule] 7% (Pleasure of bargaining) 22 E 3k},

Aduta o2 AlREo] FHLTE AZeHA HE AFL Az st d=E 45 =
I T AEY AE 52 AHAd AYstd £33 StA HAT gelA AFFE A48 7}
A AAA, ABAQ F7150] AFTFUY BoAC] flE AWM E £32 FE37] HE
o 2 B712 Qs 4£qo| o|Fo|A AL AMAd ) ol=rt FAHHA A% AF
o] 229l Fuj7} Ao 7ol AXda & 4 Ut

2) AESA] #HdE 8

Sternt 4HZ] £F7UE AF e AEFSHTS F¥E 8U4E (DAMHEIow
price), (2)#AELAZE(marginal need for item), (3)&E HEFETHF71(Short
product life cycle), (4)Z 2719} 71¥E F#F(small size or light weight) 2 (5)
Hto] 80]A (ease of storage)22 AWstzn ot

3) viA" 540 #ddE 8

zz7ulo] 9gegl F uAY 5S4 FAE 802X (1)FRS(mass distri-
bution), (2)AZAu]Xx(self-service), (3)tFFiL(mass advertising), (4)FAE 3
¥4 (prominet store display) ¥ AXW 7}4 %7 (in-store information program)
o2 ol & & U198

4) A¥)x B4 BAE 29

2370l B AAE AR YR FgadesNE (1) 2Ed2 A, (2)
A7 A4, (3) hEe) T L (4) FANES] FNE AAY & Uc}.19

12) Betsy Morris, “As a Favored Pastime, Shopping Ranks, High with Most Americans” The

Wall Street Journal, July 30. 1987, pp. 1-13.
13) Hawkins. Stren. “The Significance of Impulse Buying Today.” Joutnal of Marketing, Vol.

26(April), 1962, pp. 59-62.
14) D. Riseman, and H. Roseborough "Career and Consumr Behavior.” in Consumer

Behavior, Vol. 2. ed.. Lincoln Clark (New York : New York University Press), 1955, pp.
47-56.
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2. &8IR|

(1) 71X

Atgeit &2 3ol td2n FesH AZse JBE g2 71R) (value) @ $2)
B9 dAAEAAN I3 Fe dEe diF ZH S UE 9 AYS ¥ 9 gaE 52 A}
FE U3 MAAA B9l 9L nAg. N Bo] t2d PET 2] nlio]s] o
ol 7T LnAE T AEARRA 2 479 "eyo] TS AlFYm, ad of
g "HARA 3dL 3da & ¢ U Aot JkAMde] dalA o) xSl Mz o
& F9E Wz sledl, 2 olfE 7Hdl dg Fort A7l wat gkl 4 9y
o] o]t} 15)

Zeithaml& A2 o2 1golA FHelgolRA 7}x1 A ndsiych. a8m, AHAT)
AZee 7 E 2HA N Zdshe 7143 F2S vnsle ged) e Fole mﬁit}
Cau|AZE AZshE JRRE DR 7t 2) Fulste A EolN 2€ F e HYo]
o )AL Mo daf 5 F e AF FAolT} 4) A 2A] APt
T84, 487, 281 FNE, FFHA BE A5 g AxkAQ Psloc) "16)

Zeithaml®] 7HAd] A& vl 7B 9 & v HA FJe 7ol dg 84 548
AN Aoz ded] AFS FSFozH AA He 7M7) ohde 58k 284 g
g3 < e 7HAE U A9 vl 7k e BE oW £ AR F
Feivtn Bed 4 3oy, AE 7HH E=E AEo| AT 715 $L4ME 17
& ABAA AP 2Rl AFshe BE MNE AHErlde URY F& Aol
gz g ¢ g1

£B7EL M QA HE e AES YSPoeN QA JE A A
olJzt sjety whg 2T wldATHS) . olgd ANE AMAPe UutAel RHdN ¥

15) Dodds, William B., Kent B. Monroe, & Dhruv Grewal, “The Effect of Brand and Price
Information on Subjective Product Evaluations,” in Advances in Consumer Research,
Vol. 12, ed., Elizabeth C. Hirschman & Morris B Holbrook, Provo. UT : Association for

Consumer Research, 1991, pp. 85-90. . .
16) Valarie A., Zeithaml. “Consumer Perceptions of Price, Quality, and Value:A.

Means-End Model and Synthesis of Evidence,” Journal of Marketing, 52(July), -1988,

pp. 2-22. :
17) Holbrook, Morris B. & Elizabeth C. Hischman, “The Experiential Aspects of

Consumption : Consumer Fantasies, Feelings. and Fun,” Journal of Consumer Research,

9(September), 1982, pp. 132-140.
18) Holbrook, Morris B., & Kim P. Corfman “Quality and Value in the Consumption
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23} 2ol 398 £ Yok
Sxj@ 2uA7} ol MBI L) EE AR BAL BD YL 1 1 2vlAe) A
2 =4 Ae AYA A5 APl meh £3AYL =P BEe 43AA S
AN B ANS 2ALL B8 7INE 25 o lAga T 4 o

(2) &7

A 10497 SHESL AHAES] HES £/ £ Yt 7 sl A& EAsa,
QAL 2R & Qe AR AAEL 8 g =¥E et oY x=HE2H Batra
& Ahtola,19) Crowley, Spangnberg & Hughes20)& 4¥|AIEe] Bi=g 4EE F 3l
= = 7j9 299 e (hedonic) Y, A8 (utilitarian) A& EHL SFAHE
£ usian. ol d7¢ Ada ZAE =T Holbrook & Hirschman2l)9] @3
¥ (experiential consumption)el F3 it ola sty 487 A 4T A2
e A Zo gt AuAEY HErt B F A Ades yHAgT & Rt

AAEL £3C Fd(work)HE VI dtm -&Bel olFE FW(dark side of
shopping)’-, £%°lgte 48 AANE &7V ot ‘

-423 9| 98]% 29 (shopping fun side)-. AYo2A e &3] 24 & E 77} A2
AN QP EA TN o]2o] REH olE SV Fisher & Amold??), Sherry, Mcgrath &
Levy23) So] d77} sik. wde] Bloch & Bruce24), Hirschman25)3 o] £339]

Expenence .Phaedrus Rldes Again,”.in Perceived Quality : How Consurmers View Stores
and Merchandise. ed. Jacob Jacoby and Jerry C. Olson, Lexington, MA : Health, 1982,

pp. 31-57.
19) Rajeev Batra, & Olli T. Ahtola, "Measuring the Hedonic and Utilitarian Sources of

" Corisumer Attitudes,” Marketing Letter. 2(Aprill). 1991, pp. 159-170.
20) Crowley, Ayn E., Eric R. Spangenberg, & Keven R. Hughes, “Measuring the Hednic and

Utilitarian Dimension of Attitudes toward Product Categories,” Marketing Letter,

3(July), 1992, pp. 239-249. : :
21) Holbrook, Morris B: & -Elizabeth C. Hirschman, "The Experiential  Aspects of

Consumption : Consumer Fantasies, Feelings, and Fun,” Journal of Consumer Research,

9(septémber), 1982, pp.’ 132-140.
22) Eileen Fisher, & Stephen J. Amold, "More than -a ‘Labor of Love: Gender Roles and

Christmas Shopping.” Journal of Consumer Research, 17(Dec.), 1990, pp. 333-345.
23) John F. Jr., Sherry, Mary Ann :Mcgrath, & Sidney J. Levy, “The Dark Side of the
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& ool EASL IS AN e YukEoz =4 UroN (1) dxd &
e FFE 94HA F79 ZH2A Y 444 s (2) ADA wew my
o] & /KZ UFo] B £ 5lth26) o]@y) e 590 Uehte olfe &9
g e 2HAES AvkA 9 Hrlst o) Gdst7] dgoltt. uteby ded] A Folv
MEl2g 5oz A4 e /A °]7‘4“}-—: astA dohd, £%AYs gdg
A 7HNE o 28 £ oA €020 weld, AuASo] 2 =e auske o
o BHE 2u|PFe A8 TRAoZ olsisty] AAMME +Ael A (instrumental
outcome)E F73He 482 R olle} A< 2% (experimental outcome)
€ 373k AP 747t @7 d7EolRor & Aol v _

olsh Zo] 7HX9] UutA BHL @ I=F BEE oAFoz PAstnA = e
M e 48A9 23 @ AATYAY A wew AW A o] YAE A=
Ao2 oL AlfEe] AT o 7]'?:51 L2 7ldshke B2 olFA4E ougit. ag
L e A2 Y53 A P¥L she A oW Ae Folsy] R PSL 3
= A *]-°]°ﬂ FRI Aol7} 5SS WGt Aotk dE So) AMREL AR Yo
Folgoss FAAA Bgoly I e JAAHQA HA(extrinsic rewards) e AL
+ 3ok 2y 28 £ APFor AL 375 Ao 22e WA (intrinsic)
°|i, 7§% (Personal)°l®, A% (emotional) HAS AL 4 U},

olEE B AL £ e 9 IR FolyA e ARl a8 85d 3
Aqg ¢ girke AME FFshe AL ofiu, a2d AlRE e g 4879 sixE de
+ e Lot Aoz FodstA "ohe AMlE AstE Aol o X sx| e
‘:}\: JER o)zt &M ‘{-la Je BAE BAMSH=H f-4sith. 22 d7As

Gift,” Journal of Business Research, 28(Nov) 1993, pp. 225-245. . :
24) Peter H. Broch, & Grady D. Bruce, ”Product Involvement as Leisure Behavmr in

Advances in Consumer Research, 11. ed. Thomas C. Kinnear, Ann Arbor, MI-

Assoc1atoon for Consumer Research, 1984, pp. 389-393.
25) Hisrschman. Elizabeth C., “Predictors of Self—PrOJectlon Fantasy F‘ulﬁl]ment and

Escapism, ” Journal of ScczaI Psychology, 120(June) 1983, pp. 63-76. .
26) Berry dJ.. Babin, William R. Darden, & Mitch Griffin, “Work and/or Fun : Measurmg

Hedomc and Utilitarian Shopping Value,” Journal of Consumer Research 20(March).,

1994, pp. 644-656.
27) Broch, Peter H. & Marsha L. Richins, ”Shoppmg Wlthout Purchase :'An Investlgatlon of

Consumer Browsmg Behavxor in Advances in Consumer Researcb Vol. 10, 1983, pp.
389—393
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webd AgAolm HFAA aBpN 25E A8 F e 2379 geAdol F7tst
A =}k, |

A d75e 28 BAAE &%l 482 FHo|UTH29) &AL Au| AP L 7
ghelm, o2A9 Ao BAE £t AA4Y 483 &£37HAe &PAl A58
= sug 2u|a7e] A LT FF AzE 483 2%7H (perceived
utilttarian shopping value)E AgHelxn E&HA WHo2 AF< FHgte AL 9
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28y A aWsiKd] B ATE BE LAl wet T AFl o N &F
Bl oo ARlel EFozRE UdeE WA s = A deo] 28 F
8% eS|y gda RT3

Bloch & Bruced] A7aATd] wz=d AEHe 442 U (utilitarian benefits)
2o Aol (self concept) S ZBHA7lE AT weg Foldttn s}git}.32) AH)
Ase EF 34 (bargain) € S HFF 7INE Q7= o 1"4 Aursta FRA
2AL & AY 2MASS FEFE =77 Wt

A SN AHASS £9AYL T A4F 7K vlEo] HHA AN E F7-31H,

o AEHS EFo] 7] Hoke AEL YSste FAAM AL ATS de

g 2R =3 ok £% #gd /e AL EAE AN A8l £%E g o,
= 2ETe @ o, adn AES 3FE g BAb] glen, 5F eyl
(compulsive shoppers)® B2 o2 AFL FYste AFF(product enthusiates) &<
2oErlgs BAEGn ¢ 4+ U B E2dAE 48d BE 27sE 2AE A9

28) Belk, Russel, "Gift Giving Behavior,” in Research in Marketing, Vol. 2, ed. Jagdish

Sheth, Greenwich, CT : JAL, 1979, pp. 95-126.
29) Peter H. Broch, & Grady D. Bruce, "Product Involvement as Leisure Behavior,” in

Advances in Corsumer Research, 11. ed. Thomas C. Kinner, Ann Arbor, ML:

Association for Consumer Research; 1984, pp. 389-393.
30) Batra, Rajeev & Olli T. Ahtola,. “Measuring the Hedomc and Utilitarian Sources of

Consmer Attitudes.” Marketing Letter. 2(Aprill), 1991, pp. 159-170.
31) Faber, Ronald J. & Thoms C. O’Guinn, "Classifying Compulsive Consumers : Advances

in the Development of a Diagnostic ‘Tool,” in Advances in Consumer Research, Vol. 16
ed. Melanie Wallendorf & Paul F. Anderson, Provo, UT : Association for Consume:

Research, 1989, pp. 97-109. _
39) Peter H. Broch, & Grady D. Bruce, “Product Involvement as Leisure Behavior,” ir

Advances in Consumer Research, 11. ed. Thomas C. Kinnear, Ann Arbor, MI:
Association for Consumer Research, 1984, pp. 389-393.
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