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ABSTRACT

This study analyzed the effect of self-determination and curiosity of Generation MZ on creative consumption

efficacy and product selection behavior, as well as the effect of creative consumption efficacy on product se-

lection behavior. The study used a quantitative approach and conducted a survey, with participants in their 20s

and 30s who had experience in purchasing fashion products. Results showed that Generaton MZs creative

consumption efficacy included original thinking, method variation, usage expansion, and problem-solving efficacy.

Product selection behavior comprised original product selection, aesthetic product selection, and functional prod-

uct selection. Relatedness and competence of self-determination positively affected creative consumption efficacy.

Interest-type curiosity and exploration-type curiosity positively affected creative consumption efficacy.

thinking efficacy positively

positively affected functional product selection. Method variation and problem-solving efficacy positively

Original

affected original and aesthetic product selection, whereas usage expansion efficacy

affected

original and functional product selection. Relatedness of self-determination positively affected all factors of prod-

uct selection behavior. Competence positively affected aesthetic and functional product selection, and autonomy

positively affected aesthetic product selection. Interest-type curiosity positively affected all factors of product se-

lection behavior, and exploration-type curlosity positively affected aesthetic and functional product selection. The

results of this study can be used to create theoretical concepts and empirical models applicable to Generation

MZ, and provide useful data for product development and marketing and distribution strategies in the fashion

industry.
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SH( %)*@ 647 ( 168%)
o 167 (4.2%). “&HH/HB

4 #A 2378(6.1%),

2] 357 (9.2%) o1k L%+ 7}?'5\_%: 300
A vek 1027 (26.8%), 300~500%F wRE 127
(33.4%), 500~700%+ m|RF 827 (21.6%), 700%
A ol 699 (18.2%) & & eI

05‘, [‘El Pl

-

C

I ENESe] B o ARY AS
R ERERERE
A7) 99 Seld 2QwA A4 BAL AN
stk Felm LARHIAE Lp)gtel 0050]
2, GFIAIS= 09 o174, TLIAS 09 ©1%, RMSEA
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AF 01 olatE 71Fo 2 do] RUAAJCE T S Bl 579 354 18, ¥4 &
@etAa, SN B AFEA S A 714 123, AvAd A9 183, 71538 AF
HgHoR sttt AFHIHS fol4el & A" 2R S FhE AASAL ATHOE 4
ug A5EA EES 2URET 05 o4k 095 AR BUH 2ARA AJE (Table DI 2O
ojstE J|Fo g I, HFEAFZE(average M, ¥=1127, GFI=935 TLI=.924, RMSEA=
variance extracted, AVE) 05 °l4, 7/N3A = 0452 Yelh FAAYE7 SR AT FAEY
(construct reliability, CR) 0.7 °o|A& 71F° 2 As Hrtstr] A8 AFEtdAME 233 &
stRor, FEElGAAAE AVEZE A3ASFY olH3}gko] 622~ .856, AVE #tel 510~.662, CR
AFEt =& AAE FAsATHChoi & You, 2ol 705~8879 MHAEAM 7|ES FS 9o
2017). A=A EAddAE WALHAIHA oS AFTEIAS 2t 222 A9HJY AEET
Cronbach’s aAl&& A&, A AF7F 0.6~ Aol e (Table 2)9F 2ol AVE Fhol &4
07 olgeld NHAS ity BUHATU. WF 29 AWAS AF gun 2A degoR
Kim, 2019). AR AT SAMTFE AR O2 gL F
BoAPE S4usd U B4 2APHS  PHb BEEg4S Fusdse o F Ao
AN HGoA FolAde] FREA 2 4719
TF(AEY 28, EASIZETH 22 S A
Asdgy, RAHGES Eol7] A5 R 2P
{Table 1> The Confirmatory Factor Analysis of Measure Variables
Factor Item Standardlzéd AVE| CR Cronbach’s
factor loading a
I like to relate to other people. 849
I like to talk to other people. 856
Relatedness - - 578 | .804 879
I give and receive help from people around me. 778
I get along well with other people. 726
I am a competent person. 755
Competence Even when difficulties arise, I overcome them well. 770 617 | 763 802
I am good at problem solving by getting the information 755
Ao
I need.
I do things the way I think and the way I do. 823
Autonomy — - .646 | .879 127
I make my own decisions about anything. 746
I am interested in the new features of the product. 812
Interest I am interested in new ways of using the product. 799
type - - 554 | 831 829
. I am interested in new products. 717
curiosity
I am interested in new fashion coordination or styling. 637
. When I see a product I like, I wonder how it is actually 780
Exploration Worn. .
t 530 | 771 709
Yp? When I see a product I like, I wonder about the brand. 693 K
curiosity
If I can't find the product I want, I keep looking. 708




MZAWS o8 avEsas A AgFel B A7
- bach’
Factor Item Standardlz.ed AVE| CR Cronbach's
factor loading a
I am good at thinking of appropriate and unusual gifts. 723
Original I know how to spend creatively. 722
thinking I tend to try creative consumption activities. 746 528 | 817 816
efficacy In the process of consumption, I often come up with
. . . . 714
ingenious ideas that others cannot come up with.
I use it well for other purposes than the original purpose
801
of the product.
Mgthgd I'm good at coming up with different ways of using
variation 819 662 | .887 886
products.
efficacy ; - -
I'm good at trying out new ways of using products. 788
I tend to use the product well in a variety of ways. 837
I use products that are used in one consumption domain
(eg, fashion) well in another consumption domain (eg, 757
interiors).
Usage Even if the usage is fixed, I change it more comfortably
expansion 787 564 | 720 885
- by myself.
efficacy — -
I am good at finding new uses for things I have. 849
I use one thing well for a new purpose that is different
857
from others.
Even if unexpected situations arise during the
Problem consumption process, I do not depend on others and 805
-solving solve problems on my own. 658 | .885 731
efficacy When I suddenly need something, rather than buying a
. 693
new one, | renew what I have and use it well.
I choose original fashion products that others do not buy 743
Even if it is a fashion product that other people do not
. o . . 182
Original buy, if I choose it, it is evaluated as being original.
product I tend to challenge fashion products that are judged to 716 516 | .809 .808
selection be original. )
I choose fashion products my own way without being
. . 622
bound by other people’'s evaluations.
I compare the designs and styles of several products and 733
choose the most attractive one. ’
Aesthetic
I ) ) ) .
product choose a fashion prgduct Wlth ? prettier design at a 778 s10 | 758 759
. similar price point.
selection
I tend to choose fashion products that make me look 622
attractive. ’
) I choose fashion products with superior quality or
Functional . . 733
features in the same price range.
product - - - — 545 | 705 686
. Even if a product is out of fashion, I tend to choose it if
selection 743

it is judged that the quality is high.
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(Table 2> The Correlation and AVE of Measure Variables

Variables 1 2 3 4 5 6 7 8 9 0 ] 11 | 12
1. Relatedness 578a
2. Competence 133b | 617
3. Autonomy 025 165 646
4. Interest type 154 | 284 | 106 | 554
curiosity
5. Exploration type 103 | 213 | 170 | 366 | 530
curiosity
6. Original thinking 286 | 167 | 032 | 210 | 158 | 528
efficacy
7. Method variation |y | o7 | 38 | 936 | 223 | 400 | 662
efficacy
8. Usage expansion 224 | 146 | 032 | 266 | 186 | 492 | 430 | 584
efficacy
9. Problem-solving 137 | 105 | 013 | 201 | 153 | 305 | 375 | 376 | 658
efficacy
10. Original product |51 1 oo | 009 | 100 | 065 | 271 | 236 | 238 | 185 | 516
selection
L1 Aesthetic product |- 0o | qoe | 993 | 171 | 243 | 076 | 061 | 058 | 045 | 019 | 510
selection
12. Functional product | o0 1 gor | 004 | 104 | 006 | 230 | 336 | 336 | 250 | 231 | 024 | 545
selection

a: The diagonal line represents the AVE value.

b: Below the diagonal line is the squared value of the correlation coefficient between the two variables.
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24 fED JoE BWNAYG. @ 47124 B2 AL IALYe A9 275%90 A
A, 37143 AF AddE he] GEFRA A 32 asddle 54 (6=291. =579, p001),
o)A Arlasiel WladE F7HE 24 6k A (=229, t=4212, pX001)2] =22 H(+)
I, WilEs 48 93l Baron & Kenny(1986) Aol ke FoH, IALYHe HHYgS
7b AN 276l wel 394 SARA S A 179%Ack. ool welk MZAt7F thE Argate]
At WAE B8 AN F54E TF ANEARA
S94E BTG, SRS 534 AT U
1) MzAIRe) A7 AR A 57140 Beld X EEC I SRS R S
a7 v = 4 8 2= 9t}
(1) 2Z12AAe] AeH znlasitel wAE ool A ek 7ol MZAIth7F Ad 47172787 €
¥ HARH Frede F9H LRaTHe] F48F
MZAH e 271870 Zeld An|asitl gareelo g Yehty, ol 4uH|A Hbe] 9o
A 4FE FAS A3 (Table 3H3 2ok AAA, F5AY 9sHEgE FA3 Go et al
S3A AL @5 dlE A (8= 445, t=9.879. (2019)¢] ALt SAbsr Aty 3 2 9t 1
pK001), 5 (B=242. t=4.980, p(.001)¢] =2 By Fold an gt e zAsAe] g3y
2 A(HH dPL AL AARYS 4¥H 2 gonz od AT A2 WAYE AWH
= 339%At WATE gedd= #AYB T A7IAAE) w0 siA Fed AueA
=297, t=6.019, X.001), 5743 (5=.226, t=4.230, Fx7to] Zolx: AL olUth wekA MZAT
Ko0D e =22 F(+)AQ] FFe FAeH, 3 o] FoH v sHe =oled doAME F%5
ARF ] AyEE 207%A =8 a5l Azt BAA o8 A Al 228 Jge
= IAXN(B=384, (=8150, KX.001), 548 olo]g}l & Aot}
=232, t=4557, X001)9 2= F(H)HA F
{Table 3> The Effects of Self-determination on Creative Consumption Efficacy
Dependent variable Independent variable B t v Vieh
Relatedness 445 9.879%**
Original thinking efficacy Competence 242 4.980%** 64.243%** 339
Autonomy .009 203
Relatedness 297 6.019%**
Method variation efficacy Competence 226 4.230%%* 32.728%%% 207
Autonomy 057 1.136
Relatedness .384 8.150%**
Usage expansion efficacy Competence 232 4 557#** 47 517%%* 275
Autonomy 023 A87
Relatedness 291 5.796%**
Problem-solving efficacy Competence 229 4.212%%* 27.286%** 179
Autonomy 027 523

o pC 001

— 49
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AR ”“é%ﬂi 286% Atk £x3g 257
T4 (=402, t=7.364, pX.001), &
9

188% Atk wAE Esddls 3
(=333, t=5844, X.001), &+8 Z74(G=
189, £=3315, X01)9 22 H(+)F

Fen, ARG Ay 223%A

wteb MZAH7F AlFel gk Eod H
F g7 2ol A FoH 2vlasi
of EoHAA HH, ol MR ‘ﬂ?‘fH elA

As| A5 e ol ol

3=

r
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R
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9 sk A o]sz} ol B A7
MZAH S el

2714l T3 299 e, thFd
AFE ok A T4 FoA Au|ESTbe] A3
A2 =97t olg Aok & Aot

2) MZAIH 9] o)A Zulaszte] AF

A AE) wAL F

[}

MZAIte] Zel# AnEsito]l AF A9qF
of MAE JFE EA AF A= (Table 59
ol AF AegFo] g FejH AH|EFIHe
ggo] FAHH WO T YeNT H3H A
EFAgE 584 a5AS Adsy 53F
AT BER(B=292, t=4.724, pX.001), WA Thek
3} %57HB=.165, =2.403, p<05 A E &
S B=113, t=1979, X.05)9 «o2 H(+)F
A FFEs FAoH, FARY APHL 324%
ﬁq— Alu]x4 Xﬂ }ﬂEHoﬂL E;g‘zjl /\],57_ a7

5
(8=183, t=2535, X.05)°] A(+)e] dFS F
o} FARY S ddo] 86%EAM 10% wvt
Z Ueh A3t Q’TH Al Fo5 23t 7]
5

KU BP&%E}%@} E%ﬂ(ﬁ: 259, =410, p<.001),
S B57H(6=.243, =3511, KX.01), Al
A ZeH(p=174, t=3262, X.01)¢]
Aom, AR Mg

o2 A

40.3% At

(Table 4> The Effects of Curiosity on Creative Consumption Efficacy

Dependent variable Independent variable Vel t F R
a o i Interest-type curiosity 342 6.036%**
Original thinking efficacy - — — 57.072%** 232
Exploration-type curiosity 191 3.361°%*
o i Interest-type curiosity 316 5.778%#* "
Method variation efficacy - — — 75.589%** .286
Exploration-type curiosity 281 5.140%**
) ) Interest-type curiosity 402 7.364%%* »
Usage expansion efficacy - — 76.282%** 288
Exploration-type curiosity 187 3.434%%
} i Interest-type curiosity 333 5.844%%* N
Problem-solving efficacy - — 54.155%** 223
Exploration-type curiosity 189 3.315%*

K01, *** X001
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MzAThe) )8 2w B AE Aea el 2

o)

@ Az

olibe] AstolN EFH AT AERE EFA, 3) MZAIH ) A7 AR} 7)) AE
Aud AFAee] FHAN JFES w2, WA AR AT wA= 9%
thersl A B34, /15 AFA 24 (1) AANAAAR] AF QDA Fe) WA E 9
Aol Qe WAL o WML A T, MZAH ) A7 AR o] AE A ux
MZAHZA AES SZHoR AHss PHS = Qe BAH ARE (Table 67 2, =%
& ol 2MAAFE =3H AuHe AEL H AFEAE e G5, ASHS A BAA
Aeets g Fo] oAy, g Lx9 tEA (8=.338, t=6559, pX00D)ol H(+)HA F&S
thops WA OB AES ALY F ol AuAY Fd7, AR HudL 136%%th AnA
FE R HANLE 7)5Z < A|F MEd]Eo) AEAY = AgA (=369, =7.728, p£001),
Zoldty @ & vk fEdA angy BA 852 (5=292, £=5774, pX001) 8] 02 B (+)
A asge 7158 AFEAL ZAH 4 Aol Qs Fglon, HARFPe AHude
S AT A=, ol MZAT AES £ 286%Ath 7153 AFA= BAA (=321,
= Adto A} LAY AAE EAHES ZE) t=6.321, X.001), 543 (08=.163, t=2.974, X.01)
L 2HALSE J)5AA AES AdsE Y% o Lo H(+)HA YIS FAT, FARYY
o] Zold g omdtth oy A HoH & 48 e 158%%th
HEs7ol AE F87 AoH 2uYPES o ole] AztelM A AR BANE EF
o= A#lAE(Lee & Choo, 2020: Lee et al, A A 9 o 7)5E AEA, f54E Ay
2018) St GAkeE BAAA olsEL AE AdY L 153 AEAY, 8T AR AnF
Tl o FoH awasge) 4Fde AHA xﬂ Aelo] AL MAE 29102 Yehdt o
oR BN AT 9t AN B AT A B MZAZE e g BANe A
F= YL e 2 =30 A AuFe AEL AL b5
Aol =3, A7) 22z gF f5AF A&A

(Table 5> The Effects of Creative Consumption Efficacy on Product Selection Behavior

Dependent variable Independent variable £ t F R
Original thinking efficacy 292 4.7247%%*
Original product Method variation efficacy 165 2.403* me 294
selection Usage expansion efficacy .089 1.204 o *
Problem-solving efficacy 113 1.979*
Original thinking efficacy 183 2.535%
) ) Method variation efficacy 094 1.181 ,
Aesthetic product selection - - 8,838 .086
Usage expansion efficacy 014 158
Problem-solving efficacy 044 665
Original thinking efficacy 049 841
Method variation efficacy 259 4.010%** »
Functional product selection - - 63.398™** 403
Usage expansion efficacy 243 3.511%%
Problem-solving efficacy 174 3.262%*

*pX.05, **pX 01, ***p< 001
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(Table 6> The Effects of Self-determination on Product Selection Behavior

Dependent variable Independent variable Vel t F Ve
Relatedness 338 6.559%**
Original product Competence 089 1487 | 197195 | 136
selection
Autonomy 041 773
Relatedness .095 2.028*
Aesthetic product selection Competence 292 5.774%%% | 50,279%** 286
Autonomy 369 7.728%**
Relatedness 321 6.312%**
Functional product selection Competence 163 2.974** 23.585%** 158
Autonomy -.052 -1.013
*pX .05, K01, **F <001
o] EETE AvH AFL Addte APl 2 g o] moxls ZAoE Yelgth 534 AFE
B, 5 FAEC) 5255 VSAHA AEFS Aede & 7S AT FHE 2714
HeEsls gEo] =gy & & . o] Ag: (B=257. t= 195, Xoone] g+ R
ANARRel HEHFE FHE FIAE T, R, 3R A 10.7%3H A AF
T FEds wEvhe AAA+(M Kim, 2016 Aol & E”—TL 3714 6=382, t=6. p<001),
Kim et al, 2016)elld 2AE 2 & 3don, & S =714 (6= 183, (=3.301, ,rKO TR
ATE AUAEL el ol 2¥A A4 A(HA IFL WRLH, DAY AL
712730l 8% 4TE s dvke AHEE 9 264% k. 7154 AFAgdE § 3714
AT (B=235, t=3891, X.001), BT ﬁ(ﬁ:
169, t=2788, X01)9] o2 A(+ o3k

(2) 3714l AF A AF v 4% MR, ARG AEES 131%A

MZAIt e E7]4e] AlFx AddFo vwA& o]/%4e] AZA AF MY TS ‘5‘}% =
AFFg A3 Aol M= (Table 7)3 o] 57 = 9ol JFS mz 74 908 FHd I
Hol ARrE =3A, A0A 2 %A AFE A deldon, MzAnt FHE 5140 Bas
(Table 7> The Effects of Curiosity on Product Selection Behavior

Dependent variable Independent variable Vel t F Ved
ioi Interest-type curiosity 257 4.195%**
Original product A el 09 576% % 107
selection Exploration-type curiosity 100 1.638
) ) Interest-type curiosity 183 3.301%* »
Aesthetic product selection - — — 67.677%* 264
Exploration-type curiosity 382 6.880%**
) ) Interest-type curiosity 235 3.891%** N
Functional product selection - — 28.457%* 131
Exploration-type curiosity 169 2.788**

K01, *** X001



MZAI o] oA AHlaeitst AF Aol #g A+
5 534, AvFedME 7FAd AFe A A A &27E QAL Sobel testoll A Z=5988,
e gFol moRL ST B IS KO01Z Ueht e AWlasihs fofve
AvE, 7154 AFAgele 9% FAoU = ARERAT 2714 AF AdgaFel vA=
FA AFAG = T MIAA Gske whebA FF> FoH AvaTHE FUS 3GAANAM 7
AF et FFFOE Qg F73 S74e] F agomM Fold Lvasie] FEWAaAT)
STl sA E3HA AEFS AEste YFol = AASH, Sobel testoll A Z=6.604, X 001E viEF
oA = Bl B 5 Sdrh ol &714le] Al u e aHlaede FouE vyt
ol tigk 7ol F715 Folil AlFe] AuEgel ek MZA e 27123874, 27143 AF A
A F2stA Agdtkes AP AT (Daume & gz 7o GFaAe dode FelF LHR
Hiittl-Maack, 2020; Lee & Kim, 2021) ¢} f-AFSH s7el fojug vty & 5 Atk
ARGAR, B A7l As HAAF] A&
o tg 5749 Jge EAatE HolA V. 42 4 Hof
e At B 4 Sh
F7HQ EA o2 MZAWS] 2714343 = 2 A7e MZAWe] ANZARAESR 57140l
71410l AE e gl nAe FFAAANA Fe] Fed anasd 3 AF AgdFel vAEs
2 avasre] mphass £43% 2= (Table T3 oA avagiol AF A gl vA
83 2tk ZelH avlasHe] WAads 3@ T FFS THUYCEMN MZAE Anjidzst
A AT Tl AFEden. 1dAdME ZeAQl 2ngFal W olsi=E Foliat &
ANAREH 271l FelFH Ln|asitd vA Atk ol fs HAFEFS] FuiA ] U= 20
= 9% BAsdt 2dAdIM e A1 A A . 30t MZAIYE tdozs dExAS 53
7ol AF gl A= TS £4 6 A5 AFE AAEdh A7 Aol mEW
om, 3eAdAE A28 2714, FelF MZAIH o] el anasie wangst 2%
avlagge] AF AYyFel vAE dFS & Z EESH s 534 AL 2, A
Aty 1 A3 A71AA 0] AF e e 4 &8s UFAY, AF Agds 5345
A e FEgel FoH aHlETHe FUT 39 AFAd, AnE AFAE, 7eH AFHYR
A FolatA FeoB=M ol AHlaFFH EFEAT. MZAW ] A2 29 FelA
(Table 8> Analysis of Mediating Effects of Creative Consumption Efficacy
Step Dependent variable Independent variable Vel t F Ve
1 Creative consumption efficacy Self*detejrrrllination 337 6'912):%* 136.284%** 420
Curiosity 388 7.939%**
2 Product selection behavior Self-detérrrllination 246 8'954%% 75977 287
Curiosity 352 4 539%**
Self-determination .050 1.019
3 Product selection behavior Curiosity .036 2.557*% | 116.790%** 482
Creative consumption efficacy 580 | 11.904%**

K01, *** X001
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MzZAth e o4 avas

AE AdgFol BT A+

AF et A8 &35 277 A= F
o AHE & T F UAvhe AT AR A
o] tgst, A 2 534 A 55 f%
gol oAty & Zlolty 7|de dFelAME
g AlFo] obde ZAeAY DIV, A 5
< ZHEYA o AFS MLste AYE &
AL S &3 F5 AHS FGH MZA
Ao oAl AM|EFE AFT W ooy,
FolA angFH A&7Hse AHEsHE 24d3)
e A d48S & F g Aotk

B A3e MZAe Ze4 aulasiast Al
¥ Adeesol sl AFFoEHN o]EH, AFH
o= FoAQl AHgt ol gk oaE Fol
2 gk Zlol oozt Aok o)A aRlEsdt Al
F AgdEe] 980 A AT 57149
Aol Bt o, MZAe EAelg &
T e AIAAS 224, A 1 59 ¥
g THse FE5 AFTE olFAF F Ao
ok =S, FojAel anEEe] MZAt =3he
A olUER ARS & 53 5 A1t
L7, FoA Angse] i AotaFite]
JFES gotste A7t AEHH R o]HFITH
HAA ] ezl mAEH A FH f&3 A
S5 ATE F dS Aotk
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