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Thomas P. Hustad & Edgar A. Pessemier “The Development and Application of Psychopraphic” in 

William D. Wellsed. Life Style and Psychopraphic Chicago AMA 1974 p.37.
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Del. I. Hawkins Roger J. Best and Kenneth A. Coney Consumer Behavior 4th ed Richard D. Irwin

Inc. 1989 p.39
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Joseph T. Plummer “The Concept and Application of Life Style Segmentation” Journal of Marketing

vol.38 January 1974 p.33-37.

2.3 ( )

2.3.1 

Kotler(1998)

(1) (attributes) (

…) ( …) CHANEL 

(2) (benefits) 

(functional benefits) (experientiall)

(symbolic benefits) Herme`s 

(3) (values) Louis Vuitton 

(4) (culture) Vivienne Westwood 70~80 

(5) (personality)

Levi`s 

(6) (user)

WGSN Worth Global Style Network

10 2006 2011

(1) Fast Fashion   

(2)

(3)   

(4)   

(5)     

(6)   

(7)   

(8)   

(9)   



(10)   

2.3.2   

(Christopher

Lowson & Peck 2004)

3.
3.1 (AIO)

3.1.1 (AIO) 

 5 :Joseph T. Plummer(1974); (2012) (AIO)

3.1.2 

(1)

(2)

Berkmanand Gilson 1986 2000 2001 1996

(3)

Plummer 1974 AIO Activity Interest Opinion

(4)

Kolter

3.1.3

(1)

(2)

(3)

(4)

(5)



3.2 ( DELPHI)

( AIO )

(1)

(2)

(3) 6

    
 6 Gordon & Hdolmer(1964); Delbecq(1975) (2000) ( DELPHI)

2015

3.2.1 (DELPHI)

(1)

(2)

(3) ( )

(4) (Big 

Data)

(5)

3.2.2 (DELPHI)

(1)

(2) (DELPHI)

(3)

(4) “ ”

3.3.3 (DELPHI)

(1)

(2)   

(3)

(4)

(5)

(6)

27



4.
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4.1.1

2015/11/30~2016/1/31 AIO 110 110 100

90.9%
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Cronbach's Alpha 

.760 24

AIO .760 Cronbach Alpha 4 18 Cronbach 
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Cronbach's Alpha 

1 82.19 72.640 .218 .757
2 82.33 70.930 .331 .750
3 82.95 68.432 .456 .741
4 82.46 74.534 .130 .761
5 82.57 72.652 .250 .755
6 83.23 67.997 .459 .740
7 82.61 69.634 .436 .743
8 82.43 74.268 .133 .761
9 83.57 72.086 .217 .757
10 83.19 68.519 .405 .744
11 82.88 71.137 .296 .752
12 82.74 72.396 .192 .759
13 82.92 72.135 .181 .761
14 82.60 67.354 .576 .734
15 82.77 69.431 .426 .744
16 82.96 68.645 .432 .743
17 82.20 74.606 .131 .760
18 82.73 74.199 .101 .764
19 81.99 72.677 .313 .752
20 83.09 72.850 .235 .755
21 82.77 72.199 .229 .756
22 83.54 69.544 .349 .748
23 82.27 73.330 .192 .758
24 83.06 69.087 .412 .744
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(1) Shopping

Shopping

     

16 0.750

21 0.713

24 0.661

10 0.564

6 0.561

14 0.555
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(2) K-Means

F
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Fdf df

F1

Shopping
31.464 2 .269 308 117.081 .000

F2 15.952 2 .298 308 53.618 .000

F3 5.213 2 .393 308 13.263 .000

F4 20.002 2 .227 308 88.100 .000

F5 44.362 2 .411 308 107.999 .000

F6 5.960 2 .337 308 17.710 .000



F

Principal Components Analysis

Varimax Orhogonal Rotation

10  K-Means

F1

shopping
2.84 3.59 4.28

F2 2.83 3.25 4.19

F3 3.88 4.31 4.14

F4 3.49 4.33 4.02

F5 3.19 4.43 3.13

F6 3.74 4.16 4.10
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1. 25 92 27 10
2. 19 71 25 92
3. 17 63 20 74
4. 13 48 19 71
5. 12 44 18 67
6. ( 12 44 17 63
7. ( ) 10 37 15 56
8. 8 30 10 37
9. 8 30 8 30
10. 5 19 7 26
11. 7 26 7 26
12. 7 26 7 26
13. 6 22 5 19
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1. 24 89 27 100

2. 20 74 24 89

3. 16 59 20 74

4. 8 30 16 60
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1. 21 78 26 96
2. ( ) 19 70 24 89
3. 17 63 23 85
4. 3 11 22 82
5. 15 56 20 74
6. 3 11 20 74
7. 4 15 20 74
8. 7 26 20 74
9. 16 59 19 70
10. 15 56 17 63
11. 15 56 16 59
12. 8 30 12 44
13. 8 30 10 37
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1. 15 56 26 96
2. 13 48 24 89
3. ( ) 3 11 23 85
4. 3 11 21 78
5. 5 19 20 74
6. 6 22 19 70
7. New Open 7 26 18 67
8. 4 15 15 56
9.

10 37 15 56

10.
10 37 14 52

11. 9 33 14 52
12. 7 26 10 37
13. 6 22 9 33
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