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Tab. 2-1. Preceding Thesis on Lifestyle Types of The Elderly

Researcher

subjective

The Title of Thesis and Lifestyle’ Types

Lee and Shin(2004)

A Study on Lifestyles-based Market Segmentation
of the Korean Mature Consumers

Safety-oriented, Achieve-oriented, Materialistic,
Fashion and health-oriented, and Hermits segments.

A Study on Market segmentation by Mature

satisfactory pursuit, actuality fragnant, immediacy

Lee(2007) consumer’s Lifestyle intention, actuality retirement

A Study on Factors Affecting Purchase of Elderly | materialistic, traditional, self-centered, passive,
m(2007) . . . .

Consumer according to Lifestyle Types satisfactional
Analysis of Acknowledgement and Utilization . . . .

An(2008) Purpose of Silver Industry According to Lifestyle lcr(];()s\gt\l,\;zon ¢ e téltl))rer’]iﬁzlrllttra(lzonservagtiﬁ stable
of Baby Boom Generation ype, ype

Jeon(2008) Research on the Behavior of Dinging out leisure-oriented type, ostentation-oriented type,
Consumption of a New Silver Generation achievement-oriented type

Kim(2010) Life Style With Consumer Values and Consumer | status—oriented, innovators, makers, believers,
Behaviors of Baby-Boom Generation neutral-life seeker

Kim(2012) A Study on the Elderly Women’s clothing Purchasing | self-trust type, passive life type, others—dependent
Behavior According to their Lifestyle type
A Study on Overseas Travel Product Selection

Kim(2012) Attributes according to the Lifestyle of Silver conservative, self-fulfilling type, progressive one
Consumer
Study on Leisure Program Types by Silver

Jeon(2013) Generation Lifestyle-Focusing on the BabyBoom | Practical Type, Follower Type, Conservative Type

Generation

Source: arranged by Author.
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Tab. 2-2. The Amount of Using Credit Card by Age

(Unit: 100 million Korea Won)

Division Under 20 20~29 30~39 40~49 50~59 Over 60 Total
2009 2 3,410 15,161 19,407 17,692 8,537 64,208
2010 11 4811 16,946 20,839 18424 8,855 69,386
2011 38 6,422 18,214 22,059 18,945 9,124 74,802
2012 102 8,466 20,635 24,088 19,548 9,323 82,162

Source: BC Card CRM system Data.
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Tab. 4-1. The Demographic(N=389)

Division Sort Nupljel(t));re o R(i/zl)o Division Sort Nu;:gglre e 1?2/21)0
Cender Male 1%3 34.2 Under 500,000 ?9 152
Female 256 65.8 500,000~999,999 55 14.1

Between 50~54 97 24.9 Monthly | 1,000,000~1,999,999 131 33.7

Between 55~59 132 339 income 2,000,000~2,999,999 64 165

Age Between 60~64 83 21.3 3,000,000~5,000,000 50 129
Between 65~69 45 11.6 Over 5,000,000 30 7.7

Over 70 32 8.3 1 15 39

Elementary 20 51 Number of 2 63 175

Junior high 47 12.1 family 3 36 22.1

High school 215 55.3 members 4 156 40.1

elaivciﬁi College 32 8.2 More than 5 64 165
University 64 16.5 Spouse and Children 207 53.2

Graduate school 9 2.3 Only spouse 61 15.7

other 2 05 Types of Only children 72 185

N/A 147 378 family Single 15 39

Christianity 108 278 member With son’s family 14 36

Religion Catholic 45 116 With daughter’s 3 2.1
Buddhism 83 21.3 Other 12 3.1

Other 6 15 Apartment 166 2.7

Specialized job 35 9.0 . Small apt. 39 22.9

Teacher/public official 4 1.0 Reildeme multiplex 56 144

Employee 62 159 e House 71 183

Occupation Free profession 28 7.2 Other 7 18
Self-employed 63 16.2 Seoul 231 59.4

unemployed 23 59 Residential Kyunggi 107 215

Housewife 137 35.2 district Incheon 18 46

Other 37 95 Other 33 85
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A7} 0.8162.2 UERSTE MSAE ¥4
7t BEFZ Ao #3 Kaiser A=E 2v|s}

FOES

u:] MSA7L°] 8 o]ﬂ-o]tﬂ =0

olskd W FAFeIn I

34 A4 A% A AlAEL 2403810, AfE

2
T

A2 Y, 5
St} Bartlettd] T+

ABTEE e 89l WSS SPSS 15,08 o8t 171, folrE 00002 Heht 8]1E49] BdAo]
A1 geleae AXsc 502 % 4 on
Tab. 4-2. The General Attributes in Using Credit Card
(Unit: won, N=389)
. Frequency Rate . Frequency Rate
Division Content (person) (%) Division Content (person) (%)
1 87 22.4 Under 100,000 100 2.7
2 131 33.7 ) 100,000~199,999 7 19.3
Number 3 % 237 Xcri‘élitt Cari} [ 20000029099 87 24
of card(s) 4 2 108 | P e [ 300.000~499.999 62 159
5 23 59 500,000~1,000,000 39 10.0
More than6 14 3.6 Over 1,000,000 26 6.7
Under 5,000,000 118 30.3 Billing Mailing 281 72.2
Credit card | 5.000,000~9.999.999 139 357 method E-mail 108 2738
expenditure in 10,000,000 ~19,999,999 74 19.0 Credit card use
. f 1 26.
the previous | 20,000000~29999.999 | 42 108 | after abolishing | ¢ & Pefore o 65
year 30,000,000~50,000,000 16 42 incomeAtaX Prefer cash 201 51.7
Over 50,000,000 0 0.0 deduction DO not use 83 219
Less than.b times 70 155.0 Same as usual 219 563
5~9 times 100 2.1 When more
Number of use 10~14 times 72 185 benefit provided
per month 15~19 times 53 136 | by using credit | ¢ MO 166 27
20~24 times % 64 card
More than 25 times 69 177 Less than usual 4 10
Over 3,000 42 10.8 1 111 285
Over 5,000 12 10.8 2 137 352
Minimum Over 10,000 108 2778 _ 2 0 20
amount on Over 30,000 41 105 Nég?rll);m?efs CEZSH n Si 8.;)
each payment Over 50,000 55 14.1 -
Irrelevant 9% 244 o 17 44
Other 6 15 More than 6 4 1.0
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Tab. 4-3. Validity and Reliability Analysis in Lifestyles

Variable Factors Analysis iifgj?lrgs 5;%32 1;:;5552?3;;31 Reliability
- seek for one’s style 697
- desire to possess things others don’t have 780
Personality | - try new clothes everyday 675 2.739 14.417 82
- care about body figure and weight 549
- interested in new fashion and trend 106
- do not(or avoid) junk food for health 866 10.012
Health | _ enjoy fresh and organic food 349 1.502 (24.429) 195
- purchase thing on TV commercials 527
- self-conscious 628 12,664
Lifestyle Fashion |- purchase luxury brands 28 2.406 (37'093) 733
- purchase new products 667 '
— choose foreign brands(other thing being equal) 678
- go outside on weekend 631
. - visit exhibitions and museums often 157 13.830
Leisure | _ go to movies often 792 2628 (50.923) 18
- enjoy musicals and plays 166
- always on time for one’s appointments 124 10,030
Considerate | - learn what others do and interested in 673 1.906 (60.953) 676
- follow the rules 348 '

a].o]J.}\Elrol,] A
ol F 7kA gRle s
FAFT, o7k Ellufe
57FA] Q9le] AA Av

- A%,

KMO(Kaiser-Meyer-Olkin)’ MSA(Measurement Sample Adequacy): 0.816
Bartlet’'s Sphericity Test: asymp. chi-square 2403.810, degrees of freedom 171, significance level .000

Qo

5 4.3.2 A&7t= AH5719 B3 AFE A
728 ARF AL7IE AHE7]9 BaE 2 Q1R AT Tab.
w3t o] 4-4), 87)9] Ego] HolF, HAZH F7)e

% 2714
e

HL 60.953%2 JERGTH 8102 T2, s WL A& o R
3y glo|ZAERd 9] 207H B3} Z 'EA Hofo] A& heksin v

7P Hal A o) #3E aQHAATE 0.4 otz o] £9159] HA| A2 51.189%= Wefsitk 4
Yelg A A=A AE7ME ARE719 1070 8 & H38 9] A9
Tab. 4-4. Validity and Reliability Analysis on Motives for Using Credit Card

- g Factors Eigen |Explanation | .. . ...
Variable Factors Analysis - N Reliability
- convenient and safe payment method 689
Convenience | _ PAvable without cash . G0 oy | o3 | 3
- solve the inconvenience of carrying cash 753
. - easy to carry and use 810
Motives . - - .
- benefit in banking by improved credit score 664
B - benefit in year-end tax adjustment 638 23.802
Real-worth -get more benefits compare to membership cards 666 1904 (51.189) 626
- get benefits from one’s company 748

KMO(Kaiser-Meyer-Olkin)’ MSA(Measurement Sample Adequacy): 0.703

Bartlet's Sphericity Test: asymp.chi-square 552.555, degrees of freedom 28, significance level .000
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Tab. 4-5. Validity and Reliability Analysis

434 ADTARA
A77le) Az A 291E 7he] AP
WF ol % BRAS AEs] S5kl 7 225 1k

on factors considered in Choosing Credit Cards

g . Factors Eigen |Explanation|, .. . ...
Variable Factors Analysis T - e Reliability
- Credit card company’s commercial/advertisement 688
Show-off |~ Credlt. card's design and color 822 2390 19.920 729
- Benefits 612
- Cardholder’s social position 671
- Low interest in using abroad 609
Choosing - low annual fee 818 23,881
factors Economy | - special/unique services and benefits 680 2.866 ’ 808
. . ; (43.801)
- saving/using card points 37
- interest—free installment 135
- availability of cash advance 137 18134
Loan - high-limits on cash advance and card loan use 832 2.176 ) 793
. . ; (61.935)
- convenience in using loan 826
KMO(Kaiser-Meyer-Olkin)’ MSA(Measurement Sample Adequacy): 0.871
Bartlet's Sphericity Test: asymp.chi-square 969.852, degrees of freedom 28, significance level .000
Tab. 4-6. Correlation Analysis
personality |  health fashion leisure | considerate |convenience | real-worth | show-off | economy loan
personality 1 283" 404" A1 309 125 1217 236" 123" 131"
health 1 2217 1127 2707 115" .060 085 025 -.042
fashion 1 3657 200" 1247 168" 219™ -015 088
leisure 1 252 143™ .189™ 196" 109" 075
considerate 1 232" 068 1 532" 158"
convenience 1 270" 303" 4727 3057
real-worth 1 317 153" 297
show-off 1 4327 4597
economy 1 4007
loan 1
p<.05, "p<.01.
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4.4.1 AF
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g Aha e BAE
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28 Aol

(1) Aol W glo]Z el Ajo| A
o] W o] TAENS 2jo)E

Tab. 4—7% 2tk

A E A= Tab, 4—63 2Th
eI AETIE ARRET9Re] T oA

5719 Aol

Plol el

Qol= Melgol

EJ—LLI_.

YeplT ok
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Aol(p < ODE H=H, Aol ogrT F34
ol o ¥& Ao et
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Tab. 4-7. Difference Analysis of Lifestyles According to the Gender

T3 Alske] B =&

7HIFel ¥ =2 2S¢

15 Altiel] w2 glo]z el o]
517] 93 59MI7HAIE WlolHIE
Fled o]z
Tab. 4-99} 2t}

CARTEE o eo g Yrht Ao s
seolsl] Ao 2 Yept]: o371e] 9% 50~5441¢] Hto] 7}
FSPALSE N w9, TR0 2 55~594, 60~64412] o2 U
B} ARl WS
ek
Aoyl wofH
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¢ A= AUE, 604 oS AW AdE AR

40

Division Moo Gender Fermale ’I;?segsrire(edf())f t-value p-value
Personality 3.148 + 691 3.168 + 665 336 =270 188
Health 3318 + 957 3406 + 343 386 -.930 353
Lifestyles Fashion 2.812 + 662 2601 + 591 386 3187 002
Leisure 2600 + 728 2653 + .801 386 -.636 525
Considerate 3681 + 664 3664 + 642 336 388 698
'p<.05, "p<.01.
Tab. 4-8. Difference Analysis of Lifestyles According to the Age
Division Age F-value p-value
50~54 55~59 60~64 65~69 Over 70
Personality | 3.362 = .602 | 3.184 + 686 | 3.045 £ 724 | 2982 + 626 | 2.987 = 611 002
Health 3396 + 832 | 3324 £ 893 | 3.379 £ 899 | 3.366 + 961 | 3515 + .86 362
Lifestyles | Fashion | 2670 £ 630 | 2677 £ 620 | 2672 = 654 | 2600 = 607 | 2,737 + 573 916
Leisure 2358 + 713 | 2783 + 735 | 2481 + 84 | 2322 + 716 | 2.281 + 683 .000
Considerate | 3.790 + 704 | 3.653 + 646 | 3.570 = 653 | 3.637 + 580 | 3572 + 509 187
p<.05, "p<.01.
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Tab. 4-9. Difference Analysis of Lifestyles According to the Babyboomer and Silver group

e

Division Baby boomer = Silver group Tflrle degre(e ())f F _ 51
(n = 229) (n = 160) eedom (df value e

Personality 3.261 + 655 3016 + 673 387 3.586#x .000

Health 3.355 + .867 3403 £ 905 387 -519 604

Lifestyles Fashion 2677 £ 623 2.665 £ 623 387 198 843
Leisure 2.800 + 725 2.39%6 + .78 387 5213 .000

Considerate 3711 + 672 3589 + 604 387 1.839 067

p<.05, "p<.01.

Tab. 4-10. Difference Analysis of Lifestyles According to the Education Level

academic ability
Division Up to. JnicE High school College [gllrl;];lj;zy [value "Vaplue
high or higher

Personality | 2.823 + 540 | 3.109 + 678 | 3581 + 555 3443 + 620 16422 .000

Health 3217 + 806 | 3404 £ 920 | 3.359 + 832 3445 + 835 972 406

Lifestyles Fashion 2406 + 599 | 2658 £ 596 | 2918 + 671 2.857 + 607 8531" .000
Leisure 2217 + 662 | 2564 + 785 | 3.296 + 639 2945 + 585 21.988" .000

Considerate | 3560 + 592 | 3634 + 655 | 3.770 + 768 3790 + 599 1.968 118

"p<.05, "p<.01.

EAET W FTFE} A7 BAIFLE fough (p<.01), A7H(p<.05), 1831 oJ7Hp<.05)L8l0] &
zpo)7} Yebd=, /NFTet o7 2% ol & AROZ FJst 2pol7F UERHTK Tab. 4-11).

Ao} igkel EA YRt F woul s Az} 5008+ 9 ol & AFolM 7 919 ol 71
Aol W) o AgHel o7ke FPshe 4 Bk, tROE 200~-300% 9 PRk 17 £
Fol ¥ w& Zo= e F7) o]zl g2lo] A LpeRd Wk, 300~

5005k 9 mlEke FT ofrkeclo] HA Veksich
2 250 FLFE(00% 2 ol A, 73, A%

ol EHf& Aol T Ao2 YedT:

(3) 8ol mpe glo]Z 2l AjoliA
sy} g, gz el F /H8(p<.01), fr3
(p<.01), oJ7Hp<.01)L8l0] EAHoE F3+ 2}
om UERom(Tab, 4-10), 74, #3, o7kl
HAEY Z20lA Hito] 7}%% vepsie A
T S99 A AN, 738, A7) 7t

(5) 75739l ol W o] Z e AjolEA

71T ok A Blol=aE 891 T A+
FF7(p<.05), BRI (p<.05)7} FAHCE 9]
& 2to]7h YERATH Tab. 4-12). 71574 Le) 57}
(4) 5;.54 ] W2 glo]Z BN zo]BA 4731 799 "ol 7P =A vesth &, o] A
A5 B, o]zl F AAA(p<.01), §3  BolA FAFTet BRISA APl =0T
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Tab. 4-11. Difference Analysis of Lifestyles According to the Monthly Income

Monthly income

1,000,000~ | 2000000~ | 3000000~ |Higher than|  ya1ue
1999999 | 2999999 | 4999999 | 5000000
won ‘won won won

Division Lower than | 500.000~ p-value

500,000 won 999,9239 won

Personality [2.922 + .649|3.065 + 727|3.138 + 645|3.200 + 599(3.304 + 682|3573 + 665 4.700” .000
Health |3364 + .875(3.363 + .830(3.206 + .831|3.561 + .856|3.400 + .830(3.716 + H3| 2495 031
Lifestyles | Fashion |2.555 + .566|2.545 + 589(2.578 + 557|2.853 + .703|2.760 + 577(3.013 + 755| 4.752" .000
Leisure |2.377 + 784|2709 + 7754|2597 + 739|2.609 + 716|278 + 804|2.966 + 892| 3.027" 011
Considerare | 3587 + 598|3.703 + 590(3.626 + 611 [3.666 = .666|3.820 £ .744|3611 + .[768| 915 ATl
"p<.05, "p<.01.

Tab. 4-12. Difference Analysis of Lifestyles According to the Family Numbers

. Number in families
Division F-value p-value
1 2 3 4 over 5

Personality | 3.213 £ 718 |3.055 + .645(3.218 £ .727| 3.183 + 639 | 3.112 + 700 741 564

Health 3.200 £ 797 |3.367 £ .891|3.260 £ .766| 3.423 + 891 | 3476 + 1.00 907 460

Lifestyles | Fashion | 2533 + 569 |2.717 = 699|2.500 + .600| 2.735 + 618 | 2.734 £ 555 2.525" 041
Leisure 2483 + 716 |2.566 + 813|2.630 £ .801| 2.730 + 767 | 2511 + 724 1.280 277

Considerate | 3.311 £ 511 |3583 + 7033558 £ 684| 3.752 £ 590 | 3744 + 652 2.987° 019

p<.05, "p<.01.

&AL 4Rl A9 Hto] 7P =4 4.4.2 o|Z2ElYo] AlLFI=E ARF7]Y] H|
Yepdth &, o] Adold {3319 eRISA] Agk e JF
o] st} glo]Z2Eldo] ALTtE AME 7] 5 WA 29l

Tab. 4-13. Regression Analysis of Lifestyles and Motive for Using Credit Card(convenience factor)

Dependent variable Convenience Collinearity
Unstandardized standardized

coefficient coefficient t-value p-value | Tolerance VIF

Independent variable B SE B
constant 2.592 222 11.694 000

Personality .000 057 .000 =007 994 663 1.509

) Health 031 038 044 823 411 868 1.152
Lifestyles - —

Fashion 051 056 .050 901 .368 183 1.276

Leisure 058 047 071 1.226 221 726 1.378

Considerate 196 04 193 3.605 000 352 1.174

R* = 066(Adj. R® = .034), F = 5429(p = .000) Durbin-Watson = 1917

Fkk

"p<.05, "p<.01, "p<.001.
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Tab. 4-14. Regression Analysis of Lifestyles and Motive for Using Credit Card(Real-worth factor)

Dependent variable Real-worth Collinearity
. .. tandardized
ff Stancarc
Unstandardized coefficient coefficient t-value p-value | Tolerance VIF
Independent variable B SE B
constant 2.134 239 8923 .000
Personality 002 061 002 033 974 663 1.509
Lifestvles Health 014 041 018 341 734 368 1.152
v Fashion 118 061 .109 1.935 054 783 1.276
Leisure 126 051 145 2.478 014 726 1.378
Considerate 004 059 004 069 945 852 1.174
= 047(Adi. R = 035), F = 3800(p = .002) Durbin-Watson = 1.954
p<.05, "p<.01.
Tab. 4-15. Regression Analysis of Choosing Factor(Showing-off) in Credit Cards by Lifestyles
Dependent variable Showing—off Collinearity
. . tandardized
ff Stancare
Unstandardized coefficient coefficient tvalue b-value Tolerance VIF
Independent variable B SE B
constant 1.858 238 73815 .000
Personality 130 061 128 2.134 033 663 1.509
Lifestvles Health -.009 .040 -012 -.224 323 368 1.152
v Fashion 138 .060 127 2.294 022 783 1.276
Leisure 059 050 067 1.171 242 726 1.378
Considerate 102 058 092 1.742 082 852 1.174
R* = 086(Adj. R® = 074), F = 7.19%(p = .000) Durbin-Watson = 2.069
p<.05, "p<.01.
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Tab. 4-16. Regression Analysis of Choosing Factor(Economy) in Credit Cards by Lifestyles

Dependent variable economy Collinearity
Unstandardized coefficient standqrtjlzed
. coefficient | t-value p-value | Tolerance VIF
Independent variable B SE 8
constant 2.632 234 11.259 000
Personality 057 .060 055 952 342 663 1.509
. Health -.055 .040 =070 -1.375 170 868 1.152
Lifestyles - —
Fashion -121 059 -.109 -2.033 043 783 1.276
Leisure 034 050 038 680 497 126 1.378
Considerable 4094 057 .366 7.118 .000 852 1.174
= 139(Adj. R* = 128), F = 12405(p = .000) Durbin-Watson = 1.908

"p<.05, "p<.01.
Tab. 4-17. Regression Analysis of Choosing Factor(Loan) in Credit Cards by Lifestyles
Dependent variable Loan Collinearity
Unstandardized coefficient stande!r(_jjzed
coefficient t-value p-value | Tolerance VIF
Independent variable B SE B
constant 2193 308 7.110 .000
Personality 140 079 109 1.777 076 663 1.509
. Health -.120 053 =122 -2.280 023 868 1.152
Lifestyles -
Fashion 065 078 047 831 406 183 1.276
Leisure 021 065 -.019 -.320 749 126 1.378
Considerable 214 076 153 2.823 005 352 1.174
R’ = 046(Adj. R* = .034), F = 3.715(p = .003) Durbin-Watson = 1.912
"p<.05, "p<.01.
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Tab. 4-18. Regression Analysis of Choosing Factor(Show-off) and Motives for Using Credit Cards

Dependent variable Showing-off Collinearity
Unstandardized coefficient standa}rfiized
coefficient t-value p-value Tolerance VIF
Independent variable B SE 8
constant 1.458 209 6.965 .000
Motives Convenience 254 053 234 4811 .000 927 1.079
Real-Worth 257 049 253 5.200 .000 927 1.079

R* = 151(Adj. R* = .147), F = 34.367(p = .000) Durbin-Watson = 2.099

p<.05, “p<.01.

Tab. 4-19. Regression Analysis of Choosing Factor(Economy) and Motives for Using Credit Cards

Dependent variable Economy Collinearity
Unstandardized coefficient standgrdjzed
coefficient t-value p-value Tolerance VIF
Independent variable B SE B
constant 1.888 203 9.308 .000
Motives Convenience 511 051 465 9.9%4 .000 927 1.079
Real-Worth 028 048 027 578 .000 927 1.079
R’ = 224(Adj. R* = .220), F = 55635(p = .000) Durbin-Watson = 1.852

p<.05, "p<.01.

Tab. 4-20. Regression Analysis of Choosing Factor(Loan) and Motives for Using Credit Cards

ependent variable Loan Collinearity
Unstandardized coefficient standqrqized

coefficient t-value p-value Tolerance VIF

Independent variab) B SE B

constant 1.034 267 3.872 .000
Motives | Convenience 333 067 242 4942 .000 927 1.079
Real-Worth 299 063 232 4736 .000 927 1.079
R® = 143(Adj. R* = 13%), F = 32.097(p = .000) Durbin-Watson = 1.982
p<.05, "p<.01.
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A Study on the Selection Factors in Credit Cards
by the Lifestyle of Elderly Groups

Kyoung Hwan Seo* - Sook Eung Kim**

ABSTRACT

The purpose of this study is to identify the motivation of using and choosing factors in credit cards.

These results indicate that considerate of other people factor may emphasize the convenience and
safety in using credit cards, while the leisure factor may prefer the real—worth factor as they know
that the more they use, the more benefits they would get. As the personality factor and the fashion
factor, we can pay much attention to the advertisements, promotions, card designs, the colors, the
characters and the social positions of the card holders and that considerate other people factor may
like the low annual fees and the accumulating points, buying items on the installments without paying
additional interest, which had offered them cash service and card loan. The authors of this paper has
suggested an information by which credit card companies can establish the strategies according to the

lifestyle of the elderly in silver business market.

Keywords: Silver Business, Lifestyle of the Elderly, Motivation of Using Credit Cards, Choosing Factors
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