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Abstract This study is a descriptive survey study conducted with the aim of analyzing differences in
consumption patterns according to the personality types of the Enneagram and providing basic data
that can be used for advertising and branding based on it. 43 people who explained the purpose of
the study and agreed to participate were conveniently recruited. The research tools were investigated
online with the type of personality of the Enneagram of Joo (2003) and the consumption pattern of
Jeon (2013). The data analysis utilizes statistical methods such as descriptive statistics, frequency
analysis, and one-way ANOVA in the IBM SPSS Statistics 23 program. For consumption patterns 1, 2,
3, and 6, there were statistically significant differences between personality types 1, 2, 3, 5, 7, and 9
(p<.050). Through this study, it was confirmed that consumption patterns vary depending on the type
of personality of the Enneagram. The results of this study are expected to provide basic data in
establishing effective strategies for branding and advertising of the design that consumers want.
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Table 1. General Characteristics (N=43)
Characteristics Frequency(n) Percentile(%)
Female 31 721
Gender
Male 12 27.9
10~19 1 2.3
20~29 24 55.8
Age 30~39 2 4.7
(vea) [ 4049 15 349
50~59 1 2.3
MeanSD(yr.) 32.14£9.32 19~52
Marital Single 27 62.8
Status | \arried 16 372
Have No 27 62.8
Children Yes 16 372
Full time 25 58.1
Job )
Status Part time 8 18.6
Not working 10 23.3
Upper 4 9.3
Subjective PP
Economic Middle 34 79.1
Level
Low 5 11.6
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Table 2. The Enneargrm Types of Personality

(N=43)
Enneargram Types n Percentile (%)
PT1 The Reformer 2 4.7
PT2 The Helper 4 9.3
PT3 The Achiever 6 14.0
PT4 The Individualist 4 9.3
PT5 The Investigator 3 7.0
PT6 The Loyalist 2 4.7
PT7 The Enthusiast 14 32.6
PT8 The Challenger 3 7.0
PT9 The Peacemaker 5 1.6

1) PT: Personality Type
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Table 3. Differences in consumption patterns

according to personality type  (N=43)
cPY | PT? n M SD F p |Postghoc

PT1 | 2 [ 392 | 035

PT2 | 4 | 363 | 061

P13 | 6 | 417 | 017

PT4 | 4 | 367 | 034 LD
CP1 | PT5 | 3| 389 | 046 | 1447 | 213 | 3)2*

pr6 | 2 | 379 | 018 3,9

P17 |14 ] 382 | 029

P18 | 3 | 383 | 033

PTO | 5 | 3.40 | 070

PT1 | 2 | 375 | 035

P12 | 4 | 348 | 030

PT3 | 6 | 395 | 041

PT4 4 | 373 | 0.33 LSD
cP2 | PTs | 3| 330 | 010 | 1586 | 175 | R

PT6 | 2 | 375 | 0.21 3)9*

PT7 | 14| 374 | 025

PT8 | 3 | 373 | 045

PT9 | 5 | 342 | 054

PT1 | 2 | 432 | 005

PT2 | 4 | 336 | 013

PT3 | 6 | 3.87 | 027

PT4 | 4 | 382 | 043 1L>32E3
CP3 | PT5 | 3| 338 | 022 | 2220 | 050 | 105

PT6 | 2 | 368 | 0.35 &7)

P17 |14 | 356 | 042

P18 | 3 | 386 | 062

P19 | 5 | 324 | 057

PT1 | 2 | 363 | 0.94

P2 | 4 | 346 | 048

PT3 | 6 | 369 | 049

PT4 | 4 | 358 | 039
cPa| Pt5s | 3| 351 | 042 | 0543 | 815 | LSD

P16 | 2 | 369 | 0.44

PT7 | 14| 356 | 038

PT8 | 3 | 329 | 0.18

P19 | 5 | 324 | 049

P11 | 2 | 377 | 006

PT2 | 4 | 322 | 037

PT3 | 6 | 360 | 0.08

P14 | 4 | 334 | 052
cPs | P15 | 3| 336 | 014 | 1213 | 321 | LsD

PT6 | 2 | 364 | 043

P17 |14 | 327 | 040

PT8 | 3 | 361 | 0.34

P19 | 5 | 318 | 052

cPY | PT? | n M SD F p |Posthoc
PT1 | 2 | 371 | 017
PT2 | 4 | 328 | 034
P13 | 6 | 381 | 026
PT4 | 4 | 350 | 061 LsD
cre | PTs | 3 | 335 | 016 | 1252 | 300 | 3per
PT6 | 2 | 350 | 054 89"
PT7 | 14| 343 | 040
PT8 | 3 | 394 | 062
Pr9 | 5 | 311 | 086
PT1 | 2 | 331 | 080
P12 | 4 | 344 | 056
P13 | 6 | 376 | 0.16
PT4 | 4 | 366 | 013
cP7 | pPrs | 3| 354 | 013 | 0853 | 564 D“?ge“
PT6 | 2 | 356 | 053
PT7 | 14| 355 | 028
P8 | 3 | 360 | 040
PT9 | 5 | 330 | 038
PT1 | 2 | 348 | 050
PT2 | 4 | 333 | 060
PT3 | 6 | 351 | 010
PT4 | 4 | 317 | 015
cre | PTs | 3| 332 | 037 | 0584 | 784 D“Qge“
PT6 | 2 | 346 | 065
PT7 | 14| 337 | 029
P18 | 3 | 347 | 013
PTo | 5 | 310 | 068
PT1 | 2 | 3586 | 1.10
PT2 | 4 | 386 | 061
P13 | 6 | 411 | 034
P4 | 4 | 372 | 023
cro | Pts | 3| 389 | 038 | 0872 | 550 D“?ge“
PT6 | 2 | 378 | 016
PT7 |14 | 381 | 034
PI8 | 3 | 381 | 034
PTo | 5 | 342 | 072

1) CP: Consumption Pattern
2) PT: Personality Type
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