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Abstract

Purpose: This study explores the relationship between future time perspective and older consumers’ masstige product
consumption, specifically, their intention to purchase masstige brand products, with a focus on their motivational drives from an
functional value and symbolic value perspective. Research design, data and methodology: Data were collected through an
online questionnaire from 419 people aged 54 to 64 years in South Korea and the hypotheses were examined using structural
equation modeling. Results: Our results indicated that middle-aged and older consumers who have expanded future time
perspective have higher intention to purchase masstige brands and their functional value and symbolic value of masstige brands
were found to mediate future time perspective and intention to purchase masstige brands. Conclusions: The findings offer insights
into masstige brand consumption by older South Korean consumers that may be useful for both academics and marketers.
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2. Theoretical Background

2.1. Socioemotional Selectivity Theory: Future

Time Perspective

Jjelol  RpAel Mol A|ZHO| CHSH QIX|shE  HE Ot
HHEE A= CHESHA O|FO{ X LtChHCarstensen, 2006;

Neugarten, 1968; Lewin, 1943). OJ2f A|Zt M (Future
Time Perspective, FTP)2 0|2t Dt A[Ztof CHsH
IX[st=  Jfelel MErMel ME|d  mEO|Zkn A
Folx7|E oDf(Lewin, 1943), 1tAH, X, Oj2izt=
AlZt dgo| cebgk, Oj2f Atzdel =, Oj2f At
g Fd FEE UEHE SEEe M ZHONM
AYHE| 7| = FHCHWallace, 1956). D2 AlZt M2 JHoIH
Xto|7t ot¥™Mo=2 LiEtLbE ME|A EdojEtn g =+

ULt Gjesme(1983)= DOl2f Azt HZO| HQlo| E&

CHARH X&EHoz UHdst= S40|0f, oj2ie &, At
Ee 89 IdYe HmHdeq Jd¥s ntn
FEBCE

AB|EME  ME O|2(Socioemotional  Selectivity

Theory, SST)& DO|2f AlZt Y-S J4Ql0] Xt4lel DOj2fof
ot UAe Alztol s OfEA  AXGt=LE CE
JhEoleta Hol3Ch(Lang & Carstensen, 2002; Carstensen
et al., 1999). At2|EAM% EY O|E20| WME2H J4Qlo| 7tz
Ojf AlZt e SRE H47%%es o dgs 0X e
% A HoAc=RAM st ol Z= 2%,

= [e)
M S0l &2 FA ECH (Carstensen et al,

1999). Ziel2 1S9 nifE HYEY AAL E=
Fotgt Aoz QIXst=uo wel SrE 2| 2YStr)
ojgfel Ajztol Fots] Aotd dZstE A2 0f2H2
2 HHSts FEHE KUASCL M22 XAMS
S50tALE, Fejol =80 2 ot WS WAL St=
SESS =2 = # Utk AR 9¥gs = ¢,
o Fya EE FEE OEIEX|OIL) O|2t=
=Mooz, JHQl0] bj2iel Azts 8= RACED
IASHEH  EHY|ZHo| HEE RE + Us dUHH2=Z
gd84el S0 o ITC ARZEMY  dH
O[22 Uuolo e =& ME§o] Xpo|7t JHRle] Azt
oIMa AZEl= FO| Utk =24 Aok 2 AMFO|
ojgf  AfZtol ehgEof UntD ddstsE L (o
Xe2l®  ofls old), Lol  AfEOl O  AlZts
Fetgez A4St d% (O =¥ Y 2R AP,
Ltojofl & =E MEol Xo|= AtetEich ofE =W
AlZol SHYE[Of QUL odE M FH2 AME2 Tsd
MelH SESS O SRAISHH, Alts ggE A=
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2IX|st= LIOlE AME2 S8 MEeo HAS AX| §¥A

|
EICH(Fung et al., 1999).

= Q7= SHEE 2HXSl O AlZE B0l
OWAEX| 23 ojd HEFel 70 =0 JdgdS OE
ZAo|H, ofzist dg A= IJH*EIXI s2:E o
MESl 715X ZHXet 48X 7tx| 40| Oj7f gele=z
Igg Aozt oj=sstot. Z2 IZES Moo &9
H[AREE StEEtE JHQlel Oj2f AlZ HYol P A=
TIES aHIXeE B A= 2HKE ME OE SEE
238g Ao/H, Ol OiAEX] EHE m{d HNES
Tofsts S710= o2 F<gs O/E AoICt

2.2. Masstige Brand

EH0| £1 7tAH0] 2 MBS AH[Sle BHUE
AH[X}O| =7t Fotetol| mat HAMel MEO0| thE AH|AL
Al Z 2t 285 AE REo| ZeE =
| ACHSilverstein &  Fiske, 2003). AHMZ ZZ0=
Aol HME| BUE HESO0| ES0 Foig =
AS0sH 7tHo2 EAIE|D RUACHKapferer, 2014; Shukla
& Purani, 2012). 2H[XHSE2 QAHHEZ S M4
RXR0M EOHE= M2 BEWE HEO st EEE
Pdeg = U4, EIt OS50 Y = Us 7HHe=E
TOfE = YA EUCHKumar et al, 20271;Kumar et al,
2020). Ol= 2AM2| HME HEO {H O|’é>F 285
AH|XRE FO§SH= HEZO| OofhH, Yt CfE AHXEE
ZbXE  Lojn ERQIOA RHESDA FOiSHE HFO|

CQcts AE oofstC)

"D AE|X|(Masstige)'Ble 80 & SHHE
2| E (Silverstein & Fiske, 2003)E &3 M2 27|20,
"Of A (Mass)" @t "I AE|X|(Prestige)’ & CTHojel o|Oj&
gx gojzt g £ ALk OjAEX] HEo|Z g
MZo|x[gt Fofjg £ JASLe HEB* ol2t= 2Ol2
A2 E| % CHSilverstein - &  Fiske, 2003). O{fH X Z0|
AEX| HMEQX| OHXIE F&E3t= & 7HX 7|&E0|
S?A'E'Hl d HEol HAME|
. CHE Stite O HEQ

of Fh XHONM
IEI'(PauI 2015). DH2E|X| OHA "2
71E9 M E?_— HNZEo 9X35 %2 7t42
o %2 OF AaHXES0| Fojg =+
=

HMEez =ZXMEds o

H =LA

om ot rﬁ

ks
ox
mn
<
kel
0
n
rir
_I_
o

oA EE  oloistChPaul, 2018). 7|1& EAMEZ| EHE
HE2 dutxoz AN FLEFI Ao JUs
gHH, OfAEX| O EE2 fE AHXAES9 BHME2| HES
aob gar =30 £F¥E F1 ACHPaul, 2019, 2018,
2015).

OAE[X] OFAE O|22 Z[Z20 AJH=l O|20/22
Of% B2 FZ20IM 22 Jigat Hefof o a7t
Lot A|IHO|CHDas et al., 2022; Kumar et al., 2020). £3|
OHAE|X| 2EHE HMES F0O0i Q=0 ozt M3 2010
ges O/X|=7t0| CHet A= DHAEIX] HMEQl 7|
AT CHAGIM H2 ZO0E2 FHO &oCh 2 AFE
71EQ| dMe| EWHEQ OjAE[X| EHE ALI MZAM|TH
AH[XHO| FE3 Zdu Hel, SEEE AH|XO| DjAEX]
BHdE oM HME o #IZ0 FIOACL ISHEHES
AH|XLO| #e OAEX] HME HES EY 2540
Zlgtst 71SH ZEX|of izt QAX|QF AR|E XLt &AM
SO 7|8t 4FA JHKof| oist AXE O{EA SteX|,
olg{et QX7 0§ o0 OX= F&2 IEHAUXE
25l A2 OHAE[X] OFAE O|E22 WHMOE =30 &
Zolat of &tct

2.3. Masstige Fashion Brand’s Functional Value
and Symbolic Value

TOf ol=of TS OjXe= KRS CHE MY ATFOIM
7t @Ol CHROX& K02 AH JtX2h S
Zeithaml(1988)2  AH|  7tX|(Consumption  value)&
HIot ool Ebd, 2l FMES Hut JtH 7Ho
=k Ho|stn ULt AH| JtX|= AH[XRQ| TOj
2 OZoUEe =7It LFSHA ARE  ofE
|Z=o|atn Holx|7|= $tCh(Parks & Guay, 2009). 0|2t
OFZEX 2 3Me| BEE XNESQl 420k AHAEO|
d HES MaXsts 70 Q=g FHXSHE MdAFQ
A4F AH| JHXE Folst UCHNwankwo et al., 2014).

2Hl JHXl= 3A 5 JHX] oiEXQ JtXel JlsH

aHl ZHXet §8H 4H JHXE2 UFofinh 7|sH

7tXle HMEZol HMIste H8Xel ¥ MHAE
o|O0|3lH(Seo & Buchana-Oliver 2019), Ol= 7|5X¢Q

e840 4522 PAMHECHChoo et al, 2012; Wiedmann
et al, 2009; Smith and Colgate, 2007). A2l 2=
H =2 Jtk2e Mot &Ol 7|&n Ergd

H(Tynan et aI.,, 2010), SE3% (Wiederman et al., 2009),
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o Zz2|0/Y JtA(Keller, 1993)2 Ol2 & = UCh
dEH JHKl= AHIXE JHHQlel EHEIb ArelH
o BHEOM =EZ 7tX|0|CHSeo & Buchana-Oliver
Vigneron & Johnson, 2017). 7HQIX 20N 9
7bXl= Aot THK|, EAF, 7FX| 2F
[OIO]d ZFXIE Zeots HHH, At2R A 2F o
7tXl= HE™(Veblen) &3t WHE
[ Ats|A X|g, dg|n
L 2tSlCHChandon et al., 2016; Ko et al., 2016;
Tynan et al.,, 2010; Vigneron & Johnson, 2004).
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ojg{et EHMEI XNIot=
MH|AE &HZHEZ 5H0
o
aT

2¥Ye S otEs
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Yuot gl Izt
g =2 H42 XSSEME
L3CHKo et al., 2019; Kapferer
& Michaut, 2015). dd AFS0| MEH AHXSO|
HAME St=

o

Mol 4w

oAb AF IEOM O
ZHX o 52 b= FHol
215 R CHChung & Kim, 2020; Turunen et al., 2020; Purani,
2012). DHAE|X| ERME M&E £H| o EFRIOIA RpA Q|

27 HES Sl XS €2ld= AH B[O FHO|

ACt g %= QUCHBellezza et al,, 2017; Truong et al,

2008)

TYEE 2HIASS ol AlZE FHOl  OHAER|
EHE HES o oo SIS DX= IZOAM
ofet  o2fHel mFES  AXEsto iy dFE
Zastch. AHel o7 BEE Edlde AMEs
TYEE 2HIXSO0] O L=et F7|0f 2lsf oj2E[X|
EYE HNIS FOiste 2AA BEES  UE=XIE
Ofsfst=t 2 =82 & ZWOICh Oj2f AlZt HYo| S
s SYHESE 2HXSS 82, O2EX] EWE oid
MES 2fgez2M #s02te 484 JHd:s
LIEF 2= IHAH 75 2 + AS AOICh doje
=52 A0l #ot2 ZEO EA EHRUCkE AEECE
Otx2 Fotst Ajzto|gr QlAstE FYES 2H|XS
7, MAE[X] =22 oid HME e 388 7t =2
F7tE ot ol 1 MEQ o =& =¥ AOILt
5, € DI Al WYE VY SHES LHNESE
H2 MY BAE %A Mz 2o =TSN, ME2
AAs S5%t8 e S717t =20, Ol OAEX| EHE
W MES 7IsH 7HXet 4¥H JKE =A AXY
A0|Ct. E3| Fotst njfo] Azt AX|g+E OIAE(X|
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HRle 488 7Hx0 o 2
g 2 A0|H, ol FOf oE2 O[oX|=
IS LIEFE ZO|C} o|et 22 O

k=2 24 Higs HEgez
= A= ool 67hX] OEI-_rL 7t4E M0, <Figure
QAL

H1: Oj2f Az Yo ZUes STES 2HNLSF
OiAE[X] o HIHe XHFO et 0§ 2/=7 =O0HE
A0|Lt.

H2: OJ2f Afzt ©Yyo| &
OiAE[X] Tfd BEHE HES 7|s

0|t
H3: O2f Az Yo Ues STES 2HNLSE
E| [¢]

OHAE[X] ofd BEHE HMEFQ| &3

0|t
7Isd ZHRE =/

HIXF7} O§AE|X| THM

—
HRNE =4 AXgsE PO o== EOHE

H6: STES AH[Atel 2l Oj2f AlZh MYa oj2E[X|
M EWE HIBO et Fof Ql=efel  BAOAM
OAE[X] mM H:e XHEFQ H8H HKs 71sH

ZEXjof HISH & 2
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Functional value of
masstige fashion brand

to
masstige fashion brand product

Future time perspecti

Symbolic value of
masstige fashion brand

Figurel: Research model

3. Methodology
3.1. Data Collection
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Table 1: Measurement item and Reliability analysis

. . Factor Cronbach
Variable Measurement item loading 's
Many opportunities await me in the future. 0.849 0.82
Future t|r_ne Most of my life (still) lies ahead of me. 0.839 0.82
perspective
My future seems infinite to me. 0.840 0.82
The goods/services of the Calvin Klein/Daks brand exhibit craftsmanship. 0.773 0.84
The Calvin Klein/Daks brand has a reputation of making useful goods/services. 0.642 0.84
Functional value
of masstige The goods/services of the Calvin Klein/Daks brand are made sophistically. 0.688 0.84
fashion brand
The goods/services offered by the Calvin Klein/Daks brand are excellent. 0.736 0.84
The goods/services of the Calvin Klein/Daks brand last long. 0.697 0.84
The goods/services of the Calvin Klein/Daks masstige brand hold a special meaning for
me. 0.642 0.87
The goods/services of the Calvin Klein/Daks masstige brand help me express myself. 0.508 0.87
gypn]:sggg\;alue The goods/services of the Calvin Klein/Daks masstige brand is considered by many 0.816 0.87
fashion brand symbols of success.
A benefit of the goods/services of the Calvin Klein/Daks masstige brand is that they help 0.563 0.87
customers express themselves ’ ’
Many people consider the name of this brand to be reflective of high social status. 0.822 0.87
| hope to buy the Calvin Klein/Daks masstige fashion brand goods/services in the
0.813 0.80
near future.
Intention to
purchgse . | am sure that | will purchase the Calvin Klein/Daks masstige brand goods/services. 0.722 0.80
masstige fashion
brand
The next time | need to buy goods/services, | will buy the Calvin Klein/Daks masstige
: 0.650 0.80
brand goods/services.
4. Results EEYomz MY TJ|IES UFHCHCortina, 1993).
Eob EAFR A JHE HBO =077 FOEAC
7te AT 2Mof AMRE TY Jigo| het Azzet MESE O|FOX= LAY HYQ afle] HIEHSY,
EIREE ZASBs7] Q8 2t Q¥ Cronbach's alphall THHE" Y AE S HAISIRICE <Table 2>9F Z0|, Z
o, g AEl=(Crie, Ea® B4 FEUAVES Helol JHE AMEE(CR)@t Bod 24 FEIUAVES
EZS AL <Table 150N 2 2 Q=0 @3 mEQ Aitst ZAnh i MEE 2 EE BQI0| 0.70(49
BE Holo] 29 HMITL 05 oMol e LEtym,  wUS KR AYL, EF 2 FIUS 2F 05
Cronbach's alpha® 2t E3 07 O|Ao g 7|E#E dUACk(Bagozzi & Vi, 1988). ETH BE H=
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IHHEIE S HBSHCHFornell & Larcker,

o]
rir

d A3t RO Hot:E  HIt
©2 GFI, AGFI, CFl, RMSEAS| X|4Z2 E=g|=
CFl, NFI, TLI gt ZZH 0.89, 087, 0.872 E5 0
TALOO|, RMSEAS| &< 0.092 L}EtRD, Ol & ¢
Yol ZE M3Ho| HREEe XM L= A=
LIEtSE S oDjstct. ot 2 A= Hayes' PROCESS
macro ZE21HO| BH 45 XN &E0|(Hayes & Preacher,
2014) 93 REOo| HAZE ZAMRUCL UE =ate
FoldE ABSH7| s 19821 AH(Sobeh2 A
HAE(Sobel test)2t 22|= EHEt 2 (Delta Method)2
o

=
HMerstRAelt, Hogdel MEd 2xE HE ==

t

X
B

=2
4 X

4o

=
7t¥ste Hi ZALE(normal approximation)g At&3}7|
o EE HE FESHA 1, 2 HAEE
A ElCh O Zu A HAEHRCE REAEEO|
IE B{E HASSe wEo=R #Z QU2 B Ut
SEEAEHE2 HOHE o ¥ 2[MEYSY WX sE
galo]l 7lEto] E|& HZaXol HHEO|CH o MEOM
2zt 7t BOE AMstn MEEY 2ZE FGFHCE
MM BECHMacKinnon et al., 2004).

2 g3 mdo| b Jpdo| tigt AF Zite <Table
3>0f LpEtLE HiQt ZiCh SEgolol FZHEolo st
AY =1t F, O Al HYo| g UAS+E UjAEX]
M =2ME HEO ChE F#of olz=of I IS
ZE Aojat oz A JHE 12 XXX ZRHLCE (b=
0.07, t= 2.03, p= 0.043). SXEZ AHXt7F G2l 02y
AlZt MYE JHESE OHAEX] I EI}E KE
718® JHXNE =2 AM™ Adojgte AT 7HH 29
42e 24 A0 XX ERJACH (b= 0.20, t= 5.75, p= 0.000).
Z, oz g QMo Azto] Rk Hor UCkn

HYO| DjAEIX| I EME HZo| 4EH 7tX| Ao
ojXle g2 OE A7 7H4d 39 42 24 Zit
XX Z|ACt (b= 0.26, t= 5.87, p= 0.000). =3t OjAE[X|
& BEWE HEQ JIsH 7tXet 4¥F XE =4
Xet FYEE 2HXLFE I HMEQ FO &7t
=0tE ZHolgke AT JHd 4 (b= 037 t= 597, p=
0.000)2t &7 7tH 5 (b= 047, t= 9.55 p= 0.000)%=
XX =|Act. ofoll Osf FYEE AHIXS| 0OJ2f Azt

z

YA OjAE[X| IfM HWE X EO| CHEH FO0f 2= 2to
ZAOIAN DHAEIX] DM EHME HES 78X JtX|et
A ItXo] R IE AT A MER[F7E 95%
+Z0|M 500039 REAEZZOZ BEMS AMAIBFLCL
a Ay, Zbg zar 8 AMEZ|Fztol Zb2b 0.07 (0.04~
0.12)7 0.12 (0.07~ 0.19)2 L}EFLID, 95% A Z|FZH0A
00| ZEX{stX| Yo & A2 25 Diz3trt |ololst
Ao 2 LIELGCH<Table 4> &X). &, S&UHEZE 2AH|XL9|
oj2f Alzt ™Y ODjAEIX] oM EHWE X EZo| Cist
TOf o|=Qto EAO|AM ODHAE[X| TN EUE

7188 7Kt MEF JHXe= Of7iELIE Us

ASEACE OX[Zez FEWEE AH|Xte| el 0O/
AlZh MZar ORAEIX] mjMd HME HEO Cfst 0
O|= ot EAOA OjAEIX] IHM EHHME HEQ HEH
ZHXle Z1s® ZHA0| Hisi o 2 Oi7f 2ME 7HZE
Ao|gte 9 JHE 69 dR: 24 Zot XX &

Aoz EoiNL)

L

bal
[im

Table 2: Mean, Standard deviation, Composite Reliability, and Average Variance Extracted

Variable M SD 1 2 3 CR AVE

1. Future time perspective 3.36 0.76 (0.843) 0.88 0.71

2. Functional value of masstige 3.63 057 0,27+ (0.707) 0.83 0.50
fashion brand ’ ’ ' ' ' '

8. Symbolic value of masstige 3.26 0.71 0.28% | 071% | (0.685) 0.80 0.47
fashion brand ’ ’ ' ' ' ' '

4. Intention to purchase masstige 3.39 0.72 0.28% 0.64% 0.69** 0.77 053
fashion brand ’ ’ ' ' ' ' '

**p<0.01, square root of AVE of intention to purchase masstige fashion brand is 0.728

95
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Table 3: Hypothesis test results

a2
Hypotheses N t-value p
A=
H1: A_greater future tlme‘persp_ectlve of middle aged and older consumers increases 0.07 203 0.043
masstige brand purchase intention.
H2: A greater future time perspective of middle aged and older consumers increases 0.20 5.75 0.000
functional value of masstige fashion brand. : ) :
H3: A greater future time perspective of middle aged and older consumers increases
? : : 0.26 5.87 0.000
symbolic value of masstige fashion brand.
H4: A greater functional value of masstige fashion brand increases masstige brand
: . : 0.37 5.97 0.000
purchase intention of middle aged and older consumers.
H5: A greater symbolic value of masstige fashion brand increases masstige brand 047 055 0.000
purchase intention of middle aged and older consumers. ’ ’ :
H6: The mediation effect of symbolic value between future time perspective and
masstige brand purchase intention of middle aged and older consumers is greater than <Table 4>
the mediation effect of functional value.

Table 4: Mediation analysis

95%
Path Effect SE
LLCI ULCI

Future time

perspective ->

Functional value -> 0.07 0.02 0.04 0.12
Intention to

purchase

Future time

perspective ->

Symbolic value -> 0.12 0.03 0.07 0.19
Intention to

purchase
5. Discussion

2 ¢3= Oj2EX] BEME IfMd M0 e SEES
AH|XO| FOf O|E7F O AYH, A2|H gl ot
Atg LEILS Uile A SHOE MUCL HT 24
dits A7 7HE 12 Mol Fet JtEdE EF
EHMCE AW, SYEST AH[XQ| Oj2f AlZE ©EO|

OiAE[R] ojd e HFOf oist o o[=0f O/X[=
g2 7y 7tX|et 4EH JHX|of gt Aol A0{of
welojet e OIMLE F, 7ISH ZtXet 43 7K
oo & oi7f 2920l ofd AT DjJf g2
HEoIALE. =W, SYHES 2H[Rel o Oj2f Al
HYo| OHAE[X] mpd EzE HF0| et Foi 2/=0
OXl= &2 7IsH ZHXof thgt A0l oj7f ez
8 MECH SEH JHA0f gt Aol of7f ez
N8 W o 2 RItE LIEHWCE

ot #2 d7 Zits o= ITIHES 2HAG
OAE[X] E|ME ¥ HE 70 A0 et 1S
Oz AlZH H>yap ZbX] QAo 2N A== FHat
TEES 2HAE Mgz o OjAEX 2ME Ifd
MEZol OE Hefol AAEE FACHE FolM =St25,
2EH Qo[ ZHTLE AR MY ME O|E0 BES =
Ol AlZt MY olE22 JHRIo] AtMel oo Hor A=
AlZHoll  cHoi OfEA QARX|St=Liof M2k FE 2F0
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