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            초록
          
        

        
          This study was conducted to find out which level of conspicuous leisure consumption and leisure satisfaction was the highest and lowest in the group participating in mountaineering. The purpose of this was to guide hikers on the path to happiness by increasing their understanding of desirable leisure participation and wise leisure consumption. In this study, a survey was conducted using the objective sampling method among the participants of the mountaineering competitions with at least one year of climbing experience, and 443 copies of valid data were used for empirical analysis. Using SPSS 27.0 version, frequency analysis, descriptive statistical analysis, exploratory factor analysis, reliability analysis, correlation analysis, curve estimation analysis, process macro 3.4 ver. Model 1 was executed. The research results are as follows: First, the optimal model for the relationship between conspicuous leisure consumption and leisure satisfaction of hikers was identified as a cubic nonlinear model from the viewpoint of simplicity. Second, conspicuous leisure consumption of hikers did not directly affect happiness, but leisure satisfaction was found to have a moderating effect in the relationship between conspicuous leisure consumption and happiness. In conclusion, an appropriate level of conspicuous consumption increases leisure satisfaction, but an excessive level of conspicuous consumption does not satisfy leisure satisfaction as much as an appropriate level of conspicuous consumption. In addition, excessive conspicuous consumption at a high leisure satisfaction level does not significantly increase happiness, and conspicuous leisure consumption at a low leisure satisfaction level has a negative effect on happiness.
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