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Abstract

Among the rising research interest in visual-olfactory correspondences, color and scent have
repeatedly been shown to be closely correlated. However previous research efforts have largely
concentrated in investigating the direct associations between color and scent, and neglected
how such associations can provide consumers attitudinal advantages in design. An online
survey was conducted to 330 participants to investigate the effect of color and scent motif
congruence on product image and consumers cognitive, affective, and behavioral attitudes.
Study results revealed that consumers evaluate products with congruent color and scent motifs
as more familiar and emotional and products with incongruent color and scent motifs as more
unfamiliar and rational. Also, color and motif congruence in packaging design led to higher
cognitive, affective, and behavioral attitudes, where consumers with higher preference for color
and scent showed higher attitudinal responses. This study contributes to the relevant research
stream by empirically verifying the interactive influence of visual and olfactory images on
product packaging design.

Keyword
Multisensory communication(Ct4ZEHFLA|0|4H), Color(d), Scent(&), Motif(2E|E), Packaging
design(IH7|2|C|ZtQ1), Consumer attitudes(AH|ZEHE)

OOk
=5

A2t olojziet 2k OfDlRIo] 1A BAOY CHEt EA0| ORI SOD|, S5 ATt B UG MREiE Ot
A 9Tt Tt MEIPSES At 32 olp Al oo] AZSHD /o0, ATt B2 RO HES IR
O] AHR{OZ| DAl @0l Bet G SRYHOICE Ant 3o DE|S UMD U] HE Ofojie 28|
2} B0 Dls PB2 UONE| S5 22401 MRRAS AUBIACE ST 2 AV AR TPIR| LRl
M A3t o] DE|ST} UR[FAR AF OIRPH 25K 2HO0[REN BIISIACD, At go| DE|EIL 2|
42 AT Ot D OWYHORKL BYISIGICE E6, Alnt 0| DE|SUt UATAE AbRle] QIR(, %
M3, $SH e BF SO0Pls 2O UEton), Auzjo] Ant 30| MEE} £242 Mt 0| DS o
I.

ool
o

A
2180l WE EH=O| S7HE Al ZOHCE 2 F7h= AlIE TP (A CIRRIOIM AlZf O[D|R|t 22t O[D[R|9| =2t

85 2EZ & Us Yots LSO HSSIAUCHE Hof oot AUt

25} 3-1. 38 ZA}
-2 222 AR+
4, 2 A

2, O[EH HiE
2-1. AHap o] it REE ARG

2-2. 28|} {9 EHE HFLFHO1

—Thn=

5 g+ 24

5-1. AIE O[DJR[of CHEh TH7|A| ClRfQ! AHat
fo| PE|E QZ|

5-2. AHRF BRSO CiSH THF|R| CIRIQI Almt

]

3. g+ ¢H

488



ool REE 23|

5-3. At ofo| Mo A2 &4 Zt
6. &0 U 22
#n2H

1. M2
BE HFUAOKOIM HE Di7|A| CIRIRIZ A|
9| YHE HSi= 715 o Qo ZHH 27
£ ZZAP|H F0f 712 =QICH). 00| wh2t E2H
23 HZD 2P| AHIZISOA| 2ZRlE 4
AE T (7] ClRIRI M2k2 JHEsh| Qe =
CiAztd it 2AE 286 Rl Make 1
fLIO|C} Chpo| M3l AT} AZIS0| Al H2,
2t & o L= O AZ2 ALEs10]
Olz[otn 22GHH Al ChM7h 5219|
4t O|DJZ[0f| FEkS OJRICkD Aotstof w2t
22 o|ojRjet =z o|ojR|  mxp  ZZo|
cross-modal) e ZtAOf CHSE 2HJ0| =0 | Qf
CR). £35| A} 195t BAE 7R o,
A} B} 2H=0f et Hefd 4
Soff Yl LSt MY

=l
st

(i}

r

rr

o

- o)) ——

N
t)ﬂ.
o

=

J

JZ AN Aok ofn et £0 |
P
0
o

nE re J

il
re

>

N

N

i o

—_

|0

Sk
o

o=
iig

HISACTL WRRR|D RIGIARQIRICH),

1) de Sousa, M. M., Carvalho, F. M., Pereira, R. G.,
Colour and shape of design elements of the
packaging labels influence consumer expectations
and hedonic judgments of specialty coffee, Food
Quality and Preference, VoI83, 2020, 103902.

2) Kim, Y., Can eyes smell? crossmodal
correspondences between color huetone and
fragrance family, Color Research &
Application, Vol38, No.2, 2013, pp.139-156.

3) Gilbert, A. N., Martin, R., Kemp, S. E.,
Cross—modal correspondence between vision and
olfaction: The color of smells, The American
journal of psychology, Vol109, No.3, 1996,
pp.335-351.

4) Gottfried, J. A., Dolan, R. J. The nose smells what
the eye sees: crossmodal visual facilitation of

human olfactory perception, Neuron, Vol39, No.2,
2003, pp.375-386.

489

2HRREE MO| FEE 0| o Faiic =K
ets AEe| 7Is Eet ZOR|P) IFHo= A

HIRt Ft FOHI=T} SHElE A2 LIEHT).

OI2F Al 22t2 LEsH HRAE 71U
Of AMiaf= AH[Rt B0 FoE DIRls S28% 7

LA =71 5|1 AHRIO| A 0B
7RIE =0l= #Hol . AMF
MY 70l TS AISSHe
A BA CiHI ClS TS 285i0] 2Rl
S AT FOjolE S 225K AES0| TS|
YOt J2fLt CHREO] Moot At
Cfofl ZIZ5tn ooy, Anf Sko| Gl

b ORI BHHo| ¢ O BHAolct

o rir

r

7= ASQ AlZt o[ojR[et =2t o[ojR|ef &
YAS HYSIo, AlE M7 |R|9| T
Q

o

=3
Q|0 A4}

At ol 22| oiFIt AF O[ofA|
of AH[RIO Z|Y . A - WA EHTOf O2|=

HSHe=E Mot Al s29| HsTt
gets 02z 20E S22 Mt o)
FHRUAOKE G+to] 7|2ARE AlSoll HRHET}
oz MAS ARBY 4+ Uz YAS AlRtStrt
SiCt OIS flah sHEstiA} ste e+t ZAle &7t
Li= AE D7 |20l RL0A A} 8ol 71A|1 Qe 2
E|Z0 LR[StALE SUR(0)| M2t ABR[Q| HEZ0]
O E=Rl=7 1ol

SFAP|, 7=20[Ht
A2 BARIE

0

5) Gatti, E., Bordegoni, M., Spence, C., Investigating
the influence of colour, weight, and fragrance
intensity on the perception of liquid bath soap: An
experimental study, Food Quality and
Preference, Vol31, 2014, pp.56-64.

6) Fiore, A. M., Yah, X, & Yoh, E., Effects of a
product display and environmental fragrancing on
approach responses and pleasurable
experiences, Psychology & Marketing, Vol17, No.1,
2000, pp.27-54.



HYoR= 388t AH24 S of-oI0,
et o2 2 Bse
2 oHR|E AEAIEA R S22 §L501|
Ala|d A2l HIZS E2{Qo7ICy).

Cljololi] A AHRIS 2350 S2tet S0IE

HSAH TEH HEE ¥27|H, FOiE RSk C

£ AE2t 2slol=t] 2% S ot LRt
=2 Y A} Hist TP (R(O] MakS 4ol A
S0[2f 7|cHet Zofsh= F0] 2B, Q| 2t
i 7 R] A0 %'iliﬁ% o AHIZE S0t

OFCHL SICHO
I ]

uele] A mp 2t 34
= A ral 7[R0 HES TohE

JHSAOl B OIS o ZDie} 2 AHRle) A

METE HEO| TOHo|0| HES DFCHY.

ASe =2 S5 22 yER Wis upls
SR, AJZF S| 2215101 $242 2132 Ol

1 MBS BiCH = OIR|E ARl AHEIH EX 0|
DIRIE SMAPP|IY 0| ¢4 O|DRIE EOiZ TS 2

23 4 olCk Mt 3ol o Elel DRPIIZ Of
e 3 M2 G82|7 sien| o 3 HEl M
SO B2 OB Cf eI M AE, A
A0t OfLizt Ao| e, YSO| Tfet O] BiS EIpL
ZeRls 2= o7 $RS S5 YZERICH?), Of

7) Lohse, G. L., Rosen, D. L., Signaling quality and
credibility in yellow pages advertising: The influence
of color and graphics on choice, Journal of
advertising, Vol30, No.2, 2001, pp.73-83.

8) Spence, C., Multisensory packaging design: Color,
shape, texture, sound, and smell, Integrating the
packaging and product experience in food and
beverages, 2016, pp.1-22.

9) Wei, S. T., Ou, L. C, Luo, M. R., Hutchings, J.
B., Package design: Colour harmony and consumer
expectations, International Journal of Design, Vol8,
No.1, 2014, pp.109-126.

10) Huang, J., Wan, X, The color—flavor
incongruency effect in product evaluation and
brand perception, Journal of Consumer
Behaviour, Vol18, No.6, 2019, pp.484-495.

11) Goubet, N., Durand, K., Schaal, B., McCall, D
D., Seeing odors in color: Cross—modal associations
in children and adults from two cultural
environments, Journal of Experimental Child
Psychology, Vol166, 2018, pp.380-399.

12) Schifferstein, H. N., Tanudjaja, I., Visualising
fragrances through colours: the mediating role of

490

e —*.E 0| = ﬂi AHIZF *%OI

L
|_

X i yn
4>

2E|E(Motive)= 2E|Z(Motif)2t S2I0{0|0]
25 SOllM B3 2ol ZIPt Bl
RE SHICL FVIE OI5 [ HEIZ0|| QIAIE
Zg onfei, 5 ARSOILt ¥EE [ﬁ%ﬁg it
DY!EXMY FPHo=Z {2 0|07, 240Ict,
CRYZo| ZEE Y | g2 AoiALiR g HoIERS
§ AZP7F 4710 REQI EHEE ALY Yx[oA|
oy 27l*'° Aot P LA EOt
fEP‘ ooj= QiZte] TYIMOIN HIRE ‘Mz2
21301 Cfst S0|2E'S 2ofstH Qz|nelstel AT
Ofe| 22| OI20lM Liett= A2 2leldo| =t

=

=,

=

2=
=

% 5O
mga

o} SA=ICHA) A|ZHH olRMe AHRIOIA| OijA|
S3LE JITiGRA| URE HEE Algshe S

E012 7120, 0|2 OI5t HEO| U= AES 2}
Hlsln e 2242 Hwsio] B2H= oo||o)
ZHzo=2 7|08t & QILHS), 0] FAKS A} FHo|
IAOIME LIEJICE SojAlZoz CZE| Alo| DE|

S0t g0| RE|e 5 YARS U] 3O v 2
251 A2 Tl SIS ATED MReS |
g 4 9t

2-2. AHJAL EfER} HRHE QU [3jo]4

AH[Zt EfEE ABJI0] HE0| ZHEBA 2

A B2 HHo| MU0l EfE o|0f5HH QR|A .
=2 2oz LREC) QIR A= EH
o CHall 7R l= Z|Alnp Ao, 2 A=
Zj0| LZ2Io|L} 7| SZ0p 242 ZEYS o|0j5 } A

2 -

E or oN 0|_|

emotions, Perception, Vol33, No.10, 2004,
pp.1249-1266.

13) Porcherot, C., Delplanque, S., Gaudreau, N,,
Cayeux, L, Seeing, smelling, feeling! Is there an
influence of color on subjective affective responses
to perfumed fabric softeners?, Food Quality and
Preference, Vol27, No.2, 2013, pp.161-169.

14) Yo, @4

12, AP, AlZte] ool Rasle]

oqq. FIRU 7o AT]Arelsk L Vol48, 2014,
pp.125-138.

5}
pal

15) Becattini, N., Borgianni, Y., Cascini, G., Rotini, F.,
Surprise and design creativity: investigating the
drivers of unexpectedness, International journal of
design creativity and innovation, Vol5, No.1-2,
2017, pp.29-47.



HIRIO| AP HEHS LIErHCE, 24F 049
= SO= L= 22 715t AHRt BT A
HIZL EH=Ol CHEE 2l2 GE2 Ei=S CIURREA
2HE0| ot CERIAHY JHF2=2 siMstn Tt Ok=
B0t StLte] SEo= mojel= 0| OfLf2t CHO
Chieh &2t O &40 Ciigt ARt S0 2fH
Z2YECe XS Ql0feit. AHRR}; Bies it &
g o7 dES AU g W eSSt =
et defrle S40] ALt

H2HCE

==

FrUZoRE STOIM AHRREE Q=i
A SEE 4 U= BRI, HHE Mdeske 0|
gt ZYROIME QRZE2 AlES 29l FEo
M BIRE HEIE0| 22| &2 =gt THER HEA|
718 RAfet XSS F LA 20l 2240 3F
§ithe). Of= SRHE OlO[HE[E|S| Z2f OPfElnt o
7| DPIRE SaiME mefgh & QU=H|, MHRES
i=oh Z2fo] BEUMEE o & QA5 V|5t 3
0| oM el= AHRIO| Y, Y, S0l I
Fo =422 HE ODIRIS ALARICH?),
CEoh BT O|0[R[Qt L2E Y7 P7F AH[RIL| SHF,
TOHRI=S HS SFAP|0] St 20| 30| S25t
A AEsks AEel 4% Mt g0 REEVH Urfs
AZel IP(Re] 23S H MSstE A2 LIER
CHe).

mjo ook 1o

H

UHSIA2, 1EA= 24 A
HES=s st AEzel
YEHE =51

16) Wagemans, J., Elder, J. H., Kubovy, M., Palmer,
S. E., Peterson, M. A., Singh, M., Von der Heyd,
R., A century of Gestalt psychology in visual
perception: L. Perceptual grouping and
figure —ground organization, Psychological
bulletin, Vol138, No.6, 2012, p.1172.

17) Jacob, C., Stefan, J., & Guéguen, N., Ambient
scent and consumer behavior: a field study in a
florist's retail shop, The International Review of
Retail, Distribution and Consumer Research, Vol24,
No.1, 2014, pp.116-120,

18) Schifferstein, H. N., Howell, B. F., Using
color—odor correspondences for fragrance packaging
design, Food Quality and Preference, Vol46, 2015,
pp.17-25.

491

. HAZAE BIEC=Z MAE LS| 9
ot dE7h Yol FE +asto]l 1EA0M =25t
St JFY YRfoks MAE EMSIICE 3THAE =
A0t HAO| DR} HAZ 2EHo= ARRfE 2t
S22 220 dEZAIE 20 At gl REE
L2140| A OID[R|et B[R} =0l Dj2= S¥S
LOPEUCE

S AIF TR CARRIONA AHat gtof RE|E A
20| AfE O|ojR|Qt AH[} EHEO| D|Rl= Fgkt

A Mt gof Moot oA 2Eek=A| Y
SotIA} oIt oM 22 Ml S Hige=
A THZIR] CRRIOA A S| RE[E 3|0
LIt A O|DjR|2f AHR} BESS LIEHAD] 28[2};
Mol Mot AHR} EHEO| FEE Ehhs AE
ASIRCDZ Mo MSEIH SS9, q0| I2
b AEZe S800 Tep Ao g Mo Gt

Jor {0

ofi

r

Q% 242 A 202 71YSIACt TtA At
30| RE[E A|ds SYHLZ, AIF 0|0jR|2} 44|
At Ei=S A2, M go| oS ZEMA
o Tt 230t JHdS HYSIUCY.
prenes A% oja|
k-1
HE 17|22l
Mage| <
DE|H YA
AH|AME =
o2 &
FHHEE
A3} Bko| | HEHHE
Has
(33 1] & =2
JH-1. AR TPIRIQ] At go| REIETE U
S YT 25 AIF 0|0R| F 225 AE Of
OjR[0f ¥(+)2l Yeks DRI,
JHd1-2. AR TPIRIQ] Afnt Bo| SE[EVE U
4

&5 01840l Al AF 0pfR| & Zd4el

i

A OlojR[of F(+)2| ks DJRICE

19) Yu, L., Westland, S., Li, Z., Pan, Q., Shin, M. J.,
Won, S., The role of individual colour preferences
in consumer purchase decisions, Color Research &
Application, Vol43, No.2, 2018, pp.258-267.



7HE1-3. AIE TP(R(C| At o RE|EDL AR
SrE 224 M2 AE 00)R] & 28E AE
O[ojz[of| H(+)2| FetS DfRICt

7HE1-4. AiE TF (|9 At ofo] RE|ETE YR
SrE S0 ARl AIF 00f)R] S HSHR!
AZ olofof H(+el FekS pRIct,

7FE1-5. A W7 (|9 At ofo| 2E|ET Y|
S5 FEotl S AE 0o)R| & BEHH AE

O[ojR[of F(+)2| Feks DJRICt

7HE1-6. AME 7|9 At ofo| 2E|ETE Y|
&5 AT S0|I22 AF DR & =S A
= 0|00l Y(+)o Feks DRICE

7bE2-1. A TP IR(OM A2} Sko| RE|SIt SR
SE AR QIRIA B0 Y(+)o FFS DRIC

7HE2-2. AfES THFR(OAM A2} Sko| RE|STt AR
S5 AHRE ZYA B0 Y(+)2l Feks DRI,

7FE2-3. AiE D7 R(OA A} Sko| ZEETE YR
S5 AHRF ASH B0 Y(+)Q &S DRICE

oo T

3-1. §g =A
Y A== AEE U8 VIS A, 20l 2o

02l= Q422 200k SIH =M, AE ARt &
Bt CHEOIA= 253t CHEZHQ! AIF0[0{0F SHl AAY,
0120 siEshs Y= AlE2 RISt ol w2t
AEwe o2 MLt o 71y B A
TA2007} 2023E 3 13YRE 20234 4 32Ut
A 2AMot HEFZY B HH[oE{et 320t
e-commerce 2| 5742| OfF| HORNS 7|22

Z 6571e] MY BHES Myet 2ot A 71y
WOl EAI=D U= HEIF T2 2=, 28, Al0f
HIE, H2lE21d, 22 571 A2 RIS,
OF 2229 T AoBERt 22|EE AlRlsin 2
E|EVT F&loit 71 tiEd U= eMItE 2 A¢

i

9| == o= HYSIAL
657to] JHETF AFo| s =Mt 2, i
20) =719 HATLICIE]L (2023.4.5.). URL:

http://www.rekorea.net/bbs/board.php?bo_table=rep
ub&ewr_id=3953&sfl=wr_subject&stx=%ED%95%B8
YEBW939%9CIED%81%ACIEBZ%A6%BC&sop=and

21) d&=FRloHIAIE]L (2023.4.5.). URL:
http://www.koreanclick.com/insights/service_rank ht
ml?device=Mobile&cate=B

492

So| SmA S A B2 YA Xt
A7l 202 T 4 Qoict
o Z9 6270] BT} S Z2] e
gefol RIS ARBSHL 9I9/o0, 37fo| SRhes
HI SEo] 8712 AIBSHL U HEZAON Lt

2 Ql9ict,
HOIE A 0| A[3H=

Efct 2 30| YAlste IS
T FP Ol REIOL Uxiat MZ AZSIAT,

T TP |R|7t ol 374 OjAo] BS3R MRS 2
oI mole Hal A z82 mefsiol C2
Sh} SEejx| 92 HTo| QAR A2 AIBSlo] Bt
Lo| IpRI2 B 4 Y= =gt Hake

o
=1
C}. A4} So|

O
=
AH

=

-

AESIA

T

= -
o=

o
s PEE 4
Q= #CS T2 TR} 5t
Stof AHRPE HES Melst of et HEE

ol

ME

[2% 2] HS32 TPIR| SHE a2t

3-2. 228 Azt

2 2R SH2 2 A== AR 2ot M
HE sl M| et MEH WS ST
A B7IQ UR|FH= 71 ElEE ARIE T30}
oo QCh 012 9l M2 2235 mo|

Delphi) Z2MAS ARESIRCH, FMO| T2=AIA0

N

_O'ﬂ
rir

—~

AE 2HIC| MR SRR MEHEA(KSCARD
2 S5 238 WSIY IRl R HEH

22) = AAEA(KSCA[FAIE]. (2023.5.2.).
URL: https://www.kats.go.kr/content.do?cmsid=87



S0l Yot efHICMS 713 167HO| AHO|Ct,
00| Z2=HAE 2fE Aot AZish=A] o,
OfL2= ZHok= M =22 16719 =fiE A
3Ol 71 2fE M} OpkE M 129RE 382
TRA| Adgete AR MOl & TAIZ 2Rt
=/t ZHo= & A o[ 2o, H=27t dt

o] & 29 s 2h 7HOIM ZICH 40EH7FR(OICE

(& 1] 27 2F 2piiE Mzj Tt - e

IER (6 [B |[AeNEetae e et
1 2 3 4 5

1 |85 (82 |148

2 |177|144 |198 [ J [ [ ]

3 [168]165 [220 (@ [

4 184[174 |206 |@ [ [ [ ]

5 [151|77 |201

6 [193]190 |230 |@ [ [ J [ [ ]

7 |225]219 236 [

8 206204 242 |@ [ ] [ ]

9 [193]179 |214 |@ [ ] [ ] [ [

10 {11661 |119 [

11 [219]224 238

12 1184]168 |213 |@ [ [ J [ [

13 [148]136 |169 [ [

14 198118 |211 [ ]

15 [240]229 243 [ ] [ J

16 (175164 |206 |@ [ [ ] [ [

[& 2] M27t 2T 2| M) T} - THE2

29 [dh [den (a2 [dem [debk

129 |3 3 2 2 2

2&9 |2 6 12 9 9

3&% |12 8 14 12 12

22 24322 BE HBP| 2| Moz el
Sofst 47| Akt 20| J4a apC| Ao 2Bt
0OHE HEE JIge=E  RI184, G168,
B213(2.59P 7.05/6.24) Ma{E 7|2AMoZ2 MASIH
Cf. 0% OWY AbYHIZ S 7j=Aka} A Aol
2te T30 & wRjel 432 M 2E5HCE B
A A B Jha i8] EHORI Bicels Ay
S ojfsiol A 2AS S3H oI 23t ALl

HE o 4 2 20K J[BIRC) TRy &
ADL SAMS PCo} YTt SUSH KARH A
ChSle Afn} QIRiEH MOR Lit-0f MBS 225I%ICH

=

LY

Y

23) WEAH[YARIE] (2023.5.2.). URL:

https://www.pantone.com

493

AH 7t
1 BAL-

BHM 2259] R172, G181, B96(2.59GY
7.05/6.24)0[0] RAMM 2522 212t R164, G173,
B218(7.59PB  7.05/6.24)1  R201, G163,
B200(7.59P 7.05/6.24)0|tt. A==01| AFEE FHES
g PRl SFRAOIM =2E 71 724 RE
EHE 2ESIU, o 0I5 HETFHo= S
o LMRIEHIE ARSI 2IE A== ARISIRIC

3l
=

22 A 228
7|y ]

A28 C A2EC
SAHET-1 SAMAT-2

A% 3] #7252

4. 2
MEZAR= 20234 5 26YEE 6% 13U

MEZAL SME0M 2RE 330Yo| HE RIS
oz 43liz|lon, CfojE= SPSS  Statistics
29.02t PROCESS macros AMZ510] 2Mz|QACt o
FOoME Ml MRS JHOZ AHRP WSk A
£ ODIZIE 25| LI610] n|RHHEHE ALESt
Fon, AH|Z} ENEO| WUt HEE QIR1H . YA .
s 2HOZ LR010] MG 2ItciAon MHA
TE TEto= YL ARRARE CISat 20| M|
202 LE 4 Ut

Rl

2 A AMPEolME At grol RE|E 42| Of
BRI, A7RIEE2 AlAlE efiE MRS 2
= ofig Mot 2pHIC] ARt AZisk=A] EOF
Ct. Ol ARfe| Z2E|=et S| REIES Y5t

ASt=A10| OIRE BYI510] RE|E YAl 2

ro o
$Q o

ol
-

ﬂ
0x re



of ME AIS Ol0JR| F7iet AHRF Ei=S 25|
SIRAOIC = HTO| FAZ Mt QO] Ay BADIM
Ao] RE|HI9 S| RE|HO| YRG0 TE AF O
Ot AHR} Bi=S EE A07| U0 24 &S
W Ste A2 ZEE Ay 0122 F 4 A2

2 32 UM HB30] TFAIS0| 2k ﬁH%
27 2| Holts TS Ssf 2pickis 2

e 4 U2 Rt

1]

SR MMOIME 2pic| &
e Paiglz Ao g AEe
of HEAL OfF] “W-ITFF, 0l
“EEHEl AHEO”’ “Z-IEZ-IOI—oiEHZ—IOP’ “
sk, “Z|F6t 0|22 74 2HE HT(1
O3 ol 7=0K9 1%CHE Agstol B
SI=2 SigicRa). HBAL Offl= ChIZiol ot B
off TSt A3 0N EEE 527le| BBAF E 20f
a2kl HHE S5 990l ol o 20| Yol
HBAIZ Aelstn At 30| AIBE HE oA

OIOD:‘ 7|-ZI- HI 12—1j Al-B_OH: cé_g_M-

Wig 4
=
OfFle] ZEOT HASIFCRS).

s_H_:L
| o|o

|:|rl-l

N

i

=
=
=

Wu
ooJ”:F
I mo

r° ~
N

0x

Jn

ro
El

H
n(% 0
U
rT
Jm
nE

4

0

1l
2
40

Ard
J
—_

o

M R MMoME 78 2IPHE HEE AKESHH
D} 50| DE|E Ux|AO|| W2 AH[Rl| QIR[H, 2t
WA ENOf| Cfet Zh2e| 3712| =S Wt
[RC} AH|ZIR| Q1|4 Ef== Low & Lamb(2000)
2} Duffett(2017)e] ¥+1= ’“-T'-O|'0:| ‘0] AE2 Ul
D|ME ASIICP, 0] AZ2 Al=le 4~ o, “of
AEe 20| =Crel %*%i 23S ofn, 44|
o] A Ef== Mitchell & Olson(1981)2} Batra
& Ahtola(1991)2} Duffett(2017)2] HHE Hige=2
‘0| AlE2 OfFHolcy, O] AF= &g OlZCY,
‘L 0| AZE MZsichel dEcz 2Hsi%ion
AHRIO| WMEA Ef=E= Putrevu & Lord(1994)2F
Duffett(2017)_| Ao 8 T Bt “Li= O
AEE Ch30l £ T0KHg 2o O'EF’ ‘L= O] AIE
= ?UHOP-T'- AHCP ‘L= O] AIZ2 CFE AR 2

OI30| UCFO| Y=OZ ZHSIRUCE. AL A=

Crombach’s alpha= 0.8 O|ARI Z{o2 L}

-— X

o Iz

24
=,

ofr

2|
|_

=t

=2
Ol]I
= oo

24) Osgood, C. E., Suci, G. ]., Tannenbaum, P. H,,
[ 7he measurement of meaning (No. 47)], University
of Hlinois press, 1957, pp.76-271.

25) Rifon, N. J., Choi, S. M., Trimble, C. S., Li, H
Congruence effects in sponsorship: The mediating
role of sponsor credibility and consumer
attributions of sponsor motive, Journal of
advertising, Vol33, No.1, 2004, pp.30-42.

]

494

EfLCt.

ORR|Ae= FA0| AERPE 7D U=

TERY

ot &of oot MEEE 7 2HE HZE ARESIY
‘Lhe BAO0| 2 MS ZOfSICPet “Li= BAo|
2HiE B2 FORICFY BZOZ W 3, oS
Alstd E40|| Chot SESI=S SIRCH d2 Ciaat
o| QHLEAIEHY EM= HEHat LIojo| Hig 2to7t
ol g A=z EERLE <&EH 3D
[& 3] APSAEH A
T =25 SI=(®)  [HIS(%)
dY(n=330) | 169 51.2

(07 161 488
LI0[(n=330) |2t 20-29AM| 73 22.1

gk 30-394| 67 20.3

Bt 40-49M| 65 19.7

gk 50-594| 60 18.2

2t 60-69M| 65 19.7
Z|Z5H S5t 29 0jgt |7 2.1

IS8t 2N 67 20.3

chstn =9 218 66.1

Chete =9 o4 (38 11.5
A 330 100
5. '_I'" EJ-l'

0x

AME D7 [Z[0flM CIRIQI ZE|E0| At sfof U=
Ol AIZ O[DjR[Qt AHIR} EH=Of DIRl= F&E &
E7] 2I610] 7R BHA efic] At ofo] REE A
OIS TleldeH, SEA 3308 F 315
(95.5%)7} 2] Mt gfof REEZ QIzfeh o=

OEE'E

LIEFGCE O S7iEAn 2EslpEMS S o7
7HEE HSSIUCE

51, HIZ O|oX|o] Chet TP|A| Cixtl At
DEY Az

o
o

cii] SHESY Mt oo ZE[E URHO0| A
O[ojR[of| D2z Heks &Sst/| il uﬁ%*sal?l-tv'-

sg AABlec 1

2 <E Hol| HAIE Bt &
0| M} &k0| ZE|IE &

24e LD 2125t AIE 0|

=271o
0JR|(B=1.112, p<.001)2} O 4ol ZAHZol A=
OI6=622, p<ODINY B2 RO

1 ol RE|ETL URGH ARt =Y

ot A9t
Mooz ge ao| PE|SI}



UFAZ 2TFD YLD BUAILE P

=
OIAO&*O_' OIDRRIE A= A= LIERGCE Olof Wt
12

7k 1-12 712 1-27} AJR|Z|QUCE. IEHOY A} SO
ZEE YRH0] 22f=n M22 AF OIDRIE
=023, p>.05), S0 ARl AF O[0f|@B
=174, p>05), BHsIL EL3 ZF OO
=024, p>.05), ATt 0|22 AlE O[O

=080, p>.05)0l EAXCZE ROI5tZ| AU T2
2 71 1-3, 14, 1-5, 1-62 Z|Z|Z|Z| QL

¢ ZUS ZT5IN A2 FO| BE|HO| 3| of

F= AE opjaPt e g wet 042{0|1
YEHY T 2ot UUSH, 2ef=n 2R, WS
0|1 HCHZQI WG EWSE 22510 E0|12:
AHIE OID[Z[OfAM= RHO[7F LIEHFR| QAT 04 712
HEAL F ABRIE2 FHD 225 0[D|R|e| 210I1E
7R 3| ESIAC, At gro| RE|EVE LR[S

O A2BS 7D 2Yz(EEE HE OO} LA
CHL LZ(Ch Of= 4AHRISO| 7|20] 2q Qe Ak}
Slo| QE|} YepHS of WD ofio[cket 2
0] PO LIl 20| O Q&E HOR Af
REICt T3 AT} 30| DEIF YRS 1 L]

2125+ O[D[RI9} ZAA0I 0[oR(e] HEE HiXE

A2 2L} W= OpgARl 00| =ot et

[ T T

OI0RIE H I =2 A== LIt

rr 8 rir

[£ 4] AIZ o|ojz]o]] Cist Aa} Sko| RE[E A3| ZHat
&L =24 (B t(p) R [F(p)
- 2125t Ao 501,112 19.574[.068 [91.65
DelE Kok 2xxx
O[MZol-ZiMAol |U2E [ 622 [6.279(.030 [39.42
*kk Brx*

2efE-AES 023 [241 [.000 |.058
ZE20l-3ichz{ol 174 [1.878 |.003 |3.527
LHSHEGH -024 |-259 |.000 |[.067
2350|122 080 [.894 [.001 |.799

495

w5 | \ | | a2
«0|MEol | { iy | HdH
s | ] M2
I\
|
11
HEXO | | #rfziol
R (-1 [ | sas
X Z2g | ZoEe

[33 4] M} gfo| ZE|E U] KE 2IF o[0|2|
ot Zat

5-2, AH|Z} Ef=0] CHSE D§F|R| Clzjol Adap Stof
QE|E Q3]

I oH_:L | A} Sfo| REE AUR|HO| AH|R}
Ei=0fl Oj2l= FEkS ASSH| ot CheMEs|e
Mg *E'Aléfﬂtk Z1t <HE 500 HAIE s 2
O| Afu} slo| DE|E U2 AH[RIO| Q1| EH=(3
=512, p<001)* AHRO| ZHHAH EN=(3=486,
p<.001), AHRIO| A EfE(E=586, p<.001)0

Rolst IS Oz ZHO=2 LIEWCD Anp &of
QE[ED} Aot ALVt 2UzIeH ARECH ATfHo=
=2 IS 0| Mot 50| DE|ET Ur[EPE A

2424 SHE=A EHE” @Hgﬂé ;jg

-, Do, oo

00||
N [

il
—
o
j4
Gl
k=)
=
=

2t 7k 2-1, 2-2, 2-30] 2|R|g|
Ut
[ 5] AH|A} EfE0]| Cligh A} Sko| RE|S UR| Zat
TEHS | EEHS B [tp) R* |F(p)
OIZ|H EfT [T} 310|[ 5126357 | 031 |40.413%*
2HA el _Eilﬂ Y| 486]5.642% %% | 025 |31.828%x*
ST G 586]6.560%+* | 033 |43.030%**

5-3, A7} 30| MEE MG} BM

2IC] HETZ! A SRo| DE[E UM} A
O[0J7| Zte| ZAPIAM AHR} &of M=ol ZMan
2 d3ot| floll  SlI01Z(Hayes)26)7t  A|Qket
PROCESS macro Model 12 AIEsl%, BEAER|

i—'fmu



1
1AL
&
e

[
2

O[OJA| ZA(OfA
2IIC] HEZ M
2125t 0]0|X|(B=1.1122, p<.001)2t O] d&0
Ql(=6222, p<.001) AE O[O0 Reist
2 D|ZH, A} go| RE[E UR[da} o
99| HOZ 0RO Ae2kg0| 41 2
AZ O|0|R|(B=.2676, AR'=.0077, p<.01)2} O}
0|1 ZAQl AIE 0|0[z|0l|(B=.2074, AR'=.0066,
p<.01) ROlet TS DACZE RAZWI QU= A2
2 LIE[GT) At
S50 T2 XHO0PF UUR|SE,
5O (2 2{O|7F 3R] QIQACH A4
2[5 AZ O|0|AP7t 2Tt g0t Hotot
Ao, At G| RE[EYE SURS+F AIF O[0[4|
7h 40 ofdol2tn HIISHICE,

S 1x ox
Y

I

ox o¥ n

F

08 X T
B
1o l_)‘
™ X ox b K oos

H

r
I el

>

Bioi0]| 2fAC| HER2) ARt o] RE|E x|}
ST 225 HE 0[0[R{B=.1611, p>.05)2 0L
01 ZH20! HZ OlDIA|(3=.1084, p>.05) 2o 2
Aol Aol MEES Qojst FHS DA gken,
AT} 30| DEIS AR} M| HEEO| FOR O

oj0f 44|

ORI HSARYE Folst FEE 02|

MSEO| 2EePF LERLRR| fuCt 2fie el
2 At go| DE|E Uz[Hut @2fEn MER AF
O[D0JR| Zte| AOIM Felofst FEE DIX|R| Ut
(3B=.0233, pp.05), M AMTEOo| ZHFNB=0058,
p>.05)2t & MEEO| ZAF/WE=.0027, p>.05)7t
LIEHLEA| QIQICE 2] SHEFR At S| ZEE
Yz g2t W20 FHCHHQ! AIF 0[OfR| Zte| 2tA|
OilM  ®eDfst FEE2 ORRR|  ARUD(BE=.1735,
p».05), Mol M&E ZHEWRKE=-0030, p».05),
ol Mo 2SI B=0042, p>.05)= HEHR| &
UTH eic] HEF At Sko| DE|E U|lH H
ol SWSH HIE O|0jA| ZHe| TAPIN E5t R
O3t YSES 0[=|R| QLU(E=.0243, p).05) Ao| M
SRHE=.0494, p>.05), o Mool FHFIL
LIEHAR| QIRITHB=-.0064, p)>.05). ORIIR|Z 2fl

O $C32) A} Sio] WE|Y AziMa} X250

26) Hayes, A. F., [An introduction to mediation,
moderation, and conditional process analysis: A
regression—based approach], Guilford, 2013,
pp.233-282.

496

Ol N(=.0804, p>.05) AHO| MSERHE=0171,

p>.05), S| MSEO| ZASWIt LIEILIR| ORITHB

=0380, p>.05).

[ 6] 2Hic] HEY Aot 3lo] mE|E Az|dat A

o|ojz[zte] EAPIM T ME= =HFI}

e Ao REEN

-2st Aot o] RE[E Uz x[B=.2676
Sk M p=.0012

O[AHQI-Z A0l | A} 50| LE|E x| x|B=.2074
3 Mae p=.0032

2fRIC] SHESZ] A} gto| RE|S Q%]
Efc=7tol 2AOfA At SO
AHRF EfEOIM BSE AH[ZIQ| Ao

|

MEEO| ZHBW} U= HOZ LefCt

AHRI| QIR EAEOIM ZEHOIO! Ao
£ R0l S JH0H(B=1921, p<.001),
80| W2 RO FIYE ROIDIEISCHE=.1494,
R'=0048, p<.05). ol Meo| ZHmn} Eot
Zsi9(on] RO 27120l SHEOR RonjgS
Effol 2RI HZEIUCHB=1570, p<O1, A
R'=0061, p<.01). Mo| MSo} DRIVIRIZ AH[R}
o o MBI} FOAS AT} | BE|D Uz
M0 T2 QIR Ef=o| 37180| CIS SO
o2 Liefirt, Dt 3| BE UX|H0| T A2}

3 MSCo| ZASENE A HSE |
-1.3012(M-1SD)2E{  1.3012(M+1SD)Q|  EH2|0IM

25 Rofst ZIPt s 2O Lietich Of= At
30| DE|S YAAO| T2t AR QIRA eIt
SRt AbRlo] AT glo| MEET} 0fH4E
A} gto] DS AR T2 QIR BT 27t
20| T2 ORI Ho= Lfetct

AH[RIO| ZYA EHZOi|A
= SARKCZ RO0[5I%20i(B=.2187, p<.001), A4
o M=ot o0 TE R'Q| SV Fellst
O{(3=.1668, AR*=.0049, p<.01) ZE=Z W} AUCH
AH[R[O| Mol ST SIISITA At gfof RE|L

220l 2BRtR| YA Ei=0f DRl Y| JO|

ZZHOI0| AHo| ME T

=2

Lol V10|
E|Z0t 225 AR

DE YOI SOFICE Bt

I ]



s
7t HUCh @l Mo
=.1576, p<.001), A=2EZ0]
Aoz Ro|oleto] (3=.2105, AR'=.0091, p<.001)
ZESIPH ARACHL Mt ko] REE zpHo| TE
F ool 2ARSME= o HMS% /0] .0000(M)
1.4013(M+1SD)OIM FofSIAY, & M=ot o
S| RE|E URIYO| AHRIO| 2
g2 =Pt SIRUCL Ol At 2o
2RO ZYY EH=It
Moot g2 O=
ool REIETE LA

=

B oo

njo

=0 = 0243t

2P} PSS 20[Etct

AHRIO| HSH EfEOIM A MEEE Qol5t 2
32 031(B=2175, pC001) A MEEO| 22
b= Fol0let¥e, (3=.1935, AR'=.0061, p<.01)
H2jo| Ao] MBI} ZIH5{RIA At S0 RE|S
50| ABJRie] WS EH=0 DXl Yo 3O
§ Z7I5IGICH Ol o] MEEIH EO0FU4E Al
BEIS Yol STl W2 AHRIQ HSH
Ei=ol 27120] BE FHOM ORI 22 LI
Ch AT 30| REID} UXTLE AHRlO| HEH
S e =7} BURELE 4H|
2jo| S Efert Solct
HEH EYOI ROIH

=

B E of

o

Wi

3l

o oX Y
o

0
10

ol
18
o
m

9|
—l oo

p<.001), & MES0f| =

i} i M
CHp=2210, AR'=.0092, p<.001). 4Hje| Bo| 4
B} SIMHIN AR | RES

B Y0l Dl O HA S
of MBS} Z4E At 0| DEIS U]
2o T2 AHiRle] #S2 Ef=o| Z7tg0| B
GO ORI 242 LiEfdct At Sto] DE|ED}
UXT4E AHAO| WS BTt 04D A Sto)]
DE|} BUXTLE AHRI0| HSZ
Cf

9| =

Lot
=2 XA

497

(B 7] 2piic] HESZ A

2 EfEZi0| 2AOIN Ant 3 MoE 2HE

ZEwr  |[M3A8 ZHE

QIZ|A E{ At To| RE[Y AU |B=.1494, p=.0103
x Al MG

TEA BT (A &0l REY UR|4|B=.1570, p=.0038
x M HMSE

WS Bl |A ko ZE|E UR|4|B=.1668, p=.0092
x M HMSE

QIZ|1A E{i At &Fo| RE[E U |B=2105, p=.0004
X & MSE

LA BT (A ol REE UR|4|B=.1935, p=.0036
X & MSE

WS i A 3o ZEIS Y|4 |p=.2210, p=.0004
X S MSE

6. =2| ¥ B

2 oifs o 23S U302 UZE| S
Bl ZAfel 27t Wnjo] ZRAAS JjoR Ha
23}

_).J_n
£
-]
o
=
N
Rl
2
x
o
R
ro
o
m
kII
1o
1=
i)

O|

2o
2[R QIR|A, AHH, WA EfIL
lon] A} Blo| MO It =548 AH|Z; Ef
== RS ARSIt HEH G ZAL
QRS Wl AHR[Q| B

Qol0jet 27

ol
o=
i}

Q

0

olo mp H1 o

o o

NJ
—_

00||
oz
>
X
S
3

ofi
g
|\'U

O

L2=|US O 2H=

SI%e0p9), 2HRISS 2ag

27) Cirrincione, A., Estes, Z., Caru, A., The effect of
ambient scent on the experience of art: Not as

good as it smells, Psychology & Marketing, Vol31,
No.8, 2014, pp.615-627.

28) Errajaa, K., Daucé, B., Legoherel, P., Consumer
reactions to olfactory congruence with brand
image, Journal of Retailing and Consumer
Services, Vol52, 2020, p.101898.

29) Errajaa, K., Legohérel, P., Daucé, B., Bilgihan, A.,
Scent marketing: linking the scent congruence with
brand image, International Journal of Contemporary
Hospitality Management, Vol33, No.2, 2021,
pp.402-427.



=)
=
i)
I

F

J

> =2
i)
£Q
m)

N
=
>
i
A
mk

HE ) 2ajels, Ao} o
Hes 711@:0“ Oﬂlol'E

oo O
o] STt AHIZPI 2A2|Y Ef=ECt AHIZPO
A B0l O FeE F= A= LECE Ol &

oco=2

ol r

oe]

HIRO| A} Qo] MBIt =245 IS0l chet M
SS9t AHRO| OfFE BHS O|TE AFO0| 2R}

7} QI E2n} AR|EEC} =2 YOS R= ZSH
2 E0l= A22 UEIHen, AiE M7 (R| CRRl Al
AH|ZJo| AL Sfo| MSEZE AZEIAH| 12430} BiCH

1ze)

A, ABRES Al 3o
D510 ZAZ0[, 2UX[EAE L
TSIt T2t g f
2HRRS9| e
| W7 |2IE
HHRl AES
2|AH 2
1}
==
12|A40| =

i
:
kJ
o
0x
A ol
o

2|
RIZ
i

ofi
g
ne
§Y

>
=

23t
to| DE|ET}
o RE|} UxHS

_L.;of7\|'— 7—I° O||]

rob ru9 n& J

>
=

ook T

HIZLQI EHE7f
o AZ BTHEo)
Ao| QEHL LR
20| tist HME AHFsks Ig2 S| U=l 7is
20l 220l 0iM A2ldE & 4 QUTE T[] TR}
QIOlA AHZHI S5t 242 AFs57| W0
0| S0t HFSTEUSE AH|RIQ| Mzl Al2]of Chst
MSE Olaflot= 20| 251}

= S70ME Yol tiys HETE AE
ZMojM ZEE =

J

v

oo
T

0
N

>~
>

iC

r

(=
=
A
=T

3

r

09k

F

A,
FO2 BRI 20| eipe
A0l T e Ele A0 o

=

2 4HRISO| AAIZ FHED 7 LD Cid

U= _76|0| %l\_Tl_ %FO| A-Iﬁj'- 80|- oAz ZI-R

Si CIE20 Ao} HEZOP| TR0l g MeE
7t o] TR 2257 48 4+ Uk TRIA

AEZO| S YalsHs DEIT} BYfo REE

HOt O SEAe= A8k A= A=l = ¢
o ZUOM= LIEHIR| QARIZE 22 ORR} &

30) Guili, Y., Levy, S., Zwilling, M., The sweet smell
of advertising: the essence of matching scents with

other ad cues, International Journal of
Advertising, Vol37, No.4, 2018, pp.568-590.

498

7| DPAIEiol REIHe] AXE 285
A2 MO ARISTH A S|S0
2t 2% visle] 201 M
N =i A2 olops @
HRISe BINg 23T 4 Ut
o5 A2 olopsol 33 Al
0| Y58 b Yoo,

B U ATl BURS &

He ojo|
[off et
Z0]

ot A

B4
=222
Alstof e
b CJRRQI

ptd

O|z
I_
Eg_s

-

ARG
Age170j O
3t TIEIOIA] Ot 7 [ch
3 LM oS B
K5Hm Offet ARH ololge 9IE U= A

MS 2CH510432) 0[N0l OHEICZ 0|0| E5lEl A|

_|

2=

ne
o X
40
:Ollzl

ZAOIA ol el olelof
11 12| cmo_l | St 8P
2 CEWS ujo] A8JRt HIS0| T
23ict

2 o7 A} 30| DE|SE E5i AE OojRIet
AP BIEE ATHEOZM AR $200] HEREO)
Zo42 T2} DS FHRLPR0M =il 57
53 2AS S5 AYHOR A5 OBt
O Slopt It 5 Atxiet B7[0| AL Of2
225k Cizlelo] AHR B Ojxl= Yool et
oine BhHzolona 3% 27140l o
TE 9Ist wrlo| oS & 4 UL ZO[E} AREH
TR £ o7 oino) Che METoR s
Of |G| TH2O| ABJRt HEOIM LIERFS Al
o} 3|o| RE|E AUz|Mo| 2!]_% Ol ZIAZ
S B0 27fXOR o MiZSiskn
ol T2 AZo 2322 B 4
K| M7IEinf B HPAIS0| B o7 Wae

gol/| flet 712 A== 2EE

& g
0|| — J::
0_
10

N

rr

r
[
I'I’

&
AN
e

-

410

rhr ol
o ru&l' re

g

o°=" rulo

OII —v—

oIl

SH
o

=321 0|9

31) W32, @A, Azte] Folagelr] Rxslef]
AL, AU AT|ARISHATL Vold8, 2014,

pp.125-138.

5}
hul

32) A9, P SIS 288 BAsHRele]
oo}y 3@, FRTAAEILA, Voll6, No,

2010, pp.61-73.



2inasi

1. Hayes, A. F., [An introduction to
mediation, moderation, and conditional
process analysis: A regression-based
approach), Guilford, 2013.

2. Osgood, C. E., Suci, G. J., Tannenbaum, P.
H., [7he measurement of meaning (No. 47)],
University of lllinois press, 1957.

3. dEs, A s 7|EE E8st
BaiEr|Rele| olod B,
SHRCIRIRIL5I815|2], Vol16, No.3, 2010.

4. e, 2HM, APZi| ZO[DREOIN 2B
25t AL, HFUAOAC|RIRISHAT, Vol4s,
2014.

5. Batra, R., Ahtola, O. T., Measuring the
hedonic and utilitarian sources of consumer
attitudes, Marketing letters, Vo2, 1991.

6. Becattini, N., Borgianni, Y., Cascini, G.,
Rotini, F., Surprise and design creativity:
investigating the drivers of
unexpectedness, International journal of
design creativity and innovation, Vol5, No.1-2,
2017.

7. Cirrincione, A., Estes, Z., Caru, A., The
effect of ambient scent on the experience of
art: Not as good as it smells, Psychology &
Marketing, Vol31, No.8, 2014.

8. de Sousa, M. M., Carvalho, F. M., Pereira,
R. G., Colour and shape of design elements
of the packaging labels influence consumer
expectations and hedonic judgments of
specialty coffee, Food Quality and
Preference, Vol83, 2020.

9. Duffett, R. G., Influence of social media
marketing communications on young
consumers’ attitudes, Young
Consumers, Vol18, No.1, 2017.

10. Errajaa, K., Daucé, B., Legoherel, P.,
Consumer reactions to olfactory congruence
with brand image, Journal of Retailing and
Consumer Services, Vol52, 2020.

11. Errajaa, K., Legohérel, P., Daucé, B.,

499

Bilgihan, A., Scent marketing: linking the
scent congruence with brand

image, International Journal of Contemporary
Hospitality Management, Vol33, No.2, 2021.

12. Fiore, A. M., Yah, X., Yoh, E., Effects of a
product display and environmental
fragrancing on approach responses and
pleasurable experiences, Psychology &
Marketing, Vol17, No.1, 2000.

13. Gatti, E., Bordegoni, M., Spence, C,,
Investigating the influence of colour, weight,
and fragrance intensity on the perception of
liquid bath soap: An experimental
study, Food Quality and Preference, Vol31,
2014,

14. Gilbert, A. N., Martin, R., Kemp, S. E.,
Cross-modal correspondence between vision
and olfaction: The color of smells, The
American journal of psychology, Vol109,
No.3, 1996.

15. Gottfried, J. A, Dolan, R. J. The nose
smells what the eye sees: crossmodal visual
facilitation of human olfactory
perception, Neuron, Vol39, No.2, 2003.

16. Goubet, N., Durand, K., Schaal, B., McCall,
D. D., Seeing odors in color: Cross-modal
associations in children and adults from two
cultural environments, Journal of Experimental
Child Psychology, Vol166, 2018.

17. Gvili, Y., Levy, S., Zwilling, M., The sweet
smell of advertising: the essence of matching
scents with other ad cues, International
Journal of Advertising, Vol37, No.4, 2018.

18. Huang, J., Wan, X., The color-flavor
incongruency effect in product evaluation
and brand perception, Journal of Consumer
Behaviour, Vol18, No.6, 2019.

19. Jacob, C, Stefan, J., Guéguen, N., Ambient
scent and consumer behavior: a field study
in a florist's retail shop, The International
Review of Retail, Distribution and Consumer
Research, Vol24, No.1, 2014.

20. Kim, Y., Can eyes smell? cross-modal



correspondences between color hue-tone
and fragrance family, Color Research &
Application, VoI38, No.2, 2013.

21. Lohse, G. L., Rosen, D. L., Signaling quality
and credibility in yellow pages advertising:
The influence of color and graphics on
choice, Journal of advertising, Vol30, No.2,
2001,

22. low, G. S., Lamb Jr, C. W., The
measurement and dimensionality of brand
associations, Journal of product & brand
management, Vol9, No.6, 2000.

23. Mitchell, A. A., Olson, J. C., Are product
attribute beliefs the only mediator of
advertising effects on brand attitude?, Journal
of marketing research, Vol18, No.3, 1981.

24. Porcherot, C., Delplangue, S., Gaudreau,
N., Cayeux, |., Seeing, smelling, feeling! Is
there an influence of color on subjective
affective responses to perfumed fabric
softeners?, Food Quality and
Preference, Vol27, No.2, 2013.

25. Putrewy, S., Lord, K. R., Comparative and
noncomparative advertising: Attitudinal
effects under cognitive and affective
involvement conditions, Journal of
advertising, Vol23, No.2, 1994,

26. Rifon, N. J., Choi, S. M., Trimble, C. S., Li,
H., Congruence effects in sponsorship: The
mediating role of sponsor credibility and
consumer attributions of sponsor
motive, Journal of advertising, Vol33, No.1,
2004,

27. Schifferstein, H. N., Howell, B. F., Using
color-odor correspondences for fragrance
packaging design, Food Quality and
Preference, Vol46, 2015.

28. Schifferstein, H. N., Tanudjaja, .,
Visualising fragrances through colours: the

mediating role of emotions, Perception, VVol33,

No.10, 2004.

29. Spence, C., Multisensory packaging design:
Color, shape, texture, sound, and

500

smell, Integrating the packaging and product
experience in food and beverages, 2016.

30. Wagemans, J., Elder, J. H., Kubovy, M.,
Palmer, S. E., Peterson, M. A., Singh, M.,
Von der Heydt, R., A century of Gestalt
psychology in visual perception: |. Perceptual
grouping and figure-ground
organization, Psychological bulletin, Vol138,
No.6, 2012.

31. Wei, S. T, Ou, L. C, Luo, M. R,
Hutchings, J. B., Package design: Colour
harmony and consumer
expectations, International Journal of
Design, VoI8, No.1, 2014.

32. Yu, L., Westland, S., Li, Z., Pan, Q., Shin,
M. J., Won, S., The role of individual colour
preferences in consumer purchase
decisions, Color Research &

Application, Vol43, No.2, 2018.

33. http://mwwv.rekorea.net
34. http://mwwv.koreanclick.com
35. https://mwww kats.go.kr

36. https://mwwv.pantone.com



