ISSINWIEEEAVE KiIDRS Korea Institute of Design Research Society E3 295, 2023. Vol.8 No.4

HIZ Tj7|A| CIRIQIO) LIER+ Amp Sto| 2ol e
HUE FHILFHAO|M

Brand communication based on color and scent combinations in
product packaging design

F A A 0IZ)d (Lee, Ji Sun) AMICHEr W AT RISk MAFaHY

=

u AL AL O[3E (Lee, Hyun Ju) ANt TRl WA

hyunju@yonsei.ac.kr

https://doi.org/10.46248/kidrs.2023.4.487

Y 2023, 11, 27, / HARIEY 2023, 11, 30. / AAHEEY 2023, 12. 11, / AL 2023. 12. 30.



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(Ctd2HFLA|0]4), Color(X), Scent(®), Motif(2E|E), Packaging
design(@{Z|2|C|zF21), Consumer attitudes(AH|ZtEHE)

oo

A24% OfnjRlet F242{ OlDjAIe] Qi A0 CHet 2HAO] $£ORIT /OB, S3| AR TS Ut ATIIS Tt

T 1T [ [ T | = O

A2 QUCE TefLt HAHLS2 At gk G s O] gSst ASH, M oS EnHo= SESH LRI
O 2BRIOJAH DJ2l= Fof| et G SFYA0IC) AR S¥of 2E(E AR 22| G0| AIE O[D[R|2t 4H]|
At EH=Of D2l Heks 2OKEY| flof 2210 22RAE oIt 7 2t AHRkE AF I IR] TR
A A0} gfo| RE|SDL UXSF AF 0|02 -IZSI ZG20[2f1 FIGIA20, Mot &o| 2E[EVE 2|
SrE AS O|0RPE SEN OgH0[2t] BIIoIACt ot Mt oo RE|SDUL UR[ARE AH[RIO| QIR &
YA, A5 H= 25 SO0RIE A= LEIHn, ABR1Q] Mt oo MSEIt =245 Mt glo| REE A
210l E EH=O| S7ke Al ZOMICE = S+ AE TP (R| CIRIRIOIM A2t O[D[R|2} 22} O|0jR[O| H=2}
2 4 s YIS USHC= ASSIACKE Hof 2ot UL

i
fujo
futor

25 31, g 24}
, = ARk
1 ME 32, 32 AR
4.2 N

2, O[Z% Hiid
2-1. A} SFo| oA DEIE AR|AM
ot | L | 2A2|d 5. ﬁ-_[" 724:!'.
2-2. AH[R} Bt HRHE FHFLIAO
5-1. AMZ O[0jR|of Chel M7 (7| CIRfQl At

ao| 2| U3

5-2. AHIRt EYEO] CHfEt THPIR| ClRfQl Ad}

3. 94 ¢H

488



1. ME

HAUE ARLAONM AE T7R| CRielE A

20| RS Wote VIS 9Y o 8 =7

£ EZAPIH 01 42 =QUCH). ofof wet B3
Y AS AEel| ] ARSI ZelE 4
AE o712 CRIQN HEE TS| ffel =
Ik Chd2fa ol 2AIE 285 TRl #ef= O

HOIC}. Erof ot AH-t7t ARO[ Al E2,

S bS d24s AEsto]

=)

O |n
rir rr

R

- O

Ol ccY
EI_I-E -

J
d

nE rE J
>_
i
fujo
re
R
ol
kl

1= 4N -IQIJ' ofN o ¢

ORRICH Aeretof w2t

O Wzt ZZo

240l =O0RR[2

TAS 7RI e,

Yot AH=of K2t Z2pd 4

IS Sl YeE 2ot dE=T
[:]

—_—
o5t

getz| 0 AjAAeRIow. ot

>

|2+

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, Vol83, 2020, 103902.

2) Kim, Y., Can eyes smell? crossmodal
correspondences between color hue-tone 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

AHRRR=

22l5k=

Sl0] o Z2EiIckn Lo
£0R|15) 23202 4
102 LIEfLIS).

Wz RS IR0 2

[
Y
oM
il
i)
ool
0z
n
rr
N

O3 Afziat B7te

LIAOME =77t £l AR
7RIE =0l #H0| Eot AE
LEH IHols TS ARESHE
A= 2A CHH|L CHRISH THEE 28510 2[R9
SVl FOie=S ASske AES0| B 5%
SCL 2Lt THPRO| ARt At B ik A

oL —

= Ol St AeH, Mt ool ek A 28
o LRIy 2ol Gi4te O shg4o|ct.

= Ge AEe AlZ o|ojR|et 22} ojojR|e| &
2222 o FAS
B

84 . EOH%Z_‘!

=0 Of2f=

FHS MEHOR SABD AT} F20| ATt A
YED YL DR ENUS ATZORM A3 ol

HRLAOKE &-2] 712228 AHE5I EH=It
gHoz MAS ARBY 4+ Us Yo AlSat
8iCt Ol 2lafi st8stAt sk &7t 2Ale 717t
Li= AE TH7 |20l RL0A A} gfo] 71x|4 Q= 2
E|Z0L LR[GLE 222(Ro| 2t ABRte| BRZ0)

O1g Eefrl=7toct.

2, 0|23 ujiE

=
pNII
=
Ve
o
>

M= 2t HESE
L e 4E BIS G A BIARIE
U AY S25 HYS SiCt EoF M= Al
= ol AZEls B0, HIYEY 2424 AF9
£gS Y=okl 2HRE 20| Hot AlE OB|RIE

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, Voll7, No.1,
2000, pp.27-54.



Holote S9% AlZ4e4 & 50|,
et CHE 2Lt B8-S AOHHC). MRS &3
U oUR s A2tlEARt 222 230 FE 01A
Held, 42y eige =2eericy). S5
CR[RIOIM M= MBS =5t SZ=9t S0IE
HSAA FEH HEE 22|, FO0IE RSt T
S AIZ2t 2iLstot=t 2t AYS BICE). AHJR}
Y M BIRGH TP (2|9] MMS Q9| A
S0[2}1 7|chst E0fste FY0| U209, Stof 2t

A PR MY0| YRS O AHIR SHEIL =

pPVN=]

Eo H
=T =

ORKICI SIACHO0). Sl OO My Ti7 | 2|0t 2t
20| Fofete Mds 7RI IPPR[C] AEE oY

TH540] o SCHe o7 2ot B A8jz0] Aio)
MEEE AfEo| TFoHol0| FHL DHCH),
AHSe =2 £5) 2 Y22 WIS oMEpIc
SRS, AIZF S0l 2215101 243 2132 Ofsft
1 SAEPIE BiCt 3, AT A Z=t S of
DRRIZ QWAPIDI O Y OIDIRIE ECR B2 £
[ 4 QICk Mt 30| o EBje} ORI Of
nigep| SHec of Bt BRI A
OO Cf HEFD W2 AgEo), A
OfLiat Mol He, B0 Wt of wig Zapt
PRl HE Of2f €2 S5 USHACHD. O

e
ol

I}
8
=
njo

ook
rfo

HC

=2

Rl
J

(o[}

o

=]

4

0!
U
m

I.

ox
=]

He
.

no

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

S2E|E(Motive)= Z2E|Z(Motif)2} S0{0|0
b 22t 28t SoIM Boint 2ol 7|7t &= O
SSiT) =, FOUEE HE [ TiEIA0| QlAlE
o0jstH, E4st ASO|Lt FEE HEIe o
Haaxy Yoz mea2s 0|0jz|, 240|Ct
CiZZto] RE|E 2|42 AR ZiS BOIEY2

tol

kI Y 40
o i

=otl Y LAS Fhh E
dhfet=s ol izt SUlMoiM HIRE M=2
=01 chet S0I2E'E 20l Q|g2(sie| A7
0| 22| O|20fM LIt AlZA olelgol =ut
oF AZECHY. A4 oleld2 AHRROP o
WAL TICerA| E YEE Asste g4
NS 7RA0, 0|2 QIEt YEO| 2YAl= AMFS A
oot HE F2HS A5 HHE O[0jR|of
SYHCE V|0 o UCHS). O B2 Mt SO
BACIME LIEIHT) FoMqo=z ZE Mol ZE|

oL 50| DE|E E5F UGS [ff 2HHQI Bie!
2[512] U2 Tol= Z7AE 212510 M2ee |
Ckst 4~ QICt

=22 T

2-2, AH[Z} B} HAME FHFLA01M

AH[RE B AHRi0] ZEO| ZHEIBN 2 2
M 32 20| Ol EYSE opfstf QIR - 2
HAH . WEH 2002 TLE QIAA 24 Ty
of Cish 1Rl ZARE AlGolD, 23 24k A4

Aol oLt Vs £34t 22 ddE ool &

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) e, UK, Azte] Fel xsle]

AT, AFUAleATIRRISTAT, Volds, 2014,
pp.125-138.

St

i

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.



HIR[S| YMA HEIE LERHT ASH 24 F01°]
E S92 UEte & 7tset AHR; EHEOIC &

HIRE EH=O| CHEF 22 H'E2 EH=E TY2fEA
2Hgol ofl B HEe= sfMsta Tt Ok=
B2} Sife| £92=2 Tiefzl= Z0[ Otz CHo
Cheh gt Of £/90f Chist AH[RIO] S0 Ofah
= o[0felt}. AH[Rt Ei== Tyt &
AU ety | 2RSSt =l
£30] U,

SF1l
Hdsste 0|
AMEE A9 B
Y2 =T TR GHRHA|
F1 =7 E0l= 240 YS
8tehe). Ok EE_HE OOIFIEEIS] Z2f DYt &
| UHIE'Q SotiA= Iofst HRRIE2
ot Z2fol BRIEE o 75k &
'901 Pl LHRIO| QY T, A0
1l I=2C2 HAME O[ORIS ALARICH
@ BRAE o[ojR|et T2IE &7t AHRIS| EAF,
TORI=S B AP Sret 20| &0l
A A8ste AEz2l 89 *—*."‘f SOl ZE|ETH URfet
AZ2l IZIRe 2B O d=she A2 U
Che)

HAE FHFRLHOKE STOIM 2AHRE2 s
2 LY 5+ U= TR, s

3t 2@@2@,}0%5

M HIRE BEIE| 22
7| OMOF HEE

o172
——

T U=,

& 2Rt

_I_
|

om|

B
7.

0 0!

Hq rul

o‘f

siHon], 124 24 o
= HERE il HEZ

—
B oot AE0| e 3 S EESIY

N

16) 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: 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

%_%w_ O ME M| 9

AlS0|12} 29| IZI}7\|C'|' CHHIZ 2|_c.,_2_-l|i x-||2+£| xf
22 2201 MEXAIE Zsh5io] Afn} ko ZE|E

221 90| AE OlD[R|et AH[R} B0 Dj2= Jots
LOIERATH.

51, AE T [R] CIRIQIONN Akt S0 PE|E
2140| B ODAIet AR} EfEO| DJxj= FE
1 B2 M o] METL O 23K 2
25107t SHSICt QOIM AT MY $IRE HigoR

AE 7 IR CIRIRIOIM Afa oo ZEIE U=|HO|

Ciret AiE OlOjRjet AH|Rt BEES LERHD AH[2t
o| Mo| &It AH[Rt EHEO| %@9 ﬂf-‘:H: Az
OIS0 Mo| METIt L3519, 30| 2
ob ASme| Soi| w2t AHjRie] g e T3
38 i 242 g A0|et 71YsIALt. T2kA At
| DE|E GRS SEEE, AF O0[R[} AH|

2t HEE o—.ﬁ =, At 9o oS AR
ot oIt 2t THdS JESIRAC

Mur%;gl 11."3 0|”11I
He
HIE uH7| 2|2
Mapgte| <
RE|E Y3Y
AH|A =
I B
1 HuHHe
L3} Bto) 1 HENEHE
HEE
a3 1] a7 28

ZHE-1. AE TPIR(S] At oo ZE[EF U]

S42 LD 235 AZ 02 E 2 HE O

FekS ORICE

OjR[of F(+)2

7F21-2. AIE TPIR[C| Mt o RE|SD}
25 olg4o|n ZgHel AiE ojplR| & &d
AIE 0Bzl ¥(+)of SgE DRICE

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.



13, HE WIRIe] AT} Slo| RE|I}
S42 el M2 HE oo & 22fE HE
Ol0[R(0fl H(+)2| HEHS DJzct

Jb1-4, HE TP|Rle| Amt go| DE|I} U
Y42 HEH0D HOHHQ! A 00| Z YOI
AZ olojR(0] H(H2| HELS Ojzct

Jb1-5. HE TP|Rlel At go| DE|EI} U
Y42 WsD S HE O)R Z WY AE
olDjzlof F(+)2| a2 DjzIct

7HE1-6. A TF|R|Q] Ant o] ZEIETE YU

S5 AFFIL S0|22 AIE OP)A| & AIFS A
= 0[BR0f F(+)e S¥S DRICt

7bE2-1. AME T IR(OIA A} S| ZE[ET} YR
S AR QIR B0 FY(+)Q FE DRICE

(b

ol

7bE2-2. AfES TP R(OIM A2} Sko| RE|ST}
s AR 3 EE0| ()2

7VE2-3. AME T R(OA A} Skl ZE[ET} U
s AHRF #SH B0 Y+ S DRIC

oo T

n

3-1, ¥ 2A
2 =2 AEE U8 VIE2 A, 20l Ao

O]2|l= QA|2t Z20lof ot =M, AZ= 27 &
Bt CZ0AI= 2I53H CHE2{Q1 AIS0[0{0F SHn AU,
oiZof| siiEste Y= AS2 ARsHUCE olof T2t
HSE2 eI eZ MEsolct = 7|Y Het o
TA2007F 2023'F 38 132RE 2023E 4 327t
A 2M5t sie37 HIe sibjolEet d&Re|of
e-commerce 2| 57H0| O{4| HOjERNE &2
£ 6571 e BHES MASH 20t A 71
ool A U= HEIY 2 22X, 2HE, Alo]
HE], H2lZ2id, 228 57Hel o2 RISt
I= 2229 T2 AOjHER 22| AlRlst 2
EIEVF Yelol TRy T3 Qe 2MICIE 2 A9
o 5= o2 MsCt.

65719 A=Y AZ| oigs 2ot Zuf, B

20) =71 EATALGAIE]L (20234.5). URL:
http://www.rekorea.net/bbs/board.php?bo_table=rep
ub&wr_id=3953&sfl=wr_subject&stx=%ED%95%B8
YEBW9399CIED%81%ACIEB%A6%BC&sop=and

21) d&FoHYAPIE]. (20234.5). URL:
http://www.koreanclick.com/insights/service_rank.ht
ml?device=Mobile&cate=B

492

Ay
A7 Ho= PR 4 USUCH

9l

37 6210| BAEI} £ =3 licls FE

M A—

EHO| CRRIRIS ARSI ARUSH, 37He| EM=:s

B eS| E7IE ARESIL ANUCH SHZRAIOA Lt
Bt A H2O|AUT A &0 Y2oks WRIE
et A9 &o| ZE|Et URGH MS AESIRL,
T 7|7t OFd 374 Olfel HESY W7 (RIS +

o
M5ii2 Tols TAEl M Z3
gt EESA U2 HEO| [ARE A
Lol TPA2 WY 4 =S 25 24

ct.

=~

wL=

=
At 0| BUR(FH BACE B CHIS AR

=
301 J|2AS YZF 4 UEE B BEISS

YHo= AIZSI0] BRS 2|Aoicll Mt oks e
S T2 & UEE Ste HHE ARESIIH Ea,
2E HEIY IR EHEHD 0| O[5S A
St0] AHRPL AFS B o HEst PEE AIS

St QAUCE

| Bacaz | olojy)
=z a2
"R
Al 1} IQ} 1 8 _“!f ].'_
21 %] e E i - E

A0 T
Mg

[2% 2] $=3Y Tp|R| S et

32. 2438 MR
2 ZAlQ| S22 MY AFSS AR YH A

v
g T M| 9l MRt WIS 43

r
2 B7Ioh Yalske Tfat Aaet AY

HE 2ot

!
St= ool ALk OIS flot M=7IE 8% Auiol
(Delphi) Z2MAS ALESIA20], ZTO| Z2M|A0
AEE i A= SH=EEM MREM(KSCA)22)

=2

Sl FEE H=TY MR TR HEZ

22)

SRR MAEA(KSCA A E] (2023.5.2.).
URL: https://www.kats.go.kr/content.do?cmsid=87



2i23)0fM 2et 2fHICIMS 215t 167H2] AaHo|Ct,
dno| E2MA= i AMolef d2sk=A| of,
OfLI22 ZHSk= M 22 16719 il M
SOl 71 e A Ok S 1291RE 389
TR dEsks M dEo| & TR 2RI H
=/t YHolls & X Bo| FoRen, dert Y

o & 34 Qe 2& 7HOM 2|CH 407ER(O[CE,

Opw

[ 1] 227t 28 2pic| ) T} - Tjs1

FER |G (B BRI U/ HEIH A2/ 2t
1 2 4

1 185 (82 [148

2 |177]144 1198 [ J [ J [ J

3 ]168[165 220 |@ [ ]

4 184174 |206 |@ [ ] [ J [ J

5 [151)77 |201

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

7 1225219 1236 [ J

8 1206|204 242 |@ [ ] [ J

9 (1931179 |214 |@ [ ] [ J [ J [ J

10 |116[61 [119 [ J

11 1219|224 |238

12 1184168 213 | @ [ J [ ] [ ] [ ]

13 1148|136 [169 [ J [ ]

14 1198|118 |211 [ ]

15 |240[229 |243 [ ] [ ]

16 _|175[164 [206 | @ (] (] (] (]

(& 2] 27} O2F 2rie] Mz2H Wt - ojE2

m I o o B Rl PR st 20 v Al R e )

19 |3 3 2 2 2

289 |2 6 12 9 9

3&9 |12 8 14 12 12

2E A==22 RE dWE/Pt el Moz [y
golet 70| Mz Fof 71 Sfflit] Moo= AisiCt
T HI=E IR RI184, G168,
B213(2.59P 7.05/6.24) MAE J|2Mo= MYsiH
Ch Ol A MAAIS S3ll 7|2A0t 2M RAMC|
w2 Tl & RO ASE ME FESIUCEL ©
A MAARIM EA2 T | ZoR githel=s M
olnfste] A HAIS Sall OllstA| Ret Ao
2E Mofe 4+~ UAS A0t 7|CiGHUC). Tt &2
AL RAMME BEop A= S FAIGH 2 g
CHeh= Afa Qe o2 LER0 AR

[y

i

=2
o
= 3

==3

T=0 f?'i‘: |'

23) WMEAZ[GAIIE] (2023.5.2.). URL:

https://www.pantone.com

493

Al 7t

B 212930| M g2 R172, G181, BI6(2.59GY
7.05/6.24)0|H RAMY =22 212 R164, G173,
B218(7.59PB  7.05/6.24)%  R201, G163,
B200(7.59P 7.05/6.24)0|ct. AI=201| ALEE HES
2 o7 IRs AN B2 7R 724l RE
S &I, &o| Ol H=ETHols SEA
9l

2 LMRRIZHIE AFESIN 2IE =23 ARSI

AZEA A==8B
7|2 B

A2EC A38C
QA 11 QA1 -2

(1% 3] &7 A38

4, 2 8
HEZAE 2023E 5% 2625E 6 13274

MERAF Z3HZ0|M 2=l 330 HE 2DRRIE
o2 4JHE|Qel, CJOojEle  SPSS  Statistics
29.02} PROCESS macroS AZ510] Mz (it o
JoME AMall HPE J|HO2 AHRRP WItSH= Al
Z O|0jZIE 2A517| 2slo] onj2EH=HE At8ot
oM, AH[A} EHEO| HWIF HEE QIR|H . ZHYA .
SHE2 2HOZ 1RG0 AFE RISEIFon Matod
7= J|Bte= SiQICh MERAR= CRSTt 20| Ml £
2OZ Lk 4 k.

24 R Aol A} gkol ZEE Y| of
YISIRLL 7RSS AAIE 2HiE] MAHE =l
olig At eI ARtet YZisk=2] Eof
Ch. Ol Mzfio| RE[H9} o] REES FUSHA
AlSt=A10| OIRE BVI510] 2EIE 2|t

fob
I
rol i

3i
re @

Ho
=Y

Y]
0x



of ME AIE O[DfR| B A8} EA=S EAf61|
SIOICE 2 SO X2 Mt gfof Fd A0
Aol RE|S9t gro| RE|HO| YRG0 W2 AEF Of
OjR|et AHIZ} EH=E 2= 20)7| M=o U4 &S
T ot A2 ZEE S| 0|22 = & AL
2 ¥ YE=M AS510] DIFAS0| i A
20 2 oleks TME Sdif eiiciels 2EIE
S AHY + A= RESIAC

S iR MMOJME 2G5 =T X132 4
e a2 AAISI0] Sig AE) ojnjRE Y3t

of HEA O3] “Hd-ZITFF, “OLEQNZHIHOr,
‘PR, HEHOLFCHHOr, WS
o, A5t SORLOR 7Y 2PHE H(1=0§2
O3 CFOlM 7=D§Q JFCH)E Agsie] ot
SIES iiChe). HEAL Offis TRl oy 2

o 2EH M3 KON =28 527He] HBAL F 20
H2olo] S S5 @mol ol U 20| Hoft
HEAIS Aofkn ATt 20| AlSE S OIS

oot I EHHOR AgSHs HBAF

Wi 4
02 MBS,

oo 28
N gRf MMoMz 78 2HE H=E AES|
A} Srol QE|E UR|Ho|| WE AHR[e| QIZ1H, &
A, WA E{=Of CHSt 282o| 3714| T=E HWot
SICE. ARl Q121 EfrE= Low & Lamb(ZOOO)
9} Duffett(2017)2| H72 Z*IOPOZI ‘0 AlE2 Lo
§7|/‘|g ASSICP, “0 AHIE2 Alzje 4~ P, “0|
AE= 40| =Pe| °*E£ Z2ZE o, AH|
o] 7.:.%42_1 Eie== Mitchell & Olson(1981)2} Batra
& Ahtola(1991)2} Duffett(2017)2] HRE HIEto2
‘0| AZ2 ofHHolcy, ‘O] AMZT2 &uES OfBLYP,
“Lie 0] AlES Mesitro| Y=C2 EFs5IRien
AHRIC| A Ef== Putrevu & Lord(1994)2t
Duffett(2017)°I A0 +d L Beket] “Li= O]
ASS T30 £ 04 Q30| O'EF’ ‘L= 0] AlE
-_r“]HOF‘ HCP “Li= O| AIEZS CHE AROIA =
OfY0| QUCPe| g=o=z :@OP“EF AL S5

ot
T Crombach's alphas 0.8 O[0! Ze=2 L}

rLIIO

d

lo rN'

24) Osgood, C. E., Suci, G. ]J., Tannenbaum, P. H.,
[ 7he measurement of meaning No. 47)], University
of Tllinois 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

EtRIC.

ORR|efe= FA0|| AR 712|1 Ql= 2pile A4
o of ofet Me=S 73 2PHE HE=S ARESIO]
L= B0l 2l Mz ZORRICret “Li= B2
SHile &2 Fofeitre| g=e=2 FRt 2, s
Astd £90f thoto] SEGI=S oIt 22 CHeAt
of QASARHY Ed2 gLt Lol9| Hig Aot

—1 O
Aol gl AeE ==t & 3P

00
I_

& 3] VRS S

T=
‘gE(n=330)

=R
T

(=Ka)

o3y

g 20-294
g+ 30-394
9t 40-49M
g+ 50-594
3 60-69A|
S5 Y
a5ste =
EH‘Z!'I'— 3_04

EHOI‘% =0

=

Bl
169
161
73
67
65
60
65
ojet |7
67
218
38
330

0%

) [BIE%)
51.2
488
22.1
20.3
19.7
18.2
19.7
2.1
20.3
66.1
11.5
100

LI0|(n=330)

0|)\|-

o

5. g+ 21t

AE TH7 2|0l CIRIR! Z2E|E0| A} Stoj
Ol AIZ O[DjR[2t AH[Z} EH=Of Dj2|= &S
5] 2l510] 71y BA 2] At sfof REE U
OIS BfeldeH, 38 3308 & 3158
(95.5%)7} 2t Mint 0| RESS QIR[GH
LIEfGCE O Sl7EMe 2Helri2Mds Sl
Mg A=SI%LT

5-1. AIE O[0fR[of| chgt THF|R] C|R}QI AHat
QE[E x|
i e

O|D|z[o]| DIz|= F
Mg dAlSICE 1
O A} oro| RE|E
0J2|(B=1.112, p<.001)2
0[0j2|(@=.622, p<.001)0f
o Yo| ZEEIE Uz
Aoz =2

ool
1o

A}

gol ZE|E L|1Ho| AE
Sot7| flofl He el
<E HOf| AMAlE et &

g2 ‘;“El et AE Of

2
oo
1y,

I

o
=
=
="
U=

v\/



UzagrE 226t ZAHHon EUxEeE SHT
O[4ZIQ1 O[DJRIE k= ZHo= LIEIICE oo w2t
78 1-12F 7K 1-27F Z|RIZ|QUCE BHHOI| At SOl
ZE|E Uz4o| eefen M2 AHE 0|0jX|@
=023, p>.05), 8201 FHCHHQl HIE 0[oR|@
=174, p>.05), BEHsty EEst ZEF OI0AB
=-024, p»>.05), AFst Z0|22 AHZ O[O
=080, p>.05)0 EAKHS=Z Rol5tr| QUCt 22
2 7K 1-3, 14, 1-5, 1-62 R|A|=|Z| AR

o7 ZUE ZEOHH Mt 30| RE(BO| Ux| o
= AHE O[pRPt P 228 miet oMol
UEHY mf xot AASH, 2= MER, HE
240[1 JHCHAQI, Hietn Yt 2|R5i1 Z0|22
AHIZ O|0Z[ofM= 2t0[7t LIERER] QR4 O3Ad 7K
SHEAL 3 AHRIS2 M 2128t 0|0jZ|9] 2[0lE
7ty 3| TSI, Aut Sto| DE(ET U[HS
M 228e L0 SRS HIE 0DRPH P
CH LZiCt Of= AH[ZIS0| 7|20 Yo UH AHat
&o| DE[Et delie of Pen OI**R*OIEFQP s
0| le'_}liﬁ 577:|Z|‘— 7I-2-I()1| E:| OI 7/—\I£ }\|-
ZICt SESE AHup SOl DE[ET} °'z|°H9 T =7A2|
2125t o[o[R|t 2RI ojojr|e| HEE Hlst
A2t 2Uz3HS W= O[4AQl o|0jR| Eot St
= O|0]ZIE 4 3 L7 Ze= LRt

0 r hﬂJ

rl

[E 4] M= o|ojz|o|| et Alin} sto| DE|H Qx| Zn}

SEHe e 1B t(p) R* |F(p)
SHM-zist Ak &0]11.112 (9.574[.068 [91.65
DEE *okk Dkkk
OjMg&ol-Zbgzol (U2l | 622 |6.279/.030 [39.42
kK BFxx*
eHE-MER 023 [.241 |.000 |.058
HE0I-GICHZ{O! 174 [1.878.003 |3.527
YHSI-EHGH -024 |-.259 |.000 |.067
A|25-50|22 080 [.894 |.001 |.799

495

g F35PI Ll

b Fab=diad
+0jxje! ARl
28 | [ | | ==

|
Ii
HEHQ | B syl
st | st
A | goize

[ 4] M2} o] BE[E A3l WE AHEF olofz|
5ot Zat

5-2, AH[3} EQEO| Chgt TP|R| Cixfel Az} o)
DE[H alz|

2RAC] SHE T2 Ap} 31| DE|S U|AO| AHJR
EA=0l| DA WS 2251 SUsto] EheAaiaie

MS HARBIICE O Zat, <& 501 AAlE diet 2
Of AHup 5o| DE[Y UM AH|Z|O| Q12| EH= (3
=512, p<001)2t AHRO| ZEA Ef=(3=.436,
p<.001), AHR[e| WSA Ef=(3=586, p<.001)0
[Olet ek Dlale Aoz Lefton Aap 5|
SE|ET} U5t ARVt EYAIsH ARECt Moz
=2 IS FO| Mt | DE[ET} UX[EPE 4
HIZIO| QIR|A, ZEA, $EA BTt Slel= e
2 LERCE ooj| w2t 74 2-1, 2-2, 2-30] Z[R|g]
Act

[£ 5] AH[R} E{Of| Clist An} sto| RE|H U3| Zat
Zeue [sa8s B [to) R [Fp)
0122 Ef |AH} BO|| 512|6.357+*+| 031 |40.413%**
A Bz | 2EI2 | 486|5.642%+x| 025 |31.828%x*
—13|M
H=A Ef A8 .586|6.560%**| 033 |43.030%**
5-3. Ay} 3ko| Mer ZAFA FM

2fIE =T AMYE Sfo| RE|E UMYt AF

O[OfR] Zto| ZAHOAM AH

2t o] Mewo| ZHET
5]0|=(Hayes)26) 7 ARkt

\_

PROCESS macro Model 12 A2SI¥0, EEAER]



50002] 1Y, 4AlzH12k 95%S HYsto] gl
BoSeleloto] 2MsRLt,

cpil] SHESE Mt oo RE|E Azt AF
O[OJR| ZHAOIM Aint oto| =FE=uS FAet 2t
S| SHETZ Mt oo ZE[E ZA|E0| HEn
RIZEt 0[OJR|(B=1.1122, p<.001)2} 01440l 2
2Q1(3=.6222, p<.001) AIE O[DJR[of FLlgt EA
LS DRSO, Mt ofo| REIE Uzlgnt ol M

0l Zg4el AIE O[D|»|0fi(B=.2074, AR'=.0066,

p<01) Rofet FE DRYCE =W} Q= A2

2 LEfGiCt Mot 9ol 2E|EY} UR[geF o]
S0 ME 2OPF AU, SLRESE 0| =
Of T2 2Ot 32| UUCE At ool RE|EVH U

2[er=E AF OB[RP7} RIFst 220l Fotst
SO, A} gko| RE|EIH =Y
7t 21 018402t FIIGHUCY.

E
ol
>
J
2
oH
o
o
Pl

BHHO|| 2RI HEFZ At Sko| RE(E AU|Mut
S 25 AIF OIDIR|B=.1611, p>.05)2t OldA
O] ZMdAQl A O|0|2|(3B=.1084, p>.05) 72| &
HollM Ao] ME = ROISH FEE O[2|A| UUCH,
Affap Sfo| DE[S Ux|Mut Mo| MEEo| oz O
01R MSAEAE ROlst FakS O|2|2] Qlot Afo|
MSEO| ZAESI LIEILIR| QURICE 2iiIH HET
2 Aot Bko| REE Ux|gut @ele|n AMER AHIFE
O[0|Z] Zte| EAPIM Felofst F&kS Ox|R| it
(3=.0233, pp.05), A MSEo| RHFHBE=0058,
p>.05)2t o MZEo| ZHFME=.0027, p».05)7t
LIEIFR| QIQICEH 28l HEZ Aot Sfo| ZEE
U2t ME20[1 HCHAQ! AF O[0|R| 7o 2tA|
OlM RoO[st FEES OR[R|  ARUAD(BE=.1735,
p>.05), Aol M ZAFWRKE=-.0030, p».05),

ZH2HE=.0042, p>.05)= LIEIA] O

o| MS
QUCH e HETZ Mt ol REIE Lzjdt 8

ot Set A 0|0R] Zto| BAOIM L5t 72
O[3t Fets OIR[A| UA(E=.0243, p>.05) AHo| M

STOHB=.0494, p>.05), B0 MEELO| RHEI}

LIEILI] Q4(CHE=-0064, p>.05). OREIAIE 2kl
o ST At Bo| DE[S UM AR5 &

0|22 AIE O|0[R| Zte| ZAOIM FoDjgt 3

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

496

A (B=.0804, p>.05) MSEKB=.0171,
p>.05), &l MeEo| 2SI LIEHIR| UCHB
=.0380, p>.05).

AHOl
A

[& 6] apcy

M2 AT
olojizie| Zool & MeSE ZUED}
e ys2g ESE
e | M 9o QElS 9A18 «B=.2676
SF M p=.0012
OJAEOI- A0 | “43 FoI BES YA x(p=.2074,
SF M p=.0032
BRAIC| ) D) So| QE|S Aa|ST A8}
El=Zto] 2Ol AfD} Sl ZHEWE EAfst Ha}
4B} B0l P Asfi] Ao| MEEel ol
MBto| ZHFW Qe 2R LiErt
AHI2i2| Q123 B0 ZAwolol Mo| MBE
£ ROI3t FBS DIH2DI(E=11921, p<.001), 4B

80 ME RO S/RF= ROIO[GIAUCHB=.1494, A
R'=0048, p<.05). 9| METo| RASW} Tt A
SEULH RQ| S7HE0| SAH=2 ROO[YE Lt
EiHO| =E=apt HSEIUCHE=.1570, p<O1, A
R'=.0061, p<01). 49| 4S9t ORIVIAZ AH[z}t
of go| MeIt ZORUaE Mt G| RE|E |
ol E AR Ef=0| SVH20| B =O0RlE A
O LIEHCH At gio| RE|S UR[Fo]| TE At

3 AeEo| ZzEWE A MET o
-1.3012(M-1SD)RE  1.3012(M+1SD)2|  H2{0{IA

25 QO[5 Zupt 9l 2002 Uelict. ofs At
30| e AV Tfet 48RO QIR EH}
el ABAO| AfD} o] MBI} OISR
A} 30| DE|S U0 G2 QI =0l E7t
20| G2 £ORIE Zi0= ekt

AHIRIO| 2 EH=OIA
£ E7Eo= Qo0[sIgOni(E=2187, p.001), A
o MEEet 4EAR0| T2 RO Z7fe Solufst
04(3=.1668, AR'=.0049, p<.01) RE=E1I}t YRACH
AHRI0| Mo| MEEIL ZI5IRIN At go| el
Ux40| AH[RI0] 2 Ef0 Dxj Yol HaO|

oo k
A}

ZHBOIOI Ao| MBE

o

Y SIS, Mol Moot ZO0RISE A
o ZE[E Uzpgel SIiof e ABRe| ZY
=9 SVKE0| 2E FH0lM =ORKICt At

E|Z0t 225 AHRIQ| ZEA Ei=IH &1

&t

EX
2
AH
Al



I} | REID} BUXTLE AHRIO| U BT
Jb oIk FO| MBE 5 ZH0I0] Rofstn(
= 1576, p<.001), ABAR0| M2 R'Q| ZIjUE £
AHe= {o|ofste] (3=.2105, AR=.0091, p<.001)
ZHEW} UACH MD Fo| DEIS Ui W2
MSEo| 2ALESNE &F MSE 710| .0000(M)
1.4013(Vi1SD)OIN ROIBI%HD, & ATt Y
The AR} 3| DEIS U] AHRIO| LA
S=0f Ol S Bt SEC ol Mt B
DEIS UAHO| UXTLE AHR| ZHH EI}
ORI ORfs S FO MBI} US T
2P} 9SS ODJBICt AfDt 30| DE|ST} U3

2 AHRO| A EfTI} =9t A} Slo| QE|Y

7f SL2[E+E AHRIO| ZYA BT LA,

A8jie] HEH EROIY A HET
Fekg 0|3 (B=.2175, p<.001) M MSEo| ZES

o= ReolEI¥em, (3=.1935, AR=.0061, p<.01)

njo & ook

e

J

3ol
i}

L

w2l

oII N

2H[IO| Mol MBIt STIGHHAM Mt ko] REE
22|'40| AHRIR| WA EHTOf D2z 20| FO|

Y SIIGINUCE Ol Aol Syt ZO0RIAS M}
| ZEE L2|gol Si0| WE ARl WSH
B0l S7+20] 2E YHOM =O0Rl= XS LIEHH
Ct Afnp ofo| REEVE LR[EeE AHRRIO| WA
EH=ot = Mot o] RE|EDE 2 2R(ErE 44|
;(l.Ol oHEZ-l EHE]'. l.I-OH:_|> %O | ﬁﬁ EE°|- AHl;(l,
Of A=A EH=OIM RlEt F&S DIH204(B=.1655,
p<001), & MSE0| ME =E=} ot R[0S
CHB=.2210, AR'=.0092, p<.001). AH[Re| gk M
St SVtolHA Alnp go| REIE x|/M40| AH|R}
of A=A B0 OjR[= FO0| Y SIGIUCt. &
Moot SIS Mt ol REE Y99
57}0“ ME ABIRIQ| WS Ei=O| F7k20| 2E

AN =ORl= XS LIERHACE At 0| 2E|ET}
"a'ZI%*—'—% AHIZPOI WS B ZUD A1} S
ZEEVE SURYSE AH[RO| AEH BTt
ct.

9l

Lot
= XA

497

[E 7] 2Mig] =321 A} sto] DEH Qx|An} AH|
2t E=Zie] 2AOlIM AMn} o ME e Mgt
TaHS ASRR 2EEY
OIZ|M Ef |Alint SO DE[E U2|A|B=1494, p=.0103
x M MSE
232 Bz (A} 50| QE|E 2x|A[p=1570, p=.0038
x M MSE
SHEA B (At So| DE[Y Uz|[M|B=1668, p=.0092
x M MSE
QIZ|A Efi |AMin} Skl RE[E UR|4|B=.2105, p=.0004
x SF MSE
ZEA B | AMinb Sfo| RE[Y UR|4|B=.1935, p=.0036
x SF MSE
SHEZ BN |Anp SO DE|E UZ|A|E=.2210, p=.0004
x SF MS&

o) U 2

2 oL o7 BNE ABHCR UEP ¢
Sg ZAle} 227t Unlo] DRNAS Jjoz
o AFBE THOR BRTAIE OIBE(0] &P
25131},

1T

M, AE T ROM CIR[RI Z2E[E9] A SF0]
I2[Et2 AH[RIO| OIZ|2 ZAA SHEH EfTr}
FAIZ|QIO AHn} SkO| ME T} °_/,\_§ ANH|Z}F EY
E5 ORI A SOISIG, ASH o7 ZAL

S5 A4n} o) DED} YABS 1) 4B
30| & A 2E 7t 2tk R/elojet 20t
7t LIEFHCE Ol= A gt At gkl z[of ME
S8 =it e V1ot YAlske Al O[BIR[7t
SHIAP(D27), Bt HRHE OjfR[7t
Baic Ef=Ql OEEE28) QIAI0| ThA

AREE FE AFL LRloke 2|

mO

rulru |-n ool'

ARt 2B
UEIRS f
£|2{o0p9),

27) Cirrincione, A., Fstes, 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., Dauce, 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.



| 320 this 54442l
o] Zef URKECE A}
M2 AHR} M} S| MSE 2
I} A Bl MEETL =2 zuzh-n_}
2RO A EiE, A EHE
O[Tt 2B[RIO| HEH EfEO| B Tl eE2kl=
ARRIO| dtiHe= 71 HEE AFo| Sdd &l
MSE=ot OO, ZH-_r”JH o, = o 5

Fd 9 2H|2t
S Z5h|| ke == 7102 AlZECH E5F Mot

_f,__
rlo

—

[

ol M=ot AHIZF’I Q2|A E{=EC AHIZF’I al
YA B0l o FeE F= A= LECE Ok

BR[O Au} Qo] Me&Yt =245 AIZ0l Chst *d
Sop AHRIQ| DR S O|T= AIZ0| AHJR}

7t QA S ARIEEH =2 FYE F= FY
= 20l A2=2 LEHCH, AiE 7 (R] TIAR! Al
2HIZ[Q| A} &o| MO S AESHA| 245HOF BT,

SH, 2RSS M3 g0l RE|D} AXTLE
AT5D Z4EOID, BUXTHE S OO}
D IR WM T 2RIE MBS Sa

MU

o AHRRISQ| o MSEE mofst] it
AHALO| Ti7 X2 EH25H= Z{0] &R0 E3iC.
FNZ{01 HIZS B2l B o) AHab &0 RE|E:
IZ|A[H 2 ol2 ol
PoAL BlO| DE[EV} QUz[E4E AH|RIO| EHEIG

lzl= 712 DE|EI UGS 1 AE1} B2Hso)
2140| £O0RRl= S QJofsit Mol RE|BE U
20l tfst TME HSste AEE o7 Wl Tks
2Rl 220 UAOM Ll=lds = 4 UCH THPIR| R}
OlOjA] M7t E5| 2% A2 2k2317| W20
20| 225 AZTZUSE M| MY M2(of cfet
M= Ofstisk= X0| SL23tct

Am, 2 SoME dEel oS

r\.l

o
o n
Hmlmrlrrﬂm&l'

o|i mo oN ]

1=

o

r> 0% r.
0

0

sie32! A&

o= SHsIY| 12| eine| ZijojMq ZED 2
Uz|Aof| W2 2HH EE HFHORLE W=
2 AHRRISO| $AIR G20 & AUD Chd 4
Ql= E20| 9/ Flo| METI} 295 Q42 22
SHe CHE2Q! 2f2i0] HEZ0P| Theo| So| MET
7t Mo| MBTHCH ZR5PH B 4 Tt TR

HEZO| EAMA UAIFHe REIT} EU[SHe RE|E
20} of 2roR 2RSle 102 AlREC) £ o
To| ZoIME LIEIER] QRx|ot Z2f opfelt &

o

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| DBEOIAN DE|Eo| Az|2 25i0] B2HC o|n|
AIE AASk= AR{IS2 CI2A 2E[E2| SUA|0f| T
2t 23 Hojo] 2015 MEA RISl S 2
M SHAE Al olelds E8sh TRl Eit &
HRIZS| Vg =T + = O[oj[oi|A
QL A|ZHA ojo|Mo| ZAA EH= MBHHTIO|A O]
0| YSE v A=20B1), THEAOH|A SHOjLt 7|ch

OI|-

2
.
2ot

O
iy

Si QUE Aol SURE Folf G O0RIE ¢
ABHD Ol2{3H AjZHA ooIMe QE Q= A Z+
42 HH5I0B2) ORI DRFYC2 0|0| E3tEl Al
o /Y FHS HRe= dYE T 4+ U [2UM

ZEE S0 T2 S¥A 20E 2| Q6
JMIH SOIch 244 CfjH| O[2I0f| 244 Offel BiAH
IH7 2] CRIRIQ] 2L} AH[ZIO| 2EIBE 21YZo
2 =S W9 B[Rt B0 ogt 24 9t E

26ttt

= S Mt glo| REEUE Fa Al O[DjR|et
AH|IZ} EfEE ATHEORA A|ZtT} S2Zio| AS2FR9|
ZOMS CiZIZIA E2ie FEL|H0|M oH2iol|A £
sld M2 E3) 2oz AZ51D ofsicks

Ol ole7t QUCt. SEt Ajer 8710 2Aldnt OIS
g5t CIRII0| AH[RF ERj0| Ozl= Fgol 2t
o= slAZo|9lonZ 55 27120] of
% ZH0l2h AbREct
=322 5HA5t
o zistsio) TR AU} HZOlA] LIEILR= Azj

9l 3i7|0| BE|E QUz|Mo| HNIE oIz, ZkHA
&4 Bi=0f 2714e2 o MEskstin eI 0|9|

[a—

00I|

o] T2 AME=e| A=EES 285t $4 79 TR
40| A7|ejn| 2 AHRAE0| BBk A

¥ o7
A =2
=

7 WIS 7|CHetc,

Yol| 2l 712 A== 28E

31) dare, AdA, AlZe] Fojabgola] Rzsle] et
AT, AFUAle|ATIRRRISTAT, Volds, 2014,
pp.125-138.

WS, ) S8 B89 BALCAR
oleld £, FETARIZIIEIRIA, Voll6, No.3,
2010, pp.61-73.

32)



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. 2ys, WAl pI7IS agst
SRHECIRII0] ojoj HE,
SIRCIRIRIZSISIS|Z|, Vol16, No.3, 2010.

4. Y2, oM A|Ze| 2|yl FE2310
o5t AL, HFLAIOMTIZRISHAT, Vol48,
2014.

5. Batra, R., Ahtola, O. T., Measuring the
hedonic and utilitarian sources of consumer
attitudes, Marketing letters, Vol2, 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, Vol38, 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., Delplanque, 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. Putrevy, 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, Vol33,

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, Vol8, 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://Amwww.rekorea.net
34. http://mwww.koreanclick.com
35. https://imwwv.kats.go.kr

36. https://mwww.pantone.com



