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7192 Hidele 2e2 WAt (Barbara, 1984).
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7 3. Avale) RS AE SA48E A
TR A (+)9 <& ojF Zlojch,

2.5 7|29 YEMR|RHY 21t

2.5.1

Jp-

Add Atae) g9 AFHt

2AEE PN AT A 40
e EAE d2sAU 478 FFANAFY] 9
ol aF AFol drht Bol xFH] JetE 1
A €.

A Fol 74

(consequence) L8|1l

¥ &4 (attribute) ¥ 2 Ad

ol& 53 7tA(value)

AASA M348 H12 20059 2%

Gotol chet ME 710l xojoy 2E AT

o dA%E dHste ?—L-%X At&(mean-end
chain)o| 2ol oJstd & AFol dg A
AL dF AlFel 7L ;’l% 43 3 £40]
FE 8Y(&F, 7158 23)FHY AZ2%S Foto
A FA 4 (product knowledge) S #AE D, o] &
ol F& TY(F, AR Aol 7IA(value)
g} A= o] zpopA 4l (self knowledge)S HA 3}
2 B3 It Mulvey, Olson, Celsi and Walker,
1994). o] Rdol 9t A Fo 9sle ruizE
o] @& ZHAZ} AFAAN A2 e &
o F8%s vy, aHAEL Fol AF9
TFAR A48T E o] $42 BiA 42
diEe 2, @3’%)501] o #4E Az
o1 & °‘E} 9H‘450} S-23 Algd| 93t

S kiis ﬁ*&*"ﬂ’\i Gutman(1982)% o-53
At&29 (mean-end chain model) S o}-&3
st oA, *BIX}CC’ hetS «‘47}%} o, o
YA A5 71-:-0}04 Cis X} & A
£4& FAEA Ede A3t =



A& A (market information)d] 9& Azte &2 A1lEe] dste 1—,1;1?,5_ A EE

2 oE ARYAAL B8 ATdE 4 & A WA o] AFH Bdd £49 HE, 19
e on|gitt, b £4L AuRbl AA AF °olE wEe=E 1V“°ﬂ7ﬂ Agd FEet JAEHE
ga) Bogy N HE S48 vh  £A4TE AR S AXA Ha, ol Faéo &

< 33

8 AE &4 FuvjHE %bﬂ AZHE 2484 A AT Ak Hrte FYsA Ao weby

e Aoz A¥ste AL JuldH(Sapiro  AFH/MAHAMY 48 Alne FHYLE A

and Spence 2002). E97te Q¢S vAdn B & Qled, AHATE
Z 74744 (sensory attribute)o]@ AEFe &  5F AFo dial Boh 3FAY £48F s

712 g=otAl AHg o0 232 I BHE A3 o olE B AEHsE Y 394

AT} o] AFEL AR A Aggoay & 4 RoZ dad & Qo
g 4= gl AL Yvlske A2 (Nelson 1974: et g 22 pEE AR E 4
Wright and Lynch 1995), o3 Ad&AHL &
v)zke] AFEH7LeE vl wel| 83 Jge vt 74 4. ERBA Ao I o] 35
e, AFE HAY ANAES AEE ¥ 2 AZH A(+H) FFE A
A" PR £4E 7xE £48 Fold 42 Holt},
g gojozmel FAH £48 A

HGutman, 1982). Zelx ol FYL £ ojge) Mg FRe B A7 WEE =Y
FoXE 489 Anz Fosided, 24 o2 gofstd (a8 DI Zrh

R ot
]

(38 1) HE gololl et gv|=nt

H1

¥2x
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[s)
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=R

ANFQEY $RASAA o
Abell g ATEAT & ]
3, A eta3e] P15 %}1 @E—oﬂ o gE T
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SHol FEstn 25A7F B 1149 HEAE
AL 201709 HEAE ddo2 £4& HAE
At SEAEY A EXE g 999, oz
10299 £¥E 2o}

2 AFdA Z A5E S50 98 o] 4%
T AgdTE EdE syeH, A85E BEAX
2% Lisrel 8.52% o843l A5t

u

3.2 F2 Hol £Y

3.2.1 &9 28

o2k
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II.
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oz aulAgY 2e 3
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2&(cheerful/displeased), *1&2/& 022 (at-

tractive/repulsed).
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3.2.4 AFH7}
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MEEA AFE7t AeE
Keller®t Aaker(1992)9] %
AP =S 14**%(1999)
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Ith)o ohsf 7
hz 53
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7l AHEH |

o AFd g =

é}

2

12

V. 7Id S

4.1 Mgl Qo2

Mg =S FAstn sHEIN S HES
71 93t H2ldA(Varimax) S| A &AM 5
4 8.9¥4 (the principal components factor
analysis) & AAEHT o 2AENE F3ld
71, 38A 1%, 440 384, AEEY
FANIzY 22 getsidt. 1gn F&d 7
8909 23N E HFs] Ak Cronbach's
alphazhs Fatch. 2440 U9 (& 1ol
A B vieh 2

HolA e vkt 2o] 449 89 F B
o 69.5%% 49stn gow 2 gdl) A4
F(a)e 0.83914 093402 Uehby e )
AUy $7% Bgn
4.2 BEEigNe 2E

AR 7B &4

394, B W Amgel
E3l7] #std Lisrel71¥ol &
A (Confirmatory Factor Analysis)
23 2JAEM L Bl thete
2 7}3}1] ge El-/wx% _g_o]\ﬂ/};]
A7t AR x| BE o€
MRS EdE nE] $Ed
zdg st & o 2 7Y

27,
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A
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'L'_‘
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MRt MEE7I0l dist ME #0le| Anjol mHst A7
(& 1) TAPHalel SEEIDE A2l 23
s 2
24 0z 2392
1 2 3 4
AF 274 5 et At 0.878 - = -
AF %7t 4 sestn A 0.872 - - -
AF 27 3 Shgdl £ 0.813 - - -
AE B S 7bo| 7t} 0.741 — — —
AF 97} 2 £40] 30} 0.724 - - -
F712% 2 Fo/ vk — 0.849 — —
er2g 1 g/ 89 — 0.846 — —
Pzg 3 /35 = 0.829 - -
P2 4 fHA/8 e — 0.747 — —
TR 71E 2 30 — - 0.860 —
294 71¥ 3 aat - - 0.857 -
294 1% 1 =70 %t} = = 0.174 -
234 7% 4 530 = - 0.656 -
S4%2 2943 eAd - = - 0.817
sm g2 e - - = 0.770
A 384 1 A — — — 0.693
A#*(Eigen Value) 6.772 2.696 1.762 1.373
A #2H%) 42.326 10.570 9.438 7.207
284 A (Cronbach’s a) 0.9340 0.9157 0.8360 0.8816
(E 2) Tahzle] dmals BRSO
L O A I P )
AT 100
&3 Ay FFA 71(0.05) 1.00
TR IE .59(0.08) .44(0.09) 1.00
g7 .67(0.05) .46(0.07) .38(0.09) 1.00
(e 2F2A
o AN BUNGE WS 2 4 gk Ao
e FAERlS BEERAe] 2AEE 2

Feisto

I+ ®34A 13 20054 24
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et Holy - A

4.3 dF7pde| HE

(maximum likelihood method)& °]-&3l3t}.
Lisreld #3243%= (X 3)3 2t}

A#Ao2 AAAQ BRI AY: HrpAE
(& 3)e AAIE vhe} o] 7|ZAFAF(GFD) =
0.90, 2ALe AP HEASS] o] FZ(RMSEA) =0.062,
HEFATAF(NNFD =0.97, Hlud 32 5(CFD)
=0.982 HlwA AL 57U A2 Yehu

(E 3) 728 20|

4.3.1 @MY A5

B Arolla dAe Ml A% 2HE o
(£ 4t (T 2ol vepd vis} Zo] e A
Bl B(+)9] 9% nlAe Aoz eyt
71e AEH7 AAAL 9FE uiide 7 1
2 AXHAT. Wl A 71Rd dE dF &
Aol gk 7Hd 2-19) 3§ H(+)9 #AE Holn
o, ZlEel F:2E AFHPE Al
7H 2-29 AF= B(+)9] BAE Holx §lof 7]
To] F25F AT SFHc R et

= AFe e A A 7185 Bl AF

oft o S

it LISREL 3|

T-Z523 (structural model)

22 28 (measurement model)

L2l LISREL ##x) xZox %43

B LISREL #% 7] xEeA 154

Vi 0.34 0.085 395 | A 1.05 0.076  13.96
¥a1 0.56 0.14 412 | ha 1.00 0.065  15.48
iz 0.35 0.11 330 | Ma 1.06 0.079  13.49
B3 0.34 0.17 203 | ha 0.73 0.066  11.06
Bos 0.64 0.16 405 | An 1.19 0.077  15.52
Mai 0.95 0.071  13.48
Man 1.32 0.069  19.25
R*(m) = 0.72 My 1.19 0.077 1548
R*(nz) = 0.40 M1 1.31 0.084 1554
R’(ns) = 0.31 M2 1.28 0.093  13.58
A2z 0.54 0.089  6.02
Mys2 1.03 0.10  10.04
M 0.62 0.12 5.94
Ayas 0.63 0.16 3.97
Aya3 0.54 0.15 3.67
Myi3 0.55 0.15 3.65

CHI-SQUARE WITH 97 DEGREES OF FREEDOM = 180.77 (P = 0.00)

ROOT MEAN SQUARE ERROR OF APPROXIMATION (RMSEA) = 0.062

NON-NORMED FIT INDEX (NNFI) = 0.97
COMPARATIVE FIT INDEX (CFI) = 0.98
GOODNESS OF FIT INDEX (GFD) = 0.90
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2H|Xte] MESH7of chEt HE B7|2 Zojof U dF

(B 4) 70 H5el 2%

AR | AR A
EEER R : felE
7t ¢ 9x | Ax | gw | TIT
7M1 71(&)) — AEH7Hm) Vi 0.34 o) p<0.05
7Hd 2-1 71(8) — 283 71%(s) Y31 0.56 0 p<0.05
7Hd 2-2 71%(rg) — AEH7Hm) Bis 0.34 0 p<0.05
7Wd 3 334 71%(ng) — &4FE A9 2348 (ne) Bos 0.64 0 p<0.05
7V 4 2334 AnY I () — AFH7H) Bz | 0.35 0 p<0.05
(a8 2) 29 RN diRod
0.34(3.95)
1§
AE H7t
A 10])
RS > : fold Az

% Ukt S 247 S489 sl 45
o] £245 ATH] A G WAL A

o Ushdth & 347 Jl¥e 48 Anel
iz 1

Ao ek} 714 33 K 4 A,

AYUSI H347 M15 20054 28

GERLE

4.3.2 & -3 &3 vlm

] EREHL BF
ol g AxE

2 a7 FAMdE A -
3} A2ASTE 7122 e,
(E 59 AN A

g719) AEF7t) dg g AHEH0.34)
g 718 B HEA(0.32)2 WrolxEd
AFH7te dig FHEAE fReIhn BHEd
ol MRS EAAEE AHE FEAE &
o slef, 71Ee o5t Qe oA dve 7E
9 o]#(Lee and Sternthal, 1999)% zZ& o

15
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(% b) BF3} HAZAITE o|2st Azt & - 2iEZ 02N Zn)
LR e ol 7 T
EYus FE0% &7 AE %7}
o 43 7%
2 o Ane 3R | AdEs | wyad | jas
=Yl 37 0.56(4.12) 0.34(3.95) | 0.32(3.76) | 0.65(9.06)
AH I8 0.64(4.05)  |0.34(3.95) | 0.22(3.06) | 0.57(3.47)
ERES &7y
el 284 0.35(3.30) 0.35(3.30)
R? 0.31 0.40 0.72

( )= t#d
o AFe b AEHs AHAom JFgE

g, aHAES
BHRE AANA B ol 22 FeaE S
ol gAY destd AEARY S Axe AAH
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19 FAAY v ETdE 718 AHAA} U
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The Effect of Pleasant Product Scent on
Consumer’s Product Evaluation

Nak Hwan Choi* - Min Taek Kwon** - Hyung Suk Kim***
Abstract

The basic appeal of marketing is moving from customer satisfaction based on product
function, benefit to customer delight led by satisfying customers intrinsic value, aesthetic
desire. For that reason, through not only material stimuli but emotional information faced
to customer mind, emotion marketing meeting customers emotional desire is required.

Of emotion marketing methods, scent marketing stimulating the sense of smell is generally
used. Even though the importance of scent marketing is getting increased. a research on
scent effect in consumer evaluation and decision is not sufficient.

In addition, one of the emotions, mood is an interesting research subject in consumer
behavior area. In consumer evaluation and decision on evaluation alternatives, researches
on mood effect have been conducted in several ways. Because this research tendency is
mainly related to evaluation by memory emotion on a brand, by stimulating consumers’
emotion with emotional appeal, their mood is improved, and a research on how the
improvement affects product evaluation and purchasing behavior is needed.

Thus this research examines how product scent affects consumers’ product evaluation and
tries to give right answers in the following questions: what kind of factor withdraws mood,
whether scent is a factor affecting directly product evaluation, and if indirectly affecting
through mood, whether mood affects product evaluation through positivity of attribute-
related thought on a product or has a direct effect on evaluation.

In result, as an information, product scent itself positively affects evaluation and forms

positive mood having a direct influence on a product. Therefore what we know from the result
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is that without logical decision-making processing, consumers often tend to use heuristic,
simple processing. Thus there is a high possibility that consumers having positive emotion
by product scent evaluate the product and make a decision in accord with their emotion. In
a good mood, to keep their hedonic emotion, related elaborateness is constructed within
positive attribute category and this leads to positivity of attribute-related thought which
results in positive effect on a product. This result shows that the more consumers current
mood state is positive, the stronger attribute-related thought is forming. Also this reveals
that the more the mood state is positive, the more consumers control positive attribute-
related thought.

This presents that information processing and evaluation result can be different in
compliance with consumers mood state, and when constructing marketing stimuli, consumers’
mood state should be considered at purchasing point. Thus advertising media, program, or
delivering condition of message which are capable of affecting consumers mood should be
considerably checked and in building POP advertisement strategy of a product possessing
inferior attribute to its competitor, favorable evaluation on the product can be carried out by
presenting events forming positive mood and using preferable advertisement media.

Also when evaluation of proposed stimulus is in trouble, this research finds that the prior
theory indicating that customers tend to do heuristic treatment to make their evaluation
easy is expanded to a new area which as a heuristic cue, mood putting in information
processing affects output processing of information for evaluation. This fact is expected to
have application to other domains like organization management, operation processing,
transaction, etc.

Despite the above suggestions, there are some limitations, which at the same time,
present the following researches hereafter.

First, by limiting a research subject on mask product, the findings generalization is
somewhat restricted. Also to increase external validity of the result, other product and
service had better be examined.

Second, although positivity degree of attribute-related thought is used as an influencing
factor on evaluation at purchasing point through scent, other factors would have a
possibility to affect evaluation. That is, scent has different influence in accordance with
product complexity and consumers individual personality as effect factors.

Lastly, the experiment subject was limited to students. In evaluating, the degree of
mood-dependence could be different by demographic traits.

Key words: Emotion Marketing, Scent, Mood, Attribute, Evaluation
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