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The Design?Marketing Strategy through emotion—oriented categorization
(focused on Korean traditional sauce)

ol §2lx, FEA, WAE
AR E OAJAAZ LS », AR ST AT, AEvjstn AY s

ABSTRACT

¥ 3} (categorization) & AF YA AAA wl§- F 23ttt HFEE {3 uhet 202 Aol =21 7
A 9] Aol of whet tAFQl Al I QI 2 47} B2 A wigtE ojof &) wFolt}. B3] RFA Y AFAUe] Fof
Hol AT xpHEr 3 A= HAFEHAAo] st & B4 FAMNAEE vigo R AST WF S
Asta A stale] 2uA AFAA YRS AFok o Aot # A& §HY AFIF () kol FAR
SAF (3%, 94, 354, 2%, D E AL e BFAFAAY 133, 9%, I, 24, 184
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o AL EFE g A AR oF TAFE AA st HHo] vt AFAF S ATUHECE & AL FFHAF0
Q9 g /b 7| 2F0ln Fo% AFE T2 sholn E SNt ol ZAetd §F 9 Wst2
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A A i il
T AE [48.7%|12.8%) 0.0% | 1.9% | 0.0% |32.1% | 1.3% | 3.8%
5D [76.4%]0.0% | 8.3% | 0.0% | 0.0% | 2.8% | 12.5% | 0.0%
EIE |64.6%|15.9%)| 4.0% | 0.0% | 0.0% | 8.1% | 4.0% | 4.0%
W |57.1%|0.0% | 0.0% | 0.0% | 0.0% | 17.9% | 25.0% | 0.0%
HIT [37.8%42.7%) 0.0% | 0.0% | 0.0% |17.1% | 0.0% | 2.4%
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