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Abstract

This study investigated consumer's fragrance preferences as well as image, color, and TPO associations

with fragrance. Eight branded perfumes of four fragrance families were selected according to the top note

(floral, fruity, green, and citrus) as stimuli; consequently, fragrance preferences and associations were meas-

ured. A survey that included a scent test was conducted; subsequently, 186 responses from male and female

consumers in their twenties were analyzed using descriptive statistics, independent sample #-test, paired #-

test, and chi-square analysis. The fruity fragrance was shown to be preferred the most. The perfume itself

was associated with cool image, blue or pale tone colors, summer, and casual occasions in general, while a

citrus fragrance was related to warm, winter, and deep tone colors in specific. Fragrance associations could

be utilized in perfume marketing plans and activities such as advertising and packaging development.
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FE ¥ (perfume), 2 J113&‘(eau de
perfume), S’_E—‘,E—%_"EHE( eau de toilette), L= Z 77 (eau
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3 ASE FI8E B Tk G FeE it s
g A% At = 7] A ek A (Baik et al,
1999; Woo & Cho, 2003; Yoh, 2005) 7)) AR A%
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T F AAEI =2 A5 A Stk ] A 3o oM e g AR AU FS T AS 2
ol thek 7)1 % A7-2A RE 7 & B E ol il ' zpol7t gloke A 2ot loenz
o2 AT 1S A, AFE FH 9} A (Lindqvist, 2012) 9 52 tho= 3+ A3k 2A}
HYE flal] vl 7K AIGE AFE2 SAE AlglstaL 7Fed Aoz A 2E AFELS <Table 1>
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6559 FFE AAAoH o5 F =E, HE = & A2 A s7] Y8l AE Aejrto|= 199004 F
E, Wo]x xEE A3 FrE T o 7H 2I7HA] A FE3 T FF 752 v Mg &
Z 9T A e AL T A st & S IFsIEAE A3} A2, HEolA IS o
LEY Aoln= 6552 &S Song(2004)2] EFol 2ol 7k YAl SHAZE §RF0 2 A o] Zjo|E A Z}o]
7|1z38t] F =E 7] & WEE F derte] dRFeH, ATAE 23 F

= 2938 A3}, Song(2004)
AL 28, 22, 43| =,
AlzZd, eE|de, 2ufo|A], ZRE] FAZ, A ERf,
24 Y (oceanic), T-Z " (gourmand), -], EMEEL-
|t (tabacco-leather), U] 5 =7 7P =& 22
g, Z2E], 2, A Eg 2] v 7R AES A} 3
o2 QAT ol & 7hollE )9 o] A

g Fdsish 2249 28 Y82 3 g
Star spAkeE =719] k7o) w(Woo, 2005),
2 U ol wH F 5 o] 7hzte] vig
gro]th(Song, 2004). 22 $z4:2] A%
A7) 71019 (Woo, 2005), Al Ed 2 HaRel &
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A |5A ) AR A A =5
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E 67141 (v2, V5, v8, v13, v18, v22)2} # Y (pale) = 67}
A (p2, pS, p8, p12, pl8, p20), H(deep) = 6714(d2, d5,
ds, d12, d18, d20), 2] 3L 314 3]A 4.5 7Moo
o, o] 5 AFo| 5 HAA FAx|d] H-2lsle] FAE M)
& A=A
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3) MEX| Mzt

ARAE Y ) AFEE @) AN 2 7
TS B, A3 F AT Fe S 1) 23,
amlApe] 4 2] A stelet] 1% 27 £, 9
TEA Mg ) BFow T G 2] 8
2 siels] sl P A AT, F Af AEES
ARG O AT B4 AHE AEE A3 ALS
314 ereth, A9] A Stk 7R AR Rt 4
F AR, G Abgae] Tl ) 38 F s

of ZAatgitt. olulx) Qake ATk Lo
S48 74 RN ER S, e

Table 1. Stimuli for blind scent test

. Selected perfumes
Fragrance family
A group B group
Floral LANVIN Marry me! BVLGARI BLV
Fruity MARC JAGOBS DAISY LANVIN Jeanne
Green LANVIN ECLAT d'ARPEGE BVLGARI OMNIA GRREN Jade
Citrus cK one Apparition emanuel ungaro sky
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A7 (Baik et al, 1999; Woo & Cho, 2003; Yoh, 2005)°]
A AHER ole] 7 AL Abgsted 4319 AR
2AHE AAIS A3} SEAEe] W golshth ¥l
AL AFH oz NG Aotk A Ak Az
2170 AR 5 ShE Aelste] EASHES sle] &
Y9tk TPOE A171e] 35 A4} 812 5 A7)
F 7K 12E A g3l ARANE B, 0B, 712, A
& N, 35 F A7 E sk FolM @ b
A% NS ek Aas s 49 7 7
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Zol| A, e 074 ANFY, T 9] Al 7R FoA
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ATFA W B Ay AFE S5
AL e SollA, A¥ i 10t 2000, 300, 40th
ol Fo 2 AAg T AP EE 3T

.AESE  BA

AR O 735 A thoat 4529 A
S71olA 200 20148 ThgOo2 ARIE AN F 84
12 mAys)e] AaHIT B Al 20099] v &
ulA} gl A7) SRAT S F719) A
T FAShE P BACE A2 D A A
2 ARE} BUY 3 shiol Saklct A ge w1
Fenw ol g G5B AFA] 45 =2
AR Aol @A 222 P8 R

= ol Folgith. 2 e WM A AAE F2AA1717

2 E

R
=
-

o

o & o fLopR
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1>

-

Slol $YAPEE P58 AN 241 22T
NS B AREAT} o] FolHov], So] 9B
A AEAE 7 AN J5san.

A thge] ARTE RolAL AZE Sl Be
HRA AT AFH O AR B4 1865
2 Abgstaith AR 4EA9) $UAE B 1049

(55.9%)2 914 8278 (44.1%)°1 AT AR T A 447,
oA 299 0 2 % 739, BATHS WA 60, o4 531
o2 F 113gelle, 7 Hdel vk A e
Azl froleh Aol 7k vehbA] @skeh(y’=927, p=
336).

= B
FrolAlFEA 52 A 7IH S A8t R85 B4
SHA -
Iv. 23t ¥ =9
1. 87| M&

20| AFEe] g4 2] S <Table 2>9 o] Lie}
st AR A 02 SH AR E 9ol 7MY Bk
31(263%), TH-o] AE MM STk Selg)
Th42%). B A5 115 A AgEA etk
SHE B P I $9) S 5

=7 e

(SIS
o

Table 2. Perfume consumption behavior

. . Observed frequencies (Expected frequencies) Frequencies (Percent) .
Variables Categories X
Male Female Total
Never 32 ( 30.8) 13 ( 15.9) 45 ( 24.2)
Rarely 17 ( 16.3) 16 ( 19.5) 33 ( 17.7)
. Sometimes 28 (1 26.9) 21 ( 25.6) 49 ( 26.3)
Using extent 8.509
Often 10 ( 9.6) 17 ( 20.7) 27 ( 14.5)
Always 17 ( 16.3) 15 ( 18.3) 32(172)
Total 104 (104.0) 82 ( 82.0) 186 (100.0)
None 40 ( 38.5) 17 ( 20.7) 57 ( 30.6)
One 41 ( 39.4) 29 ( 354) 70 ( 37.6)
Number. of Two 13 ( 12.5) 25 ( 30.5) 38 (1 204) 12.816%
possession Three 6( 5.9 6( 7.3) 12( 6.5)
Over 4 4( 3.8 5( 6.1) 9( 4.8
Total 104 (104.0) 82 ( 82.0) 186 (100.0)
*p<.05
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o3l A5 a2 sl HiS Al B A,
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= Yi et al.(2000)0] H.& b}

o] =Ak 4 W 168709k 2l P Wt 436709 T

Ql 5.0471 o o]
of| I=. Kim(2009)°] 50.0% Z =7} 1~271¢] &

mA)A]

3ol Qohar BArdE Ao ek7)k )R] x| &
ZAF Aot g@Rte] AFE] AF Ato] ol B A

of Aol &

$RAEl

Foh= Ao, @i el A%

]:/\e —}J\—%

gl Aot}

she o A83E 7154 9

NG G2 F oW W18 7V sl

] A= ] /H 3} A= <Table 3> ZEH:]. A u}ﬂ oz=

A
=5 gl i

H|s=3k & o] s & BTt 7tolA

b 57} 29k Ll 5ol el
24 A3 A

3 zpo|7} QiR BR1517] $lte] v 7H4] ol )k
T 7K o)A Bt A AR SYUFE 171G LS A
AlS}aL 1 AFHE <Table 4>0] AN &1 T}, o 2
A e owA el ek W7t 5 Al hI-mEERk A
o thaliM= vl 71A] F72 & B5F p<05 ol 3
ok ZF frol gk 2pol 7t BEH A Olg}x] o} oo g)e

g Hzol A=l 7 TR/ F B p<05

Table 3. Fragrance preference

Fragrance Frequencies
Group Floral Fruity Green Citrus
Male (n=44) 11 10 14 9
A Female (n=29) 10 4 1 14
Total (N=73) 21 14 15 23
Male (n=59) 13 27 10 9
B Female (n=52) 8 26 13 5
Total (N=111) 21 53 23 14
Male (n=83) 24 37 24 18
Total Female (n=81) 18 30 14 19
Total (N=184) 42 67 38 37
Table 4. Difference of image association with fragrance by test group
A group B group
Fragrance Image t
Mean (S.D.) n Mean (S.D.) n
Floral Cool versus Warm 3.55 (1.530) 67 3.20 (1.651) 100 1.391
Delicate versus Strong 3.75 (1.568) 68 4.29 (1.771) 96 -2.065%*
Fruity Cool versus Warm 3.18 (1.744) 68 3.69 (1.869) 101 —-1.809
Delicate versus Strong 4.13 (1.809) 63 3.13 (1.696) 95 3.535%*
Green Cool versus Warm 3.42 (1.850) 69 3.63 (1.746) 97 -.740
Delicate versus Strong 4.57 (1.989) 69 3.69 (1.767) 98 2.978**
. Cool versus Warm 4.13 (1.706) 69 3.61 (1.888) 93 1.797
Citrus Delicate versus Strong 3.49 (1.715) 65 4.54 (1.920) 104 —3.587**

£p<.05, ¥*p<.01
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FolM Fe 7k frol3t ol 7k Y AR Uehiint spEerel 9 Slol SIHAA & AE <Fig. 152 7
Zhzke] gL mfsA AAsAY TES JE 57} ok BUE Feto] S0 wlaL B7Le o] ofujek AT
2 5 QAR e P Az DAt 145 ek Bl 22k ) )4 ke Aol E out
AR =7 WEolza & 4 ) slste] sfAstr|olle ofele- Aot 2L} o725
Al AL wHEEgE ofml R of| Az} gkl gk 7t f B T g ek A ATelM FE T HES F
o3 Fol7k YA AAG) A1) P2 T AN HA ohE S gk $4, 1S 2SS Y(warm)T} 2L
of U)-&3xE A S AAIBIA ST, <Table 50| L & THER L AL 1R WH(Song, 2004) LS
A A AN 22 3 A E 2 3 ol E9] o|m|A] Aztel|A mEegt £e] A7k A o] v
Fap AED2 G AT p<0s FEAM FAF U] FOBE AATIE Y F& ofu]x] Ayl
o)zt e, S22 gt ¥ Fe ANEe2 0E G5 Aolg WHEE F8 1F0] W)k ofe
Hop oha s, AlER s e SR g ad & Zolnt. md, ¥ S A1 AFo] o)) AT,
FHTE tha sl Az & 4 gl 71220 A7 FAE flallMe ol e 94 &4
£ AFA AFER A g7HA] T/ T < w2 o] o] Y ol tis) o o]v]
SG AEES NFOE S AARWER T 2L AR Wrise] ARHA AR FHS drte Bl
Table 5. Difference of cool versus warm image association between paired fragrances
t
Floral Floral Floral Fruity Fruity Green
Image versus versus versus versus versus versus
Fruity Green Citrus Green Citrus Citrus
(N=157) (N=156) (N=151) (N=156) (N=155) (N=153)
Cool versus Warm —.640 —885 -2.170%* 206 -1.330 -2.137*
*p<.05
Strong
LANVIN
ECLAT d’ARPEGE
. Apparition
emanuel ungaro
sky
BVLGARI BLV
. MARC JAGOBS
DAISY
Cool Warm

LANVIN Marry me!

BVLGARI OMNIA
GRREN Jade

cK one

LANVIN Jeanne

Delicate

Fig 1. Perfume image plotting map.
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719 AlE Zpolol| mhat A= A7 bR =
A gelstr] f1s) ﬂovil*f*ﬁ% A A3 7R
gFo] AGAI7I= ARl = p<05 FEllA] frel &k 2o
7F AATH=115.983, df-60). 17 1 7} k7] o] AlY
o wal B E AN = Aol = ZFE o 7
FRF A B p<05 FEAA BT 2] gk 2ol 7F Q)
T Ao B YETHE R E: o'=33.704, df-19; 2-: o
=35.540, df=20; A E &2 y*=42.907, dF=20). = 7+ &F
7] Aol &3tAI R 35 BAH = Xfold] whE} AE=
A Fol| Zpol 7k vhehs Aol 3 A E S22 o
2 olad F UEF AN ] 3l 5 10% o172
W2 F33 AAS <Table 6>l A2 3F3th Autk]
o2 aga A B Aol gk Aol 2 AR
Helth

3lA 2‘5&.);_ o]%
A= M= B ghepo] 2RISR MYEAY o
dolghes Toj7t T3 o AeolE Hd B o

0;

o 21} 27lelehe wolrt e

Klm(2008)—’] ‘E%Q}E AR Astoltt.

G ol 54 A Gol7h FehE 99 TR, =
28], A B2 AL Fpol A A5 A ol
Zol7k vehkom 37 ALY A4 i
N W, FrP o Aw Bg A
Oéoﬂ 2 A Aﬂjﬂé H]ﬂ_gﬂ ia}u} AH)\]—% ug]—@-’ <
WA, =, =), ok, wek TN 672 AR R
3t Eoll mebie v, Y, | B pajuew
e @] A9 0 Mms] Aol Aol
o2 3Rl er, 71 3= <Table 7>—<Table 8>3}
Zro] p<.01 oA 5t ANtz o g v}, wt

7%, mAdMe) #1928 vlgo] B2 7hed 27
"o wpsh s Agst S E A, meEe w
2 v Az e e, 298 S5 B, A E
dae | B3 wAe) A4 vlgo] ArjH oz &)
Uehdth &, Freke % AR AYE gl
AR =gl0] A Eol QA B9, ERYe

o] o]n)x), ZPEE G Fe] ofu]x), AEelx

mlo M

Table 6. Representative colors of eight perfumes

Fragrance Colors (Percent)
p8 (17.8) p2 (16.4)
LANVIN Marry me!

Floral

v18 (18.9) p2 (17.1)
BVLGARI BLV -
pl8 (17.8) pl2 ( 9.6)
MARC JAGOBS DAISY

Fruity

p2 (15.3) v18 (13.5) pl8 (13.5)
LANVIN Jeanne -
pl8 ( 9.7)
LANVIN ECLAT d'ARPEGE

Green

pl12 (18.0) p2 (9.9)
BVLGARI OMNIA GRREN JAde
p2 (19.4) pl2 (13.9) pl8 ( 9.7)
cK one

Citrus

p18 (10.0)
Apparition emanuel ungaro sky
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Table 7. Difference of color hue association with fragrance by fragrance type
Color hue Observed frequencies (Expected frequencies) 2
Fragrance Red Orange Yellow Green Blue Purple Neutral x
_ 41 19 25 25 53 16 5
Floral (n=184) (366) | (231) | (231) | (286 (437 | (176 ( 11.3)
. _ 36 26 26 26 53 9 8
Fruity (n=184) ( 36.6) ( 23.1) (23.1) ( 28.6) ( 43.7) ( 17.6) ( 11.3)
_ 30 23 26 38 35 22 9 e
Green (n=183) (365 | (2300 | (2300 | (285 (434) | (17.5) (112) 43.696
. _ 39 24 15 25 33 23 23
Citrus (n=182) (363) | (228 | (228) | (283) (432) | (174 ( 112)
- 146 92 92 114 174 70 45
Total (N=733) (146.0) ( 92.0) ( 92.0) (114.0) (174.0) ( 70.0) ( 45.0)
*¥p<.01
Table 8. Difference of color tone association with fragrance by fragrance type
Color hue Observed frequencies (Expected frequencies) 3
Fragrance Vivid Pale Deep Neutral r
Floral (n=184) 59 ( 57.2) 100 ( 84.6) 20 ( 30.9) 5(11.3)
Fruity (n=184) 63 ( 57.2) 88 ( 84.6) 25 ( 30.9) 8 ( 11.3)
Green (n=183) 61 ( 56.9) 80 ( 84.1) 33 ( 30.7) 9( 11.2) 38.420%*
Citrus (n=182) 45 ( 56.6) 69 ( 83.7) 45 ( 30.5) 23 ( 11.2)
Total (N=733) 228 (228.0) 337 (337.0) 123 (123.0) 45 ( 45.0)
= AEE FLEA ] ARET = 0] Aol Hkd & o & p<01 T4 v«l?‘& zZtol7h Rl AT 22
I e AOZ A ETt Fe] AF =3 7k, TREE AF, AEHEE AR
o gk A HiEst “ﬂW o7 w2 o= vresith
4. g710]| 2|8t TPO & ol F, we AL, AEF T A4 AE SAS NIT &
717V AR 2 AEE AT we- SRR A
1) &7101 25t AIE o4t Folt}, Ao 2= w7, ALY 2R A
W 7B G Q9SE ALl Aol e A QU WEsk ek @71 1 ARIE AeAkEe
Pohis] 13 FlolAFEA S AABRm, 2 A% g /b AN AR A2k H4T S 9
<Table 9ol AN e} ko] YrH 2 gslE A 1, A A BAT Fol @AY Dl §

Table 9. Difference of time of season association with fragrance by fragrance type

Season Observed frequencies (Expected frequencies) 2
Fragrance Spring Summer Autumn Winter x
Floral (n=183) 55 ( 47.5) 57 ( 60.4) 56 ( 43.1) 15 ( 31.9)
Fruity (n=186) 54 ( 48.3) 76 ( 61.4) 37 ( 43.8) 19 ( 32.5)
Green (n=186) 50 ( 48.3) 63 ( 61.4) 36 ( 43.8) 37 ( 32.5) 55.292%*
Citrus (n=184) 33 ( 47.3) 48 ( 60.8) 45 ( 43.3) 58 ( 32.1)
Total (N=739) 192 (192.0) 244 (244.0) 174 (174.0) 129 (129.0)

#¥p< 0]
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o] 3k &pol 7t gl &ele}r] flste] W] 714 = 7} ol el WE = v T 8ol ddshs Aew y
7 Fekol mh2 Al A% Rl tial FholAlE A& EPstTH(Table 11). A% et 7ol whet 719 &% 5
A8kt 2 A7 <Table 10> A|AJE vith =, 7 AlZH Q7o) zFel 7t l=AE AL Fhol Al A L
Ele} 18 gollM= JATEE p<013 p<.05 ol A 2 313 A3l<Table 12>, p<.01 £l 28, A EF
Feol gk A A Aol7t ettt &, R o™ 2 o] A e 7F o7k 2ho7F yEbstth ARl ol
TFoA BYWe] AFTET B8 o] Bo] A5l Ae ZRE S ToA diF e s WE o Bol I
5, 54 BAlEe] R S E Folg} sitfeke sileH, B gl = Al Eg20lA A es WE
TR o] Apolzt 9hs ke A vhAl i & o] Wol et
A = AT 2 ZFE A A= <
Ado] elgelm e HlaLA 4AHe thE Aol 3) 87 0f| 2[5k F o1y
I8 REE HolE B 2 4 FANNE Aol Fhol g At 7)e] Aol uhe 2 Aol
AT % fel@ Aolvt Rem, B A Aujsh Aol
o] W&ol B|SzalA| Webstth(Table 13). 12U} Z2E]
2) 8710l 2|8t 51 & AfZic etat o A peol $, FRU} A= B
G719] AGel we} T F AAEE A7) Jel £ p<05 SN AT Fetel aeb 2 Al §
A ol 9ol AATEAE AR 1% Aol A5ick B2 Rold BUTE 491, =
U )@ Aol MEA gtom AuboR BE  FE oA AR U9, BYRE A E, AR
Table 10. Difference of time of season association with fragrance by test group
. Observed frequencies (Expected frequencies) 9
Fragrance Categories X
A group B group
Spring 26 ( 21.6) 29 ( 33.4)
Summer 20 ( 22.4) 37 ( 34.6)
Floral Autumn 23 ( 22.0) 33 ( 34.0) 4304
Winter 3( 5.9 12( 9.1)
Total 72 ( 72.0) 111 (111.0)
Spring 12 (21.2) 42 ( 32.8)
Summer 31 ( 29.8) 45 ( 46.2)
Fruity Autumn 18 ( 14.5) 19 ( 22.5) 12.568%*
Winter 12( 75) 7( 11.5)
Total 73 ( 73.0) 113 (113.0)
Spring 12 ( 19.6) 38 (1 30.4)
Summer 23 ( 24.7) 40 ( 38.4)
Green Autumn 18 ( 14.1) 18 ( 21.9) 10.221*
Winter 20 ( 14.5) 17 ( 22.5)
Total 73 ( 73.0) 113 (113.0)
Spring 17 ( 13.1) 16 ( 19.9)
Summer 20 ( 18.6) 27 ( 28.4)
Citrus Autumn 17 ( 18.3) 29 ( 27.8) 3.397
Winter 19 ( 23.0) 39 ( 35.0)
Total 73 ( 73.0) 111 (111.0)

£p<.05, ¥*p<.01
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Table 11. Difference of time of a day association with fragrance by fragrance type

Time of the day Observed frequencies (Expected frequencies) 2
Fragrance Day Night *
Floral (n=184) 115 (114.7) 69 ( 69.3)
Fruity (n=186) 116 (116.0) 70 ( 70.0)
Green (n=185) 125 (115.3) 60 ( 69.7) 4.424
Citrus (n=186) 106 (116.0) 80 ( 70.0)
Total (N=741) 462 (462.0) 279 (279.0)
Table 12. Difference of time of day association with fragrance by test group
. Frequencies (Percent) 2
Fragrance Categories X
A group B group
Daytime 46 ( 45.6) 69 ( 69.4)
Floral Night 27 ( 27.4) 42 ( 41.6) .014
Total 73 ( 73.0) 111 (111.0)
Daytime 36 ( 45.5) 80 ( 70.5)
Fruity Night 37 ( 27.5) 33 ( 42.5) 8.719%*
Total 73 ( 73.0) 113 (113.0)
Daytime 41 ( 49.3) 84 ( 75.7)
Green Night 32(23.7) 28 ( 36.3) 7.155%%*
Total 73 ( 73.0) 112 (112.0)
Daytime 49 ( 41.2) 56 ( 63.8)
Citrus Night 24 ( 31.8) 57 ( 49.2) 5.566%*
Total 73 ( 73.0) 113 (113.0)
*4p<.01
Table 13. Difference of place association with fragrance by fragrance type
Place Observed frequencies (Expected frequencies) 3
Fragrance Indoor Outdoor r
Floral (n=184) 81 ( 89.8) 103 ( 94.2)
Fruity (n=185) 90 ( 90.3) 95 ( 94.8)
Green (n=185) 95 ( 90.3) 90 ( 94.8) 2.550
Citrus (n=186) 95 ( 90.7) 91 ( 95.3)
Total (N=740) 361 (361.0) 379 (379.0)
ol ARRL A, BURS Ao)s Aske A% o tie Akl 7P B, Thgol 99l 4, she) 4
] ATHTable 14). GO yehd 7hed, ZRE = 53] A Gl o
Sk Aol e v, 22 v A8 A Eriae
4) 87|0fl oI5t a4 Ay Q9 gl tigh Aol AdtA e g =A vkt
<Table 15>0l A AL upe} ro), Fhol A4 23} S S AollM Eope 542 HolA| Jtd
G710l webA dshs 8ol p<01 oA frel 3 T3] G| AlLelM = Al e 1 Aol 7E p<05 =
Aol7k gl Ao ehgeh AAH o AZA 4 oA frelshA trebakz, AR Rl E 954 433t
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Table 14. Difference of place association with fragrance by test group

. Frequencies (Percent) .
Fragrance Categories X
A group B group
Indoor 38 ( 31.3) 43 ( 49.7)
Floral Outdoor 33 ( 39.7) 70 ( 63.3) 4.234%
Total 71 ( 71.0) 113 (113.0)
Indoor 26 ( 35.0) 64 ( 55.0)
Fruity Outdoor 46 ( 37.0) 49 ( 58.0) 7.417%*
Total 72 ( 72.0) 113 (113.0)
Indoor 37 ( 37.5) 58 ( 57.5)
Green Outdoor 36 ( 35.5) 54 ( 54.5) .021
Total 73 ( 73.0) 112 (112.0)
Indoor 45 ( 37.3) 50 ( 57.7)
Citrus Outdoor 28 ( 35.7) 63 ( 55.3) 5.371*
Total 73 ( 73.0) 113 (113.0)
*p<.05, **p<.01
Table 15. Difference of occasion association with fragrance by fragrance type
Place Observed frequencies (Expected frequencies) 2
Fragrance Official Casual Party x
Floral (n=181) 71 ( 67.7) 75 ( 84.0) 35(294)
Fruity (n=186) 51 ( 69.5) 109 ( 86.3) 26 ( 30.2)
Green (n=183) 73 ( 68.4) 79 ( 84.9) 31 (29.7) 17.092%*
Citrus (n=183) 79 ( 68.4) 77 ( 84.9) 27 ( 29.7)
Total (N=733) 274 (274.0) 340 (340.0) 119 (119.0)
**p<.01
o] ol tig Aol st B HelM = AT Bz mEhr A3 xpel7k A7E Aoz 1Bl
&5l theh 1730l 33 TH(Table 16). TF 2RSS 4 2] FE dEstolM = '3 o
o 2] FF2 FAT Aol AH v Ay
V. & = T7F 1AL, & AFelM e FE2e] Adew Qs &
v @ae] FARS pAARO R 5 U We F
B ATNME 2045 ) HES Pokugle  APEo] AR YA FAEolol 1 A%E AR How
o, MUAE F RO wprol v 7 @] AR 88T 5 9L Rolth
HE e F5E AFHES sto] Foll T oln)A, G710 S8 A3} BRASIINE FHlR g AT 2
B3 L TPO A4S EABIATH A% Fo] B Al BHEo] Bo] EHHATE B ATl ME A ATk
Aol 2R GHEALE o) BRd, 22, 1 g ees AU GF B8R WolE ARE
A, AE 2 W) 744 7] ALel disl 2 F FRA 295l I o)A A WS AgataEd, 5
o AR HAE PE ATER WSRO, 2A] 8 Ao b T A QSR e] S
242 915 200) 291418 o= AFshent. £ AERZ o] F2U} 17 ol vl3) thi whE
F71e] Azl slojM e Atz og e ol o A A7 7 SFAARE ] et Al
A7 7P A vei o, ASER AN E Foz AL e, FET-223F FoM =
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Table 16. Difference of occasion association with fragrance by test group
. Frequencies (Percent) 3
Fragrance Categories x
A group B group
Official 24 ( 27.1) 47 ( 43.9)
Casual 29 ( 28.6) 46 ( 46.4)
Floral 1.426
Party 16 ( 13.3) 19 ( 21.7)
Total 69 ( 69.0) 112 (112.0)
Official 21 ( 20.0) 30 ( 31.0)
Casual 40 ( 42.8) 69 ( 69.2)
Fruity .897
Party 12 ( 10.2) 14 ( 15.8)
Total 73 ( 73.0) 113 (113.0)
Official 32 ( 28.7) 41 ( 44.3)
Casual 23 ( 31.1) 56 ( 47.9)
Green 7.200*
Party 17 ( 12.2) 14 ( 18.8)
Total 72 ( 72.0) 111 (111.0)
Official 34 ( 31.7) 46 ( 48.3)
Casual 30 ( 30.5) 47 ( 46.5)
Citrus 137
Party 9 ( 10.7) 18 ( 16.3)
Total 73 ( 73.0) 111 (111.0)
*p<.05
F7] AE o] frAPd Bhs 3 Hal= Zhzte] 73] & AAZY 5 7hssithe ABE =&t did
off olall A zte = el Aot et FF Hek o EA B A E ARG Fg on]A]olA & mHEegtl
G olm|A] Foll 3l oY 7HA] FrE e E & gk Aol AL ARl = H =l thEk o] o
o Fetol] o3tk omA] HrF AFE FHaoF T T & Fepoll Hls) gokow, Ao lojMe AEE 7t
de] Atk Bl Ashs AR YEG o R R o]n|x] 9} )
Aol thet A W8-S £ A, TR If 2 TPO FA|ol| oA dAA e Ao A Ho
gk Aol i gslAv i3k 54 A9 o]m| |7} = 1 Frh ZFE 3] Aeolx o HA S e Wyt
o 23+ A-polle 53] i Aol vz A% A= AR E E, o5, AFD A8l tigh Aol &
7 =9 T3 AR Ao m Ao g, EollA 4 F2 Hd E, B3 kel tigh Qodo] Az oz
€ Y o Aol ol drEhe B A 97 Bkt o= 71, AA, oln]A] o] BE dlde] ojH
FHd Eog AT & T 0|A A A Y T2 el Qs FFE
TPO®| A& A 317 5 A, a4 B A4 =the A& YAlste Addeltt
o2 AT, B At dsiMe A5H B E3F AP ATFEM = T g 7 719 AL
AIZE, AT el thgt Aol Btk AFL A4S ANA g7 715 Adeste] dtoll ARgskl o &
o thet Aol B AL APAL 20002 8 & AtoM = T Fr1e] AE WM = &S dlst
S F® IR AHE F U= AX7F Ak TPO el o AFF AL AASL 2 AAE FAEo2ZA T
daide & dellr xR oE FAlER o ol ik 2 A 7F Ao AB S At & F
TPO 9% A= 53] &5 o 5475 3 ¢ 7] Aol zt= 3 7] AG WellA iE
Q=] oo} & Zo|t}. E9] Aol & B AT dA AT g9
g e olg AdS Bl A s Tlle < & AUt
ME GAIF oA FFEQ1 IATL ZHgste] SdE @ & Aol lojA e B4 Ade AFHoRE )
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