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46) Fluedcheim, Charles, H., "Industrial Design in Engineering", The Design Council, 

1983, p.106-107.
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. 

(idea sketch) (rendering) → → 

(drawing) . 

(conceptual design) (embodiment → 

design) (detailed design) . → 

.47) 

(embodiment design)

. 

(generic form)

.  

. 

. 

, . 

, , 

. (walk man)

< 2-2>

. 

, 

. 

47) 외 명 Coyne, R. D. 4 , "Knowedge-based Design System", Addison-Wesley, 1990, 

pp.13-15.
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, 

. 

. 

. 

, 

. 

, 

. 

. 

< 2-2> 

( 3( ), , 1982, p.70)

, 

. 

. 

. 
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. 

, 

.  

, < 2-3>

, 

, 

. 

. 

< 2-3> 

제품형태의 지각에 있어서 전체형태와 부분형태3. 

, , 

. 

. 

. 
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. 

- - 

. 

.48) 

, 

(attention)

. 

(un-processed) (perception)

(comprension) . 

. 

.49) 

. 

.50) 

. , 

, 

. 51)

. 

, 

. 

(preattentional), (preconscious)  

48) 홍성태 소비자 심리의 이해 나남 , " ", , 1992, p.25 - 224.

49) Ibid

50) 임연웅 현대디자인원론 학문사 , " ", , 1994, pp. 174-175.

51) 이승희 형태좋음과 주의유도가 전역 또는 부분처리 우선성에 미치는 효과 고려 , " ", 

대학교, 1988, pp.1-9.
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. , 

.

.  

, 

. 

.

.  

, 

. 

. 

.  

, 

< 2-4> , 

, , 

. (knob)

. 

, < 2-5>

. 

, 

, . 

, 
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. , 

. 

. 

, . 

< 2-4> 

< 2-5> 

제품형태의 변화요인 형태속성4. ( )

, , 

. 

(elements of design) < 2-1> (conceptual 

elements), (visual elements), (realational elements), 
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(constructual elements) .52)

< 2-1> 

형태의 구성요소 구성요체 

개념요소(Conceptual Elements) 점 선 면 입체(Point), (Line), (Plane), (Volume)

시각요소(Visual Elements) 형태 크기 색채 재질(Shape), (Size), (Color), (Texture)

상관요소(Relational Elements) 위치 방향 공간 중량감(Position), (Direction), (Spatiality), (Gravity)

구조요소(Constructional Elements) 정점 모서리 면(Vertex), (Edge), (Face)

, 

, 

. 

, 

.53) 

. 

, 

.

(balance), (proportion), (unity), 

(accent), (rhythm) .54) 

. (balance)

(balance) , 

.55) 

52) Wong Wucius, Principles of Two-Dimentional Design, Van Nostrand Reinhold, 1972, 

pp.5-8.

53) Ibid

54) Helen Marie Evans and Carla Davis Dumesnil, "An Invitation to Design", Macmillan 

Publishing, 1982, pp.18-50.

55) 임연웅 현대디자인원론 학문사 , " ", , 1994, p. 361.
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. 3

, , 

, 

, 

. , , 

. 

. (proportion)

, . , , 

. 

.56) 

( , , ), 

. 

. 

. 

. (rhythm)

, , . 

. 

, , 

.57) , 

, , 

. 

. 

56) 김명석 제품의 시각적 이미지와 감성요소에 관한 연구 한국표준과학연구원 , " ", , 

1993, p.21.

57) Ibid.
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. 

. (unity)

, , 

, . 

. 

. 

. (accent)

, 

. 

. 

. 

, , 

, , , , 

. 

, , , . 

, , , 

(X, Y, Z) , 

. 

, . 

, 

. 

, 
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.58) 

, 

, .

< 2-6> 

. 

. 

. 

, , , 

. 

제품형태분석을 위한 형태속성 선택5. 

. 

.59) 

58) 모도야끼 히로시 김수석 역 조형심리학입문 지구문화사 , , " ", , 1993. p.14.

로빈 은 이와같은 성질을 도 와 지 로 불렀다   (Robin) (Figure) (Ground) . 

59) 유필화외 공저 현대의 마아케팅과학 법문사 , " ", , 1990, pp.146-148.
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. 

. 

(1) (independence)

. 

(bias)

.60) 

. 

. 

. 

. , , , 

. ­

­

. , ­

, ­ . 

. 

.  

(2) (salience) 

(Kretch) (Crutchfield)

.61) 

(top of mind) . 

60) Robert Feber, "Handbook of Marketing Research", McGraw-Hill Book Company, 

1974, pp.3-17.

61) David Kretch and Richard S. Crutchfield, "Theory and Problems of Social 

Psychology", New York : Mcgraw-Hill, 1948.
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, 

. 

, 

. 

(3) (importance)

, 

.62) 

, 

. 

, 

. 

(Olson;1979)

. 

(4) (determinance) 

(Myers & Alpert : 1968)

,63) . 

= × 

. 

. 

62) W. L. Wilke and E. A Pessemier, " Issues in Marketing's Use of Multi-Attribute 

Attitude Models" Journal of Marketing Research, 1973(November), pp. 428-441.

63) James H, Mayer and Mark I, Alpert, " Determinant Buying Attitude : Meaning and 

Measurement," Journal of Marketing, Vol 32, 1968, pp. 13-20.
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. 

. 

, 

, , 

. 

. 

. 

.64) 

, . 

, . 

, 

. 

(1) 

(idea 

sketch) (rendering) (drawing) , → →

. 

, 

, 

. 

64) 채서일 마케팅조사론 학현사 , " ", , 1994, p.569.



- 39 -

. 

. 

(2) 

. 

. 

. 

1 . 

(3) 

1

, , 

. 

, 

. 

. 

(development) . 

. 
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, 

. 

. 

, 

. 

, 

. , 

. 

, , 

.  

, , 

.( , 

)

, 

.

. 

. 

. 

, 

, , , , 

. 

. 

. (point)
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. 

. 

(1) (line)

, 

, . 

,  , 

. 

. 

. 

(edge)

(wire frame) , 

. 

, . 

(2) (face)

. 

(plane) , (face) . 

(plane)

2 , 3

. , 3

. 

. (plane) (face)

3 (plane)
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(plane) (face) . 

(face)

, . 

(face)

. 

(3) (mass)

(plane)

. 

X, Y, Z 3 . 

X, Y, Z

. 3

. 

, . 

. 
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장 제품디자인 추세분석3 

절 추세분석의 개요1 

. 

. 

(SONY) , 

. 

. 

1 2 (indicator matrix)

. 2

. 

2

. 

. 

. 

. 

/PCS

. , 
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, 

. 

절 사례를 통한 추세분석2 

한국 레져용차량 의 연대별 추세분석1. (R.V.s)

55 (․

) . 

(homogeneity analysis)

. 

. 

(homogeneity 

analysis) . (optimal scaling)

lek. 

(2 3 )

. 

HOMALS .

. 

. 
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. 

. 

“

97(Motors of Koera '97)” 4

55 97 ․

51 . 

. 

, 

. 

46 (1 2) . 

. 

. ( 3-1) < 3-1>

. < 5> . 

< 3-1> 
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< 3-1> 

속성 카테고리 

 overall image  hard&cubic/ hard&round/ flush&round

 r/grille  horizontal/ vertical/ horizontal+vertical

 h/lamp(t/s lamp) 원 사각 standard / standard / styled

 fog lamp 돌출 내장 없다 / / 

 bumper  hard style/ round style

 tusk bumper 없다 파이프 사출물 / / 

 bonnet  very sloping/ sloping/flat

 screen rake 약간 경사 중간 많이 경사 / / 

 screen roundness 평형 라운드 / 

모서리각 각형 라운드 / 

패널형태 평형 라운드 / 

 front wheel arch shape 사각 round/ 

 wheel molding 있다 없다 / 

 protect molding 있다 없다 / 

 front wheel arch flare size 크다 작다 없다 / / 

 front wheel arch flare style 평형 아치형 / 

 running board 있다 없다 / 

경사 b pillar 있다 없다 / 

경사 c/d pillar 있다 없다 / 

강조 pillar 없다 / b pillar/ c pillar

 o/s mirror  round/ hard

 color 다름 body color/ 

 shoulder height 높다 중간 낮다 / / 

 waist height 높다 중간 낮다 / / 

 shoulder line  leveled/ stepped

 spoiler 있다 없다 / 

 soft/hard top  soft top/ hard top

 door  2door/ 3door/ 5door

인터쿨러 있다 없다 / 

루프 장식 있다 없다 / 

 bonnet length 길다 짧다 / 

 b-pillar thickness 두껍다 얇다 / 

 c/d pillar thickness 두껍다 얇다 없다 / / 

 dropout angle 크다 작다 / 

 ground clearance 높다 낮다 / 

 overall height 높다 중간 낮다 / / 

 leadin angle 크다 작다 / 

 length/height ratio 길다 중간 짧다 / / 

 wheel base length 길다 짧다 / 

 overall length 길다 짧다 / 

 rear wheel arch shape 사각 round/ 

 rear wheel arch flare size 크다 작다 없다 / / 

 rear wheel arch flare style 평형 아치형 / 

 bumper style  integral/ descrete

 bulge 있다 없다 / 

길이 bulge 길다 짧다 없다 / / 
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 (homogeneity)

. 

( 1, 2, 3) . 

3

1 2 , 1 3 2

. 3

. 

‘ (furthest neighbor method)’ .

. 

(1) (scree test)

(scree test) 9

(eigen values) < 3-2> . 

(scree test) (marginal value)

(eigen values)

(elbow)

. 

(eigne values)

. (scree test) 3

3 .
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< 3-2> 

0

0.05

0.1

0.15

0.2

0.25

0.3

0.35

아
이

겐
 값

(e
ig

e
n
v
a
lu

e
s)

1 2 3 4 5 6 7 8 9

산출차원

(2) 

< 3-3> 3

. 3

2

. 

< 3-3> 3

에 의해 설명된 대상 점수JEEP     

개체 번호에 의해 가중된 케이스입니다    .

1918

33

3130
29

1721

33

차원2

34-1

25

0

24

49

23

46

22

1

3642

43

26

2

35

47
48

3

5045

4437

4139

11

40
38

차원3차원1

51

 6
 2

131615
12

10
11

00

28

 714

2732

 8
 9

2022

 4
 1  3 5

-1-1
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(homogeneity analysis) 2

< 3-4> .

< 3-4> 2

 

A G 7

. 1/ 3 2 U

. 

. 1/ 2 1/ 3 2

. 1/ 2 

. 

( E) ( F)

. 

. , 

, 

. 

(scree test)

(attribute output space) , 1

bonnet

, lead angle , bumper style, C/D pillar should 

height . 1 ( )
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pillar bonnet

( 3-5)

( ) 

pillar bonnet ( 3-6)

.

< 3-5> 1 (pillar/ , .)

< 3-6> 1 (pillar/ , .)

2 (attribute output space) , 

roof , 

. 2 ( )

, roof ( 3-7)

2 ( )

roof ( 3-8) .  
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< 3-7> 2 ( )

< 3-8> 2 ( )

3

. lamp , 

droup-out angle bulge

. 3 ( ) ( 3-9) lamp

square

, bulge

wheel-base , droup-out angle

off-road

lamp off-road jeep jeep

. 

. 

<  3-9> 3 (bulge , lamp style , dropout angle .)
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3 ( ) ( 3-10) lamp

square lamp drop-out angle

bulge off-road jeep

. 

.

< 3-10> 3 (bulge , lamp style, dropout angle )

< 3-2> .

< 3-2> R.V.s 

차원 속성 이미지 비고

1

의 크기 lead angle
 bumper style

중요도 c/d pillar 
 shoulder height

길고 둥근 이미지․
짧고 각진 이미지․

전반적 속성 표현
세부적 형태 표현

2
장식 유무 roof 

모서리각의 형태 
차량의 전반적 이미지 

둥글고 통합형태로 장식 roof ․
강조

각지며 장식 없음roof ․

전반적 
이미지 도출

3

모양 lamp 
발단 유무 

의 크기 dropout angle
의 유무 bulge

전통적이고 보수적이미지․
차량의 안전감과 세련된    ․

이미지
세부적 형태 표현
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. 

< 3-11> . 1/ 2

1980

. 

. U

1996

. 1/ 3 1/ 2

. 

< 3-11> 
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1/ 3 3

2

F

1/ 2 2 E F

. 

. 

, 
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. 

.  

< 3-12> . 

< 3-12> 



- 56 -

 

1980 A 1980

"jeep"

. 

angular , 

, flat bonnet, no screenrake, no pillar emphasis, high shoulderline



- 57 -

. B A 80

86 . A

"jeep"

wheel arch flare , pillar emphasis

. 

A , flat bonnet, vertical grill, fog 

lamp 

A B

. C "jeep"

. , 

"jeep" vertical horizontal grill

drop-angle

, "jeep"

hard & cubic flush & round , fog lamp

. protect molding

, wheel arch flare , forward c/d pillar 

tusk bumper . head lamp

large square , bonnet

heavy weight R.V.s . 

D C heavy weight R.V.s

. arch flare

,  bonnet

round

. 

uplight appearance

. 

E F 1996
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"jeep"

tusk bumper , CD-pillar , bonnet

screen

pannel O/S mirror round

, 

. E F

. E 1/ 2 

F 1/ 2

. F

U

. 

. 

55 97

. angular, 

uplight uplight

heavy weight R.V.s round

forward rake

. 

"jeep"

. 

"jeep'

light weight R.V.s

“jeep”

. 

, 
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. 

, , 

. 

, off-road , “jeep”

, 

(needs)

. 

. 

.

. 

styling 

, jeep

. 

, 

. 

. , 

, , 

. 

. 5

.    
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한국 컴퓨터의 연대별 추세분석2. 

․

. 

(homogeneity 

analysis)

. 

. 

(homogeneity 

analysis) . 

.

, 

. 

. 

․

, 

. 

. 

, 
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38․

. 

. 

, 

. 

22 (1 2) . 

. 

. < 3-13> < 3-3>

. < 5> . 

< 3-13> 

      



- 62 -

< 3-3> 

약자 속성 카테고리

type 형태computer 수직타입 수평타입/

sinch 인치 드라이브3.5 유 무/

splace 인치 드라이브 위치3.5 상단 중간 하단/ /

reset 인치 드라이브 리셋버튼 형태3.5 원형 사각형 자유형/ /

linch 인치 드라이브5.25 유 무/

lplace 인치 드라이브 위치5.25 상단 중간 하단/ /

cdplace 위치CD ROM 상단 중간 하단/ /

cdrom CD ROM 유 무/

cdtype 형태CD ROM 커버형 없다/

power 버튼 형태Power 원형 터원형 사각형 없다/ / /

pplace 버튼 위치Power 상단 중간 하단 좌 중 우 없다/ / / / / /

cover 형태Front Cover Bezel 라운드판넬 플랫판넬/

fcover 프론트 커버 유 무/

ctype 프론트 커버 구조 슬라이드식 단순구조 없다/ /

speaker 스피커 유 무/

stype 스피커 형태 사각형 원형 자유형/ /

led LED Display 유 무/

ledtype 형태LED Display 타원형 사각형 복합형 없다/ / /

volume 볼륨높 유 무/

vtype 볼륨높 형태 다이얼식 슬라이드식 없다/ /

lcd 창LCD 유 무/

lcdtype 창 형태LCD 원형 타원형 사각형 없다/ / /

 (homogeneity)

. 

( 1, 2, 3) . 

3

1 2 , 1 3 2

. 3

. 

‘ (furthest neighbor method)’ .
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. 

(1) (scree test)

(scree test) 10

(eigen values) < 3-14> . 

(scree test)

.

(eigen values)

. (scree test)

3

3 .

< 3-14> 

0

0.02

0.04

0.06

0.08

0.1

0.12

0.14

아
이

겐
값

(e
ig

e
n

va
lu

e
s
)

1 2 3 4 5 6 7 8 9 10 11 12

산출차원

(2) 

(homogeneity analysis) 3

< 3-15> . 

2 . 
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< 3-15> 3

개체 번호에 의해 가중된 케이스입니다    .

20

3835

4 4

차원2

21

28
32

-2

-1
33

33

0

3727

3031

1 23

2936

19

2

3926

 9

22

3

34

1418

4

15
 4 311

11

 1

22
25

 5

차원3차원1

17

24

 6

 2

00

10

-1 -1-2-2

13

< 3-16> 

A D 4

. 1/ 2 2 ( )

( ) . 

. 1/ 3 

1 3

, . 1 2 3
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3

front cover, front slide front square

. 

, 

. 

(scree test)

(attribute output space) , 1

type /

. 

, 1 ( ) (

3-17) ( ) .(

3-18).

< 3-17> 1 ( )

 

< 3-18> 1 ( )
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2 (attribute output space) , 

CD-ROM 5.25

. , CD-ROM 5.25 , 

. 2 ( )

CD-ROM , 5.25 (

3-19) , 2 ( ) , 

CD-ROM , 5.25 , 

( 3-20) .  

< 3-19> 2 ( )

          

                  

                       

     

< 3-20> 2 ( )

                       

        

                       

        

                       

        

                               

3 /

front cover
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. 3 ( ) front-cover

front pannel square speaker

simple ( 3-21) . 

< 3-21> 3 (f-cover , f-pannel , 

square , simple)

3 ( ) ( 3-22) front 

cover front pannel

round , speaker

front cover front pannel speaker

deco-round . 

< 3-22> 3 (f-cover , f-pannel round, 

deco-round )
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< 3-4> .

< 3-4>

차원 속성 이미지 비고

1
수평 타입

수직 타입

수평형 형태․

수직형 형태․
형태 측면 축 

2
CD-ROM

드라이브5.25 

없고CD-ROM ․

드라이브 있음  5.25 

있고  CD-ROM 5.25 ․

드라이브 있음

기능 측면 축

3

 front-cover

 front-pannel

스피커 

평면의 이미지simple ․

돌출 데코 라운드 이미지․

디자인 측면 축

. 

< 3-23> . 1/ 2

A 386,486

. 

, 

. 

type

.  CD-ROM 

5.25 CD-ROM cover

, 

.

1/ 3 1/ 2

. 1/ 3 3

2

D
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1/ 3 2 D

. 3 1 /

2

. 3 front-cover front-pannel 

speaker . 

front-cover front-pannel speaker

. 

, 

. 

< 3-23>
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. 

< 3-24> . 

< 3-24> 
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386 A

. 

CD-ROM , 5.25

. B A

. , 

, 

5.25 CD-ROM 386

486 586 . 

. C A B

. 

front
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, square flat front-cover

pannel round , 

speaker

. 

, /

CD-ROM

. 

d c

. A, B, C

, 

D

. 1/ 3

d 3

. d c

round pannel

. 

. 

. 

386

.  

, 

, 

. 

CD-ROM 5.25 , simple-square

pannel deco-round pannel . 
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. 

. 

, 

. 

, , 

. 

(needs)

.  

. 

.

.        

, 

. 

, 

. 

. , 
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, , 

. 

. 5

. 
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장 연구모형도출4 

절 프로토타입 이론1 

프로토타입1. (Prototype) 이론 고찰 

. 

3

.

‘ ’ ‘Jeep’

. 

, 

. 

. , 

, , 

.

, 

.65) , 

. 

, ‘ ’ . ‘ ’

, 

. 

, 

65) Lakoff, G., "Women, Fire, and Dangerous Things", Chicago, 1987, pp. 5-6.
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. 

.( 4-1)

< 4-1> 

. 

, , 

. 

. 

. 

, 

. , ‘ ’

‘ ’ ‘ ’ ‘ ’ . 
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, 

. 

‘ ’,  'R.V.s', ‘ ’, ‘ ’ , 

, . 

, 

.

, , , 

. 

.  ‘ ’ ‘ ’ 

. 

. , 

. 

( 4-2).

< 4-2> 

 , R.V.s

. 
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. 

. 

. , 

, 90˚

. 

.( 4-3)

< 4-3>

, . 

. 

. . 

, 

jeep

.  .( 4-4)
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< 4-4>

, , 

‘ ’ . 

. 

jeep R.V.s . 

jeep , R.V.s , jeep

canvas soft-top R.V.s

. ‘jeep ’ ‘R.V.s ’

. , ‘ ’

.

.  , 

, 

. 

. 

, . 
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. Rosch

(prototype theory) . 

, 

(typicality)

.66)

. 

(prototype theory)

(prototype)

. 

Rosch ‘ ’

( )

.67) , 

. 

. 

, 

, . 

.

Hampton ‘ ( )’, 

, ( ), 

, .68) 

66) Rosch, E., "Cognitive Representations of Semantic Categories", Journal of 

Experimental Psychology : General, Vol.(104), 1975, pp. 192-232.

67) Ibid.

68) Hampton, J., "Prototype Models of Concept Representation" in Van Mechelen et 

al.(eds.), (1993)"Categories and Concepts : Theoretical Views and Inductive Data 

Analysis", Sandiego, Academic Press.
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. 

. 

, ‘ ’ ‘

’ , (

) (

) . 

< 4-5> .

< 4-5> 

           

 

. , 

‘ ’ . , 
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. , 

.

.

전형성2. 

.

.69)

. , 

. , 

. 

.70) 

“ ”

. 

. 

. , 

, 

.71)

69) Langlois, Judith H. and Lori A. Roggman, "Attrative Faces Are Only Average", 

Psychological Science, Vol.(1), 1990(March), pp. 115-121.

70) Homa Donald and Marguerite M. Schaffer, "Context Theory of Classification 

Learning", Psychological Review, Vol.(85), 1978(May), pp. 207-238.

71) Hutchinson, J. Wesley, "Discrete Attribute Models of Model Switching", Marketing 

Sciences, Vol.(5), 1986(Fall), pp. 350-371.
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.72) 

, , 

.73) 

. 

, 

.  

, .74) 

. 75) , 

.

, 

76) . , 

. 

, 77) 

.78) 

.  

. , 

72) Carpenter, Gregory S. and Kent Nakamoto, "Consumer Preference Formation and 

Pioneering Advantage", Journal of Marketing Research, Vol.(26), 1989(August), pp. 

285-298.

73) Gordon, Peter C. and Keith J. Holyoak, "Implicit Learning and Generalization of the 

'Mere Exposure' Effect", Journal of Personality and Social Psychology, Vol.(45), 

1983(September), pp. 492-500.

74) Loken and Ward, op. cit., pp. 111-126.

75) Rosch, Eleanor, "Principles of Categorization", in Cognition and Categorization, ed. 

E. Rosch and B. B. Lloyd, Hillsdale, NJ : Erlbaum, 1978, pp. 27-47. 

76) Gordon and Holyoak, op. cit., pp. 492-500.

77) Hutchinson, op. cit., pp. 350-371.

78) Loken and Ward, op. cit., pp. 111-126.



- 84 -

. 

, 

U . , ∩

. , 

.79)    

< 4-6> 

           

. 

, , 

. , 

, , 

, 

, , , , 

. 

79) Veryzer, Welley and Hutchinson, op. cit., p. 374.
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, 

.80)

① 

② 

③ 

.④ 

.  

, , Rosch and 

Mervis(1975)81) Tversky(1977)82) . 

Rosch and Mervis(1975)

‘ ’(family resemblance)

. 

. 

Tversky(1977) (feature-similarity) 

, A B

S(A,B) = F(A B - A - B )

. Loken and Ward(1990)

, 

, 

(A B)∩

80) Loken and Ward, op. cit., pp. 111-126.

81) Rosch, Eleanor and Carolyn Mervis, "Family Resemblances : Studies in the Internal 

Structure of Categories", Cognitive Psychology, Vol.(7), 1975(October), pp. 573-605.

82) Tversky, Amos, "Features of Similarity", Psychological Review, vol.(84), 1977(July), pp. 

327-352.



- 86 -

. 

, 

, 

(perceived knowledge) Malt and Smith(1982)83) 

McCloskey(1980)84) . 

Barsalou(1985)85)

. 

. Loken and Ward(1990)

. 

, , 

. 

Barsalou(1985) Loken and Ward(1987) . 

Barsalow(1985)

, 

. Loken Ward(1987)

83) Malt, Barbara C. and Edward E. Smith E. Smith, "The Role of Familiarity in 

Determining Typicality", Memory and Cognition, Vol.(10), No.(1), 1982, pp. 60-75.

84) McCloskey, Micheal, "The Stimulus Familiarity Problem in Semantic Memory 

Research", Journal of Verbal Learning and Verbal Behavior, Vol.(19), 1980(August), pp. 

485-502.

85) Barsalou, Lawrence, "Ideals, Central Tendency, and Frequency of Instantiations as 

Determinants of Graded Structure in Categories", Journal of Experimental Psychology : 

Learning, Memory, and Cognition, Vol.(11), No.(4), 1985, pp. 629-654.



- 87 -

, 

. 

Loken Ward(1990)

.

.86) , (superordinate) (subordinate)

. Rosch(1976) 

. 

, Goldberg(1986), Rosch(1976)

. Loken Ward(1990)

. 

범주화 3. (Categorization)

.87) 

.88) 

86) Goldberg, Lewis, "The Validity of Rating Procedures to Index the Hierachical Level 

of Categories", Journal of Memory and Language, Vol.(25), No.(3), 1986, pp. 323-347.

87) 김영채박규생 인지심리학 법문사 , “ ”, , 1992, p. 202.․



- 88 -

. 

.

, 

. 

. 

.89) 

.90)

( ) 

. 

.91)

Sudjic(1985)

.92) 

( : 

)

. 

88) Forty, Adrian, "Objects of Desire", New York : Pantheon Books, 1986.

89) Belk, "Possessions and Extended Self", Journal of Consumer Research, Vol.(14), 

1988, pp. 139-168.

90) Sirgy, M. J., "Self-concept in Consumer Behavior : A Critical Review", Journal of 

Consumer Research, Vol.(9), 1982, pp. 287-300.

91) Gartman, D., "Auto Opium", Routledge, London, 1994.

92) Sudjic, D., "Cult Objects", Paladin, London, 1985.
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.

?

, 

. 

(exemplars) . 

Infiniti Q 10

. (class) 

Jaguar XT-6 (overlap) . 

(holistic) , .

.93) 

94). 

95). ? 

Boush Mervis(1975)96)

( ), ( ), (corvette)

. 

( )

. 

. 

. , 

( ), 

93) Cox, Dena S. and William B. Locander, "Product Novelty : Does it Moderate the 

Relationship Between Ad Attitudes and Brand Attitudes", Journal of Advertising, Vol.(16), 

No.(3), 1987, pp. 39-44.

94) Meyers-Levy, Joan and Alice M. Tybout, "Schema Incongruity as a Basis for 

Product Evaluation", Journal of Consumer Research, Vol.(16), 1989(June), pp. 39-54. 

95) Loken and Ward, op. cit., pp. 111-125.

96) Rosch and Mervis, op. cit., pp. 573-605.
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. 

. 

97).

. 

. 

, 

. , 

, 

. , 

. 

. 

.

. 

? 

(similarity)

(familiarity) .

.

S(A,B) = F(A B, A-B, B-A)∩

97) Foxall, G. R., "Consumer Psychology for Marketing", Routledge, London, 1994, pp. 

196-197.
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A B F

. A B A B , A-B A∩

B , B-A B A

. , 

98).

. 

. 

, 

(self-assessed knowledge) (subjective 

knowledge), 

(objective knowledge) .99) 

, 

. , 

. 

, 

. 

98) Tversky, Amos(1977), "Features of Similarity," Psychological Review, 84, pp327-352.

99) Bruck, Merrie(1985), "The Effect of Product Class Knowledge on Information Search  

   Behavior," Journal of Consumer Research, 12(June), pp. 1-16.

   Park, C. W and Parker Lessig(1981), "Familiarity and Its Impact on Consumer 

Decision Biases and Heulistics," Journal of Consumer Research, 8(Sep), pp. 223-230. 
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, 

, F-16, F-5

. , (surface structure)

(deep structure)

. 

.  

, , 

.

절 제품디자인에 영향을 미치는 요인2 

기호 와 선호1.  (taste) (preference)

. 

. 

. Jones100) “ (deformity) (beauty)

” . 

(issue) “

.101)

. 

100) Jones, Peter L., "Taste Today", New York : Pergamon Press, 1991, pp. 10-11.

101) Ibid.
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. 

Gestalt

(order) . (symmetry)

(unity) (harmony) .

Gestalt

. 

. Veryzer(1993)102)

(proportion) (unity) Gestalt

. (orderly)

(unified) Berlyne(1974)103)

. Berlyne (novelty), (conplesity) 

(variety) . Gestalt

.104) 

(arousal)

.105) 

. 

(teleological perspective)

. (natural) (organic)

.106) DNA 

102) Veryzer, Robert W., "Aesthetic Response and the Influence of Design Principles on 

Product Preferences", in Advances in Consumer Research, Vol.(20), 1993, Leigh 

McAllister and Michael Rothschild, eds. Provo. UT : Association for Consumer Research, 

pp. 224-231.

103) Berlyne, David, "The New Experimental Aesthetics", in Studies in te New 

Experimental Aesthetics, David E. Berlyne, ed. New York : John Wiley&Sons, Inc. 1974, 

pp. 1-25. 

104) Holbrook, Morris B. and Robert B, Zirlin, "Artistic Creation, Artworks, and Aesthetic 

Appreciation", Advances in Non-Profit Marketing, Vol.(1), 1985, pp. 1-54.

105) Jones, op. cit., pp. 10-11.

106) Mayall, W. H., "Machines and Perception in Industrial Design", London : Studio 

Vista, 1968.
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, (snowflake), (honeycomb)

. .107) 

(support with wide bottom)

. 

(streamlining)

. 1995 Chevrolet Monte 

Carlo (body)

. Gestalt (teleological) (proportion)

.108) (Classical 

Greeks) (Golden Section)

.109)

. 

110) ( : =1:.618)

. . 

(neo classical) 

. 

. , , 

.111) 

Gestalt (teleogical theory)

. 

.

107) Ibid

108) Doczi, Gyorgy, "The Power of Limits", Boulder, Co : Shambala Publications, 1981.

109) Williams, Christopher, "The Origins of Form", New York : Architectural Book 

Publishing, 1981.

110) Benjafield, John, "A Review of Recent Research on the Golden Section", Empirical 

Studies of the Arts, Vol.(3), No.(2), 1985, pp. 117-134.

111) Doczi, op. cit. 
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. (taste) (preference) ․

.112) 

, 

. (cleanliness)

.113) 

. 

. 

(cross-cultural) . 

, , (shape)

.114) 

, , 

, .

. 

. (community), , 

. 

Solomon(1988)115)

. 

(pool) Solomon

(filtering)

. 

112) McCraken, Grant, "Culture and Consumption :  A Theoretical Account of the 

Structure and Movement of Cultural Meaning of Consumer Goods", Journal of Consumer 

Research, Vol.(13), 1986(June), pp. 71-84.

113) Forty, op. cit.

114) Armstrong, Larry, "It Started with a Egg", Business Week, 1991(December 2), pp. 

142-146.

115) Solomon, Michael R. "The Role of Products as Social Stimuli : A Symbolic 

Interactionist Perspective", Journal of Consumer Research, Vol.(10), 1983(December), pp. 

319-329.
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(consensus) 2

. 

. (shelter) 

(retail buyers)

.116)

(semiotic)

. Jones 117)

. 

(meaning) . 

(technology)

(sophistication) . Sony

(fitness pursuit)

“ ” . 

, , 

. 

.118) 

. 

. 

. 

Fussell(1983)119)

. 

116) Ibid

117) Jones, op. cit., pp. 10-11.

118) Reingen, Peter H., Brian L. Foster, and Jacqueline Johnson Brown, "Brand 

Congruence in Interpersonal Relations", Journal of Consumer Research, Vol.(11), 

1984(December), pp. 771-783.

119) Fussell, Paul, "Class : A Guide Through the American Status System", New York : 

Summit Books, 1983. 
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.

기호와 선호에 영향을 미치는 소비자 특성2. 

(social setting)

. 

(acumen), .

. 

Csikszentmihalyi Robinson(1990)120) “

.” . 

. 121)

(information processing style)

. 

(visualizing)

. 

. 

. (experience)

(aptitude)

. Osborne122)

120) Csikszentmihalyi, Mihaly and Rick E. Robinson, The Art of Seeing, Malibu, CA: J. 

Paul Getty Museum, 1992.  

121) Childers, Terry L., Michael J. Houston, and Susan E. Heckler, "Measurement of 

Individual Differences in Visual Versus Verbal Information Processing", Journal of 

Consumer Research, Vol.(12), 1985(September), pp. 125-134.

122) Osborne, Harold, "What Makes an Experience Aesthetic ?", in Possibility of 

Aesthetic Experience, Michael Mitias, ed. Boston : Kluwer Academic Publishers, 1986, pp. 

117-138.
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(connoisseurship) , 

(motivation) . 

. 

. 

. 

. 

. 

(ads imagery)

. 

. 

. Holbrook(1987)123) “ (bipolar trait)

/ .” . 

(artistic inspiration)

(lush designs) . 

. 

. Gestalt

.124)

Venkatra Man and Price(1990)125) (sensory)

(cognitive) (innovativeness) . 

123) Holbrook, op. cit., pp. 337-347.

124) Goldsmith, Ronald E., Jon B. Friden, and Jacqueline C. Kilsheimer, "Social Values 

and Female Fashion Leadership : A Cross-Cultural Study", Psychology & Marketing, 

Vol.(10), 1993(September/October), pp. 399-412.

125) Venkatraman, Meera P. and Linda L. Price, "Differentiating Between Cognitive and 

society Innovativeness", Journal of Business Research, Vol.(20), 1990. pp. 293-315.
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. (fantasy)

. 

, 

. 

(uniqueness) . 

. 

. 

. 

. 

상황3. 

. 

.126) 

(seqnence effects), . 

. 

. . 

. 

( )

126) Belk, op. cit., pp. 139-168.



- 100 -

. 

(ensemble: )

.127) 

. 

. 

. 

. 

, 

.

. 

(social setting) , 

(opinions of referents)

.128) 

.129)  

. 

(10 )

. 

  

127) Holbrook, Morries and Punam Anand, "The Effects of Situation, Sequence, and 

Features on Perceptual and Affective Responses to Product Designs : The Case of 

Aesthetic Consumption", Empirical Stdies of Arts, Vol.(10), No.(1), 1992,pp. 19-31.

128) Solomon, op. cit., pp. 319-329.

129) Belk, op. cit., pp. 139-168.
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제품의 유형에 따른 영향4.  

. 

(Jay Doblin) (XAP Scale:eXcess Apperance Performance)

. 

, 

. 

. (high-involvement product)

(low-involvement product)

. (aesthetic centered product)

(ergornomics centered product)

(technology-driven product), 

(user-driven product) -

(technology and user-driven product)

.

절 제품디자인에 대한 제약요소3 

. 

. 

, 

(constituencies)

. 

. .
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성과 제약1. 

. 

. 

(aesthetic performance) . 

. 

, (product categories)

. 

.

, , (sherf life), 

(resistance to environmental stress) (maintainability)

. 

(recycling)

.130) 

. 

인간공학2. 

. 

, , 

.131) 

, (texture), (shape)

. 

(ease of use)

.132) 

. 

130) Nussbaum, Brce A., "Built to Last-Until It's Time to take it Apart", Business Week, 

1990(September 17), pp. 102-106.

131) Osborne, op. cit., pp. 117-138.

132) Nussbaum, Bruce A., "Hot Products", Business Week, 1993(June 7), pp. 54-57.
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. 

(graphical interface) 'plug and play'

( ) .

Norman(1988)133) . 

. 

. 

. 

(mapping) . Benz

(map) . Norman(1988)

. 

.

생산과 비용3. 

. 

(parameter)

.134) 

.

, TV

. 

.

133) Norman, David A, "The Psychology of Everyday Things", New York : Basic Books, 

1988.

134) Dumaine, Brian, "Design That Sells and Sells and ...", Fortune, 1991(March 11), pp. 

86-94.
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법과 규정4. 

.135) 

(compromise) . (race car)

(body regulation) (pakaged food 

makers) .( FDA, Food and 

Drug Administration) 

. 

. (product 

liability)

.136)

마케팅프로그램5.  

. 

. , (handling), . 

. 

Hanes

(eggs pantyhose) . 

(family resemblance)

(product line)

. 

. , 

. (excitement)

135) Lawson, op. cit. 

136) Schwartz, Edward M., "When Products Injure Children." Trial, Vol.(25), 1989(August), 

pp. 50-54.
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. 

디자이너6. 

. (self expression)

. 

.137)  

. 

.  

. 

(trade-offs) . 

. 

. 

(dashboard)

, 

. 

. 

. 

137) Nussbaum, op. cit., pp. 54-57.
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절 연구모형도출4 

( 4-7)

. , 

, , 

.

5

.

 < 4-7> 
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장 사례연구5 

절 사례연구프로세스1 

. 

, , 

. 

< 5-1> .

< 5-1> 

디자인 속성 파악

소비자 범주 확인
소비자 인지 차원( )

디자인 속성과 소비자
인지 차원간의 연관성
파악

세분시장 선호도 분석 

디자인 컨셉

컴퓨터 시뮬레이션

추세분석

디자인 속성과
수준 결정  

가이드북 사진, /

바이너리 척도(1,2)

가이드북 사진, /

명목 및 서열척도

동질성 분석

프리그룹핑을 통한  
유사성   

자료 다중명목 척도/

비선형 주성분분석

디자인 속성 및 인
지  차원 자료 명목/ ,
서열 다중명목척도

동질성분석

비선형 정준상관분석

  자료 데이타/  분석방법 프로세스 

설문지/
서열 및 등간 척도 컨조인트 분석

최대효용치 추정법시뮬레이션 카드
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절 사례연구대상제품2 

R.V.s

PC . 

, . 

, . 

.

, ? 

. .

, R.V.s PC PCS/

. 

.  

절 조사설계3 

< 5-1> 

표본선정

예비조사 전주지역 대 남 여20-50 (20) (20)

차조사1 서울시 전주시 거주 대 남 여 명, 18-50 (121), (80) 201

차조사2 서울시 거주 대 남 여 명18-50 (51), (49) 100

조사시기

예비조사 1998. 4. 25 - 4. 30

차조사1 1998. 6. 30 - 7. 5

차조사2 1998. 7. 20 - 7. 30

자료수집

조사항목( )

인구통계변수 라이프스타일항목 제품에 대한 태도 기존제품, , , 

디자인에 대한 평가 제품카드 렌더링 평가, 

분석방법

(SPSS 

Categories

Module 8.0) 

비선형주성분분석

동질성분석

비선형정준상관분석

컨조인트분석

컴퓨터 시뮬레이션

응답방식 개방형 선택형 그룹핑, , (grouping)

조사원
서울지역 시장조사회사의 전문 면접원

전주지역 교육을 받은 대학원생
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절 분석절차4 

디자인속성파악1. 

. 

. 

, 

. . , 

. 

, 

. 

. 

. <

5-2> .

< 5-2> 
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< 5-2> a b

. 

. 

. 

. 

. 

. . 

.

. 

. , 

. 

. 

. 

. 

. 

, ( )

, 

. 

. 
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. .

1) .

2) .

.

, 

. 1984

( )

. 

. 

. 

(NLPCA) ( , , 

) , , 

. , SPSS

NCPCA "PRINCALS" .

.

< 5-3> 
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< 5-2> 

약 자 속       성 카테고리 수 카  테  고  리 측정수준
 image  overall image 3  hard&cubic/ hard&round/ flush&round single nominal

 grille  r/grille 3  horizontal/ vertical/ horizontal+vertical single nominal

 lamp  h/lamp(t/s lamp) 3 원 사각 standard / standard / styled single nominal

 fog  fog lamp 3 돌출 내장 없다 / / single nominal

 bumper  bumper 2  hard style/ round style single nominal

 tusk  tusk bumper 3 없다 파이프 사출물 / / single nominal

 bonnet  bonnet 3  very sloping/ sloping/flat single nominal

 scrake  screen rake 3 약간 경사 중간 많이 경사 / / ordinal

 scround  screen roundness 2 평형 라운드 / single nominal

 edge 모서리각 2 각형 라운드 / single nominal

 pannel 패널형태 2 평형 라운드 / single nominal

 farch  front wheel arch shape 2 사각 round/ single nominal

 wmold  wheel molding 2 있다 없다 / ordinal

 mold  protect molding 2 있다 없다 / ordinal

 fflare  front wheel arch flare size 3 크다 작다 없다 / / ordinal

 fstyle  front wheel arch flare style 2 평형 아치형 / single nominal

 step  running board 2 있다 없다 / ordinal

 bp 경사 b pillar 2 있다 없다 / ordinal

 cdp 경사 c/d pillar 2 있다 없다 / ordinal

 pillar 강조 pillar 3 없다 / b pillar/ c pillar single nominal

 mirror  o/s mirror 2  round/ hard single nominal

 color  color 2 다름 body color/ single nominal

 sh  shoulder height 3 높다 중간 낮다 / / ordinal

 wh  waist height 3 높다 중간 낮다 / / ordinal

 sl  shoulder line 2  leveled/ stepped single nominal

 spoiler  spoiler 2 있다 없다 / ordinal

 top  soft/hard top 2  soft top/ hard top ordinal

 door  door 3  2door/ 3door/ 5door single nominal

 inter 인터쿨러 2 있다 없다 / ordinal

 roof 루프 장식 2 있다 없다 / ordinal

 bl  bonnet length 2 길다 짧다 / ordinal

 bpt  b-pillar thickness 2 두껍다 얇다 / ordinal

 cdpt  c/d pillar thickness 3 두껍다 얇다 없다 / / ordinal

 drop  dropout angle 2 크다 작다 / ordinal

 grand  ground clearance 2 높다 낮다 / ordinal

 overall  overall height 3 높다 중간 낮다 / / ordinal

 lead  leadin angle 2 크다 작다 / ordinal

 ratio  length/height ratio 3 길다 중간 짧다 / / ordinal

 wbase  wheel base length 2 길다 짧다 / ordinal

 length  overall length 2 길다 짧다 / ordinal

 rarch  rear wheel arch shape 2 사각 round/ single nominal

 rflare  rear wheel arch flare size 3 크다 작다 없다 / / ordinal

 rstyle  rear wheel arch flare style 2 평형 아치형 / single nominal

bumstyle  bumper style 2  integral/ descrete single nominal

 bulge  bulge 2 있다 없다 / ordinal

 blength 길이 bulge 3 길다 짧다 없다 / / ordinal
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, , . (

1,2,3,4,5 . , 

3 . +/- 

. 

< 5-3> 

. 

. 

요인 비회전Variable  Dimension( )

               1       2       3       4       5

IMAGE       .656    -.658    -.104   -.118    .235 

GRILLE     -.383     .019     .330    .670    .057 

LAMP        .811    -.088    -.300   -.336   -.241 

FOG         .691    -.022     .487    .180    .148 

TUSK        .421     .317     .339   -.385   -.237 

BONN       -.942     .180     .128    .020   -.016 

DOOR        .810    -.090    -.281    .326   -.163 

BUMPER      .758    -.248     .494   -.108    .206 

SCROUND     .788    -.153     .382    .140    .191 

EDGE        .644    -.667    -.125   -.121    .232 

PANNEL      .758    -.248     .494   -.108    .206 

FARCH      -.661     .246     .126    .572    .239 

FSTYLE      .383     .409    -.199   -.181    .628 

MIRROR     -.620     .017    -.421   -.069   -.033 

COLOR      -.411    -.296     .074    .114   -.052 

SL          .319     .180     .394   -.208   -.243 

RSTYLE      .293     .572    -.299   -.123    .606 

BUSTYLE    -.798    -.292     .101    .036    .064 

RCRAKE      .857    -.145    -.121    .134    .026 

FFLARE     -.416     .490     .160    .223   -.482 

SH          .610     .530    -.068    .107   -.383 

WH          .721    -.379     .201   -.131    .025 

CDPT       -.749    -.210    -.044   -.331   -.108 

OVERALL     .645    -.676    -.132   -.097    .219 

LENGTH     -.557    -.246     .125   -.244   -.080 

RFLARE     -.266    -.624     .250    .152   -.590 

PILLAR      .787     .095     .013    .337    .056 

RATIO      -.660    -.032     .170   -.436    .179 

BLENGTH     .376    -.221    -.864   -.023   -.002 

WMOLD      -.225    -.307    -.040    .046    .128 

MOLD       -.624    -.354     .072    .146   -.124 

STEP        .178    -.426    -.374    .542    .090 

BP         -.273     .521    -.041   -.036   -.227 

CDP        -.801    -.315     .105    .014    .029 

SPOILER    -.552     .034     .086    .248    .118 

TOP         .362     .040    -.023    .131   -.223 

INTER      -.287    -.118     .137    .538    .262 

ROOF       -.428     .611     .003    .014   -.268 

BL         -.730    -.390    -.006   -.140    .204 

BPT         .813     .004     .010    .326   -.068 

DROP        .794     .042    -.445    .091   -.232 

GRAND       .896     .281    -.090    .071   -.169 

LEAD        .896     .281    -.090    .071   -.169 

WBASE      -.665     .158     .300   -.395    .167 

RARCH      -.598     .388     .019    .501    .272 

BULGE      -.376    -.221    -.864   -.023   -.002 

요인 회전Variable Dimension( )

1         2         3         4         5

-.843 -.391 -.075 .138 .140 

.149 .353 .517 -.539 .034 

-.360 -.732 -.213 .397 -.144 

-.257 -.642 .003 -.519 .088 

.154 -.504 -.478 -.187 -.142 

.491 .824 -.025 -.127 -.010 

-.362 -.730 .402 .153 -.097 

-.492 -.627 -.270 -.427 .123 

-.413 -.688 .001 -.407 .114 

-.847 -.377 -.071 .159 .139 

-.492 -.627 -.270 -.427 .123 

.457 .537 .494 -.314 .143 

.253 -.500 -.102 .249 .375 

.228 .577 .079 .419 -.020 

-.419 -.285 .082 -.109 -.031 

.060 -.361 -.330 -.299 -.145 

.437 -.471 -.013 .323 .362 

-.001 .850 -.001 -.107 .038 

-.429 -.756 .167 .068 .016 

.603 .223 .155 -.227 -.288 

.289 -.754 .124 .027 -.229 

-.603 -.548 -.192 -.144 .015 

.059 .776 -.296 .155 .065 

-.856 -.375 -.046 .157 .131 

-.041 .608 -.272 -.034 -.048 

-.495 .463 .057 -.287 -.353 

-.180 -.772 .312 -.127 .033 

.196 .631 -.468 -.011 .107 

-.336 -.278 .274 .820 -.001 

-.212 .316 .057 .022 .077 

-.119 .707 .113 -.118 -.074 

-.461 -.022 .637 .166 .054 

.583 .078 -.020 .051 -.136 

-.022 .860 -.023 -.103 .017 

.221 .507 .204 -.166 .071 

-.086 -.354 .131 -.023 -.133 

-.013 .310 .459 -.313 .157 

.721 .193 .012 -.008 -.160 

-.117 .819 -.130 .054 .122 

-.274 -.765 .303 -.121 -.041 

-.232 -.760 .238 .387 -.139 

-.042 -.938 .097 .060 -.101 

-.042 -.938 .097 .060 -.101 

.376 .571 -.995 .043 .100 

.569 .429 .464 -.189 .163 

-.079 .429 .274 .820 -.001 
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< 5-4> 

약  자 속         성 카테고리수 카  테  고  리 측정수준

type 형태computer 2 수직타입 수평타입/ Single Nominal

sinch 인치 드라이브3.5 2 유 무/ Ordinal

splace 인치 드라이브 위치3.5 6 상단 중간 하단/ / Single Nominal

reset 인치 드라이브 리셋버튼 형태3.5 4 원형 사각형 자유형/ / Single Nominal

linch 인치 드라이브5.25 2 유 무/ Ordinal

lplace 인치 드라이브 위치5.25 4 상단 중간 하단/ / Single Nominal

cdplace 위치CD ROM 6 상단 중간 하단/ / Single Nominal

cdrom CD ROM 2 유 무/ Ordinal

cdtype 형태CD ROM 2 커버형 없다/ Single Nominal

power 버튼 형태Power 4 원형 터원형 사각형 없다/ / / Single Nominal

pplace 버튼 위치Power 7 상단 중간 하단 좌 중 우 없다/ / / / / / Single Nominal

cover 형태Front Cover Bezel 2 라운드판넬 플랫판넬/ Single Nominal

fcover 프론트 커버 2 유 무/ Ordinal

ctype 프론트 커버 구조 3 슬라이드식 단순구조 없다/ / Single Nominal

speaker 스피커 2 유 무/ Ordinal

stype 스피커 형태 3 사각형 원형 자유형/ / Single Nominal

led LED Display 2 유 무/ Ordinal

ledtype 형태LED Display 4 타원형 사각형 복합형 없다/ / / Single Nominal

volume 볼륨높 2 유 무/ Ordinal

vtype 볼륨높 형태 3 다이얼식 슬라이드식 없다/ / Single Nominal

lcd 창LCD 2 유 무/ Ordinal

lcdtype 창 형태LCD 3 원형 타원형 사각형 없다/ / / Single Nominal

5 . 

5

. (eigen value)

5 .

(component loading)

. 5 (1 :

, 2 : , 3,4,5 : )

.
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< 5-5> 

Variable  Dimension

              1       2       3       4       5

TYPE        .642    .246    .065    .002    .004
SINCH       .000    .000    .000    .000    .000
SINCHUP     .080    .028    .246    .004    .029
SINCHMID    .320    .126    .025    .000    .006
SINCHBOT    .000    .000    .000    .000    .000
RESETCIR    .285    .009    .211    .078    .029
RESETSQU    .026    .131    .426    .015    .036
RESETETC    .030    .123    .042    .033    .024
LINCH       .205    .335    .000    .001    .002
LINCHUP     .004    .282    .008    .000    .001
LINCHMID    .003    .107    .008    .003    .036
LINCHBOT    .000    .000    .000    .000    .000
CDROM       .276    .481    .000    .090    .010
CDPCEUP     .338    .014    .207    .009    .256
CDPCEMID    .056    .005    .219    .058    .002
CDPCEBOT    .136    .000    .010    .001    .436
CDTYPCOV    .276    .481    .000    .090    .010
CDTYPINS    .000    .000    .000    .000    .000
POWERCIR    .062    .016    .060    .023    .322
POWERFRE    .166    .033    .041    .213    .149
POWERSQU    .229    .005    .025    .039    .142
PPLCEUP     .120    .032    .107    .037    .347
PPLCEMID    .262    .189    .084    .093    .117
PPLCEBOT    .010    .022    .170    .242    .075
ROUNDPAN    .314    .035    .165    .048    .001
FLATPAN     .314    .035    .165    .048    .001
ROUNDEDG    .123    .061    .048    .338    .000
ANGULEDG    .123    .061    .048    .338    .000
SYMPTYPE    .318    .126    .019    .199    .026
DECOTYPE    .318    .126    .019    .199    .026
FCOVER      .006    .052    .301    .401    .010
FCOVESLD    .006    .052    .301    .401    .010
FCOVESIM    .000    .000    .000    .000    .000
SPEAKER     .134    .001    .060    .052    .124
SPEAKSQU    .013    .004    .001    .021    .215
SPEAKCIR    .000    .000    .000    .000    .000
SPEAKFRE    .121    .000    .070    .030    .016
LEDDISPL    .049    .023    .006    .016    .002
LEDDPCIR    .001    .001    .056    .005    .228
LEDDPSQU    .002    .227    .091    .000    .083
LEDDPCOM    .009    .159    .007    .001    .358
VOLUME      .084    .191    .219    .149    .118
VOLDIAL     .129    .149    .201    .103    .119
VOLSLIDE    .049    .018    .001    .031    .000
LCD         .133    .002    .205    .006    .117
LCDCIR      .000    .000    .000    .000    .000
LCDOVAL     .073    .000    .045    .007    .199
LCDSQU      .056    .005    .219    .058    .002
SINCHLFT    .000    .084    .021    .036    .004
SINCHCTR    .071    .139    .041    .100    .009
SINCHRGT    .507    .044    .119    .005    .000
LINCHLFT    .000    .000    .000    .000    .000
LINCHCRT    .000    .000    .000    .000    .000
LINCHRGT    .282    .010    .024    .009    .031
CDROMLFT    .000    .000    .000    .000    .000
CROMCTR     .036    .086    .084    .018    .018
CROMRGT     .205    .325    .005    .121    .008
POWERLFT    .010    .176    .083    .049    .020
POWERCTR    .123    .158    .039    .137    .005
POWERRGT    .328    .007    .060    .001    .020

< 5-5> ■

. 
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소비자인지파악2. 

. 

. 

. 

. 

. (similarity) , 

. 

(paired comparison test)① 

, , .......

5 7 . 

. 

(multidimensional scaling) . 

(free grouping test)② 

. 

. 
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. 

. 

. 

, 

. 

(homogeneity analysis) .

(questionaire method)③ 

. 

. , 

, 

. 

(factor analysis) . 

< 5-5>

. 

. 

< 5-5>

, 

. . 

. 

(non-linear) . 
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 < 5-6> ‘ ’

(homogenity analysis)

.

< 5-6>

(tight sub-clusters)

< 5-5> 
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(free grouping)

. 

(homogeneity analysis) . 50

. 

. 

201 . 18

50 . 121 80 . 

(set) . 셑

(homogeneity analysis) . 

( A 1

B 1 ).  

(homogeneity analysis)

(NLCCA)

. SPSS HOMALS routine . 

, 

. 

, . 

. 

, 

. (centriod 

method)
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(2) 

. 

1

16 . 

2 .  

(homogeneity analysis)

. 

, 

. . 

< 5-7> .

< 5-7> 

A, B, C, D . 

. 

; A- (jeep), B-

(light weight R.V.s), C- (heavy weight R.V.s), 
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D- (passenger-style R.V.s), <

5-8> .

, , , , , 

, , , 9 LOV (list 

of value) . 

. 

, 

. 

. 

. 

, 

.  C D 

, A B B C

. 

< 5-8> 

 A - Jeep

B - Light Weight R.V.s
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C - Heavy Weight R.V.s

D - R.V.s

. 

(free grouping)

. 

. (

.) 

. (pair 

comparison) . 38

. , 

. 

.

LOV

. 

.

(1) 

.
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(2) 

. 

1

16 . 

2 .  

(homogeneity analysis)

. 

, 

. . 

< 5-9> .

< 5-9> 

A, B, C, D . 



- 127 -

. 

; A - , B - , C - ․

, D - .․

< 5-10> 

A - 

B - 

C - 

D - 
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. 

. 

, 

.  A B, B D

, C

.

연관성분석3. 

. , 

. 

(attribute data)

(perceptual data) . 

(non-linear canonical correlation analysis)

.

, 

.   
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. 

(prototype 

theory) (categorization) . 
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.

, 

. , 

. 
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(1) 
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‘ ' . 

, 

(non-linear canonical correlation analysis)

.

. 

.

. 

. 

(non-linear principal component analysis) (

)

.
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. 

.

. 

( ), 

.

, 
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. 

. (

1.0) 0

.

, 

(NLCCA)

, (NLCCA)

.  

. , 

. 

(2) 

(homogeneity analysis) , 

(non-linear canonical correlation analysis)

. < 5-11> . 

. 

( light R.V.s top hard

soft ) . 

(multi-nominal scale) (covariance)

. 

. 3

< 5-11> . 
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2 ( 5-12). 

<  5-11> 3

< 5-12> 2

 

(3) 

(homogeneity analysis)

성분 적재 

EDGEEDGEEDGE

CLUST CLUST
CDPCDP ROOF

BUMPERBUMPERBUMPER

차원2

SCROUNDFARCHFARCHFARCHRARCH

1.51.5

DROPDROPDROPBUSTY LEBUSTY LEBPTBPTBPT

BPMOLDMOLD

LEADGRAND

SPOILERSPOILER

-1.0

TOP

FSTYLEFSTYLEFSTYLESTEPSTEP

BLBLBL

-.5

COLORCOLOR
LENGTHLENGTH

1.01.0

INTERINTER

0.0
SLSLSL

WMOLD

WMOLDWMOLDINTER

.5

LENGTH

RSTYLERSTYLERSTYLE
COLOR

1.0

STEP

CLUST

.5.5

TOPTOP

MIRRORMIRRORMIRRORSPOILER

1.5

WBASEWBASEWBASE
LEADLEADGRANDGRAND

MOLDBPBP

BUSTY LE
RARCHRARCHSCROUNDSCROUND

차원3차원1

PANNELPANNELPANNEL
ROOFROOF

0.00.0

CDP

-.5-.5 -1.0-1.0

대상점수

개체 번호에 의해 가중된 케이스입니다    .

3 3

차원2

-3

-2

22

-1

0

1

1 1

2

3

0 0

차원3차원1
-1-1 -2-2 -3-3
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’ ‘ ’ 

. 

‘ ’ ‘ ’

.

91

. 91

heavy weight R.V.s

C ‘ ’ . heavy weight 

R.V.s 93

heavy weight R.V.s

( D)

( 5-13 ). 2

3

96

heavy weight R.V.s heavy weight R.V.s

‘ ’

. 96

heavy weight R.V.s 94

heavy weight R.V.s ‘ ’

.

heavy weight R.V.s ‘ ’

‘ ’ , 

‘ ’

‘ ’ .
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< 5-13> 
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C D

. 

(NLCCA) < 5-11>

. 

. 

. 

.  

.

1/ 2 2

1 jeep heavy weight R.V.s

. 

lead-in angle, grand clearance, bonnet slope, bumper-style, b-pillar 

thickness, drop-out angle, lamp-style, screen rake protect molding, 

door, cd-pillar slope, . lead-in 

angle , jeep heavy weight R.V.s

. grand clearance jeep , 

heavy weight R.V.s . 

jeep bonnet

heavy weight R.V.s

. bumper-style jeep heavy weight R.V.s

. pillar

jeep heavy weight R.V.s b/c-pillar

. drop-out angle jeep

heavy weight R.V.s . 

lamp-style jeep round , heavy weight 

R.V.s lamp . screen 

rake , jeep heavy weight R.V.s
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protect molding , heavy weight R.V.s

. door jeep 2 doors

, heavy weight R.V.s 5 doors

. c/d-pillar , jeep , heavy weight R.V.s

. jeep

, heavy weight R.V.s

.

2 hard-top light weight R.V.s soft-top light weight 

R.V.s light weight 

R.V.s (hard-top/soft-top)

. 

3 heavy weight R.V.s R.V.s 

. , overall image, 

edge, waist height, bonnet slope, lamp-style, screen roundness,  pannel

. overall image heavy weight R.V.s

hard & cubic R.V.s flush & 

round . edge heavy weight R.V.s

R.V.s round . 

waist height heavy weight R.V.s R.V.s

. bonnet slope R.V.s heavy 

weight R.V.s , lamp-style

heavy weight R.V.s

R.V.s styled lamp . screen roundness , 

heavy weight R.V.s R.V.s round

. pannel heavy weight R.V.s

R.V.s round . 

, 
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. 

‘ ’ . R.V.s

bonnet

, heavy weight R.V.s R.V.s

screen rake wheel molding 

front wheel arch flare . 

. R.V.s jeep

soft-top jeep heavy weight R.V.s

jeep edge

‘ ’ . 

. 

‘ ’

.

. heavy weight 

R.V.s ‘roundness’

light weight R.V.s .(heavy weight R.V.s

). heavy weight R.V.s

. , 

, heavy weight R.V.s

, heavy weight R.V.s

. 

. .

, ‘ ’

.



- 139 -

< 5-6> R.V.s 

속성 범주         차원 차원1 차원2 차원3

Lead-in angle
전통적 형Jeep 각 크다

Heavy-weight R.Vs 각 적다

Grand clearence
높다

낮다

Bonet slope
없거나 미약

조금있다

Bumper style
분리형

통합형

두께B-pillar 
미약

강조

Drop out angle
각 크다

각 적다

Lamp style
라운드 형태

다양

Screen rake
없다

상당히 있다

Protect molding
없음

있음

Door
개 2

개3-5

CD-pillar slope
없다

있다

비율
길이에 비해 높다

높이에 비해 길다

Top
light weight R.V.s Hard top

light weight R.V.s Soft top

Overall image
heavy weight R.V.s Hard and cubic

승용형 R.V.s Flash and round

Edge
각짐

Round

Waist height
높음

낮음

Bonnet slope
적다

크다

Lamp-style
원형 사각, 

스타일형

Screen roundness
평면

라운드

형태Pannel 
평면

라운드

B-pillar slope
조금강조

강조
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(4) 

. ‘ ’ 

. 

. 

. 

. 

(NLCCA)

R.V.s

. , 

,

. (conjoint analysis)

(rendering)

.  

. 

, 

(prototype theory) (categorization)

. 

.
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, 

, 

. 

5 2

. 

(1) 

(free grouping)

(attribute data) 

. 

. 

22 . 

‘ ' . 

, 

(non-linear cannonical correlation 

analysis), .

. 

. 

(2) 

(homogeneity analysis) , 

(non-linear canonical correlation analysis)

. < 5-14> . 

( )

. 

. 
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(multi-nominal scale) (covariance)

. 

. 3

< 5-14> . 

2 ( 5-15). 

<  5-14> 3

< 5-15> 2

대상점수

개 체 번 호 에 의 해 가 중 된 케 이 스 입 니 다    .

3 3

차원2

-3

-2

22

-1

0

1

1 1

2

3

0 0

차원3차원1
-1-1 -2-2 -3-3

성분 적재 

Complete Lin Complete LinFCOVER

차원2

POWERSPLACESPLACE

1.51.5

STYPE

SPLACECOVER

-1.0

TYPE

CTYPELPLACECDPLA CELPLACECTYPE

-.5

VTYPE
LEDTY PECDTYPE

1.01.0

RESETCDTYPE
0.0

RESET
LEDTY PE

LEDTY PE

STYPE

VOLUMELCDTY PE

.5 VTYPEVTYPE

POWER

CDTYPE

1.0

LPLACELINCH
CDROM

Complete Lin

.5.5

TYPETYPE

RESETCOVERCOVER

1.5

CTYPE

STYPE

POWER

차원3차원1

0.00.0 -.5-.5 -1.0-1.0
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(3) 

(homogeneity analysis)

‘ ’ , 

( A B → → 

D : ), ․ ․

‘ ’ .( 5-16)

< 5-16> 
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“

”

A, B B D . C

.

(NLCCA) ( 5-14)

. 

. 

. 

.  

.

1/ 2 2

1

. LED display type, reset 

button, power button, CD-ROM, front cover . LED 

display type , , 

/ /

. reset button, power 

button, CD-ROM front cover

. 1

. 

1

. 

2

. / type

power button ( / ) /

/ type
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 /

. 

3

속성               
범주             차원

차원1 차원2 차원3

Led display type

수직단순형 없음

기타범주의 형태 여러가지

Reset button

〃 없음

〃 있음

Power button

〃 없음

〃 있음

CD-ROM

〃 없음

〃 있음

Cover

〃 없음

〃 있음

외형

수직형 수직

수평형 수평

Speaker

수직기능전면형 전면에 있고 돌출

수직라운드데코형 전면에 강조하고 돌출

Front cover Bezel

평면스타일

라운드 형태에 입체감

< 5-7> PC
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. , speaker , 

front cover bezel . 

speaker , speaker

, speaker

. front cover bezel

flat , , 

.

, 

. 

‘ ’ . 

A CD-ROM

front cover round . , 

‘ ’

“ ” . 

(4) 

‘ ’

. “ ”

, 

. 
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. 

(NLCCA)

. , 

,

. (conjoint analysis)

(rendering)

.  

선호도분석4. 

. 

(conjoint analysis) . 

(interaction effect) . 

(ANOVA analysis) , 

SPSS ‘ ’

(orthogonal factors)

, 

.  

. 
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(1) 

A, B, C D R.V.s

, overall image, waist height, bonnet slope, 

lamp-style, screen roundness B-pillar pannel

. 1 , D

, 

(schema) , 

. 

. , 

.138) 

(conjoint analysis)

. , flush & round overall image

. 

. .

< 5-8> 

속         성
수                     준

형태구성 결정선

외부형태

WHEIGHT 높다         낮다 1. 2.

EDGE 라운드 크다  작다 1. 2.

BSLOP 완만         급속 1. 2.

LAMPSTY 일반형       스타일형 1. 2.

경사  B-Pillar 크다         작다 1. 2. 

부분형태
SCROUND 크다         작다 1. 2.

PANNEL 일반라운드   데코라운드 1. 2.

     138) Coupy, Irwin and Payne, op. cit., pp. 459-468
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(2) 

overall image 7

2 . 

(othogonal plan 

method) 10

. 

< 5-17> . 

  

< 5-17> 

Card 1

낮다WHEIGHT 

라운드가 작다EDGE 

급속BSLOP 

일반형LAMPSTY 

크다SCROUND  

일반라운드PANNEL 

경사 작다BPILLAR 

Card 2

낮다WHEIGHT 

라운드가 크다EDGE 

완만BSLOP 

스타일형LAMPSTY 

크다SCROUND 

라운드PANNEL  deco

경사 작다BPILLAR 
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Card 3

낮다WHEIGHT 

라운드가 크다EDGE 

급속BSLOP 

스타일형LAMPSTY 

작다SCROUND 

일반라운드PANNEL 

경사 크다BPILLAR 

Card 4

낮다WHEIGHT 

라운드가 작다EDGE 

완만BSLOP 

일반형LAMPSTY 

작다SCROUND 

라운드PANNEL  deco

경사 크다BPILLAR 

Card 5

높다WHEIGHT 

라운드가 크다EDGE 

완만BSLOP 

일반형LAMPSTY 

크다SCROUND 

일반라운드 PANNEL 

경사 크다BPILLAR  
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Card 6

높다WHEIGHT 

라운드가 작다EDGE 

완만BSLOP 

스타일형LAMPSTY 

작다SCROUND  

일반라운드PANNEL 

경사 작다BPILLAR 

Card 7

높다WHEIGHT 

라운드가 작다EDGE 

급속BSLOP 

스타일형LAMPSTY 

크다SCROUND 

라운드PANNEL  deco

경사 크다BPILLAR  

Card 8

높다WHEIGHT 

라운드가 크다EDGE 

급속BSLOP 

일반형LAMPSTY 

작다SCROUND 

라운드PANNEL deco

경사 작다BPILLAR 
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Card 9

낮다WHEIGHT 

라운드가 크다EDGE 

완만BSLOP 

일반형LAMPSTY 

크다SCROUND 

라운드PANNEL  deco

경사 크다BPILLAR 

Card 10 

높다WHEIGHT 

라운드가 낮다EDGE 

급속BSLOP 

스타일형LAMPSTY 

작다SCROUND 

일반라운드 PANNEL 

경사 크다BPILLAR  

(3) 

(conjoint analysis)

. 

, 

139). SPSS8.0 

, (othogonal 

factors) 10 , 

. , 100

(partial value) . 

     139) Carroll, J. Douglas and Paul E. Green, "Psychometric Methods in            

 Marketing Research: Part1, Conjoint Analysis : Journal of Marketing          Research, 

Vol(32), (1995 November), pp. 385-391.
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.

< 5-9> 

 Averaged

  Importance     Utility       Factor

높다  27.78          .5250       WEIGHT        —

                   .5250                     낮다

  2.65             .0500       EDGE          라운드 크다

라운드 작다                 .0500                     —

완만  5.56           .1050       BSLOP         —

                   .1050                     급속

일반형  21.96          .4150       LAMPSTY       —

                   .4150                     스타일형

  6.08             .1150       SCROUND       크다

작다                 .1150                     —

  8.99             .1700       PANNEL        일반라운드

데코라운드                 .1700                     —

  26.98            .5100       BPILLAR       크다

작다                 .5100                     —

        

      4.5000        CONSTANT

  Pearson's R = 1.000                   Significance = .

  Kendall's tau = 1.000                  Significance = .0003

  Kendall's tau =  .   for 2 holdouts     Significance = .

< 5-9> , waist 

height, edge, bonnet, lamp, 

screen, pannel, B-pillar 7

. , , 

.

(4) 

M/S(marketshare by preference)

(max 
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utility) . 

pannel

( 5-10)

. < 5-11> .  

< 5-10> 

카      드1 속         성 카      드2

낮다

라운드 크다

급속

스타일형

크다

일반 라운드

크다

WEIGHT

EDGE

BSLOP

LAMPSTY

SCROUND

PANNEL

BPILLAR

낮다

라운드 크다

급속

스타일형

크다

라운드deco

크다

, 

. 

, 웤

, 

. 

.

.(

edge 2.65 edge

.)
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< 5-11>  

    Averaged

    Importance     Utility      Factor

높다    27.78         .5250       WEIGHT      —

                    .5250                   낮다

    2.65            .0500       EDGE        라운드 크다

라운드 작다                  .0500                   —

완만    5.56          .1050       BSLOP       —

                    .1050                   급속

일반형    21.96         .4150       LAMPSTY     —

                    .4150                   스타일형

    6.08            .1150       SCROUND     크다

작다                  .1150                   —

    8.99            .1700       PANNEL      일반라운드

데코라운드                  .1700                   —

    26.98           .5100       BPILLAR     크다 

작다                  .5100                   —

            

        4.5000        CONSTANT

    Pearson's R = 1.000                   Significance = .

    

    Kendall's tau = 1.000                  Significance = .0003

    Kendall's tau =  .  for 2 holdouts      Significance = .

    Simulation results:

       Card:    11   12   

       Score:   6.4   6.1

    

    SUBFILE SUMMARY 

    No reversals occured in this split file group  

    Simulation summary ( 1 subjects/ 1 subjects with non-negative scores)

      Card     Max Utility       BTL        Logit

       11         100.00%        51.37%       58.42%

       12         .00            48.63        41,58   

. 

(1) 

A, B, C D

(round-deco style) , LED , reset button

, power button , speaker , pannel style, front cover style, driver
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. 

(schema)

, 

. . 

, .  

(conjoint analysis)

. , 

. 

. 

.

< 5-12> 

속            성
수        준

형태구성 결정선

부분형태

LED 사각형 1. 원형2.

Reset Button 원형 1. 사각2.

Power Button 사각 1. 원형2.

Speaker 강조 1. 일반2.

Driver 상 1. 하2.

외부형태
Front cover  1.Simple 2.Complex

Pannel Style 각형 1. 라운드2.

(2) 

overall image 7

2 . 

(othogonal plan 
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method) 10

. 

< 5-18> .

< 5-18> 

Card 1

사각형LED  

사각RESET 

사각POWER 

강조SPEAKER 

라운드형PANNEL 

FCOVER complex

하DRIVER 

Card 2

원형LED 

원형RESET 

원형POWER 

라운드형PANNEL 

FCOVER complex

상DRIVER 

Card 3

원형LED 

사각RESET  

사각POWER 

일반SPEAKER 

각형PANNEL  

FCOVER complex

상DRIVER  
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Card 4

사각형LED 

원형RESET 

원형POWER 

일반SPEAKER 

각형PANNEL  

FCOVER complex

하DRIVER  

Card 5

원형LED 

사각RESET 

원형POWER 

강조SPEAKER

각형PANNEL  

FCOVER simple

하DRIVER  

Card 6

사각형LED  

사각RESET 

원형POWER 

일반SPEAKER 

라운드형PANNEL 

FCOVER simple

상DRIVER 

Card 7

사각형LED 

원형RESET 

사각POWER 

강조SPEAKER

각형PANNEL 

FCOVER simple

상DRIVER 
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Card 8

원형LED 

원형RESET 

사각POWER 

일반SPEAKER 

라운드형PANNEL 

FCOVER simple

하DRIVER 

Card 9

사각형LED 

원형RESET 

사각형POWER 

일반SPEAKER 

각형PANNEL  

FCOVER simple

상DRIVER  

Card 10

원형LED 

사각RESET 

원형POWER 

일반SPEAKER 

라운드형PANNEL  

FCOVER complex

상DRIVER  

(3) 

(conjoint analysis)

. 

, 

. SPSS8.0 

, (othogonal factors)

10 , 
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. , 100

(partial value) . <

5-13> .

< 5-13> 

Averaged

Importance     Utility       Factor

           28.01           .4650       LED        사각형

원형                          -.4650                  

            .30            .0050       RESET      원형

사각                          -.0050                  

사각           31.63          -.5250       POWER      

                           .5250                  원형

           19.28           .3200       SPEAKER    강조

일반                          -.3200                  

각형           16.27          -.2700       PANNEL     

                           .2700                  라운드

            .60           -.0100       FCOVER     simple

                           .0100                  complex

상            3.92           -.0650       DRIVER     

                           .0650                  하

        

    4.5000        CONSTANT

Pearson's R = 1.000                   Significance = .

Kendall's tau = 1.000                  Significance = .0003

Kendall's tau =  .   for 2 holdouts     Significance = .

< 5-13> , 

LED, reset button, power button, , pannel, 

complex front cover, 7

. , , 

.
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(4) 

M/S(marketshare by preference)

(max utility) . 

(

5-14)

. < 5-15> .  

< 5-14> 

카드1 속성 카드2 속성 카드3

사각형

원형

원형

강조

라운드

상complex

LED

RESET

POWER

SPEAKER

PANNEL

FCOVER

DRIVER

원형

원형

사각형

강조

라운드

complex

하

LED

RESET

POWER

SPEAKER

PANNEL

FCOVER

DRIVER

사각형

사각형

원형

강조

라운드

complex

상

, 

. 

, 웤

, 

. 

. 
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< 5-15> 
  Averaged

  Importance     Utility       Factor

  28.01          .4650         LED          사각형

원형                -.4650                      

  .30            .0050         RESET        원형

사각                -.0050                      

사각  31.63         -.5250         POWER        

                 .5250                      원형

  19.28          .3200         SPEAKER      강조

일반                -.3200                      

각형  16.27         -.2700         PANNEL       

                 .2700                      라운드

  .60           -.0100         FCOVER       simple

                 .0100                      complex

상  3.92          -.0650         DRIVER       

                 .0650                      하

    

      4.5000        CONSTANT

    Pearson's R = 1.000                    Significance = .

  

    Kendall's tau = 1.000                   Significance = .0003

   Kendall's tau = 1.000 for 2 holdouts     Significance = .

  

    Simulation results:

    Card:    11   12   13

    Score:   6.0   4.2   6.0

  SUBFILE SUMMARY 

  No reversals occured in this split file group  

  Simulation summary ( 1 subjects/ 1 subjects with non-negative scores)

    Card     Max Utility       BTL        Logit

     11         100.00%        37.15%       46.57%

     12            .00         25.75         7.32

     13            .00         37.09        46.11

  

.(

reset button 0.3 reset button

.)

현시장에 대한 선호도파악5. 
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, 

, , 

, 

. 

, (conjoint analysis)

. 

(multidimensional scale method)

. 

. 

. 

.  

. 

< 5-19>

, , , 

, , . 

. 

, 

, 

. 
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. 

. , 

. 

 

< 5-19> 

자동차선호요인분석

부드러움

16%

안정성

4%

매끄러움

8%

승용형느낌

8%

본넷독특함

4%

견고함

6%

고급감

2%
기타

4%
날렵함

14%
자연스러움

4%

유선형

6%

공간충분

4%

심플함

4%

외부깨끗

4%

곡선멋짐

8%

승차감

4%

. 

< 5-20>

, , , , , 

. 

. , 

, 

. 
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. , 

. 

< 5-20>

. 

. 

, , , , , 

, , , , 9 . 

, , , 

. , 

. 

. 

< > .    

컴퓨터 선호요인분석

견고함

4%

현대감

9%

깔끔함

17%

색배합 세련됨

7%

세련함

5%

심플함

9%

성능우수

4%
하단강조

4%
고급스러움

11%

편리성

2%

독특함

7%

원근감

5% 안정감

5%

기타

3%
입체감

4%
색다름

4%
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절 제품디자인 컨셉도출5 

레져용 자동차 디자인컨셉도출1. 

 

. 

, waist height, edge round

, , screen round pannel 

round B-pillar ,  round

,  . 

“ ”

, 

.  

               

< 5-21> 
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컴퓨터의 디자인컨셉도출2. 

, 

. 

. 

. , LED(

), reset , power , speaker , round pannel, 

round front cover, driver deco-round

. “

” square round deco

.   

< 5-22> 
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절 제품디자인6 

승용형 레져용 자동차형태1. 

< 5-23> .

            

< 5-23> 
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컴퓨터형태2. 

< 5-24> .

< 5-24> 

              

, , 

. 

.
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장 결론 및 토론6 

절 연구의 요약1 

본 연구의 이론적 요약1. 

1 “

” . 

. 

(customer-centered)

, 

, 

.

, , 

.

. 

. 

(1) , 

(preference) .
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, . 

(perception) . 

. 

. 

. 

. 

. 

. 

. 

. 

(prototype theory) . (typicality)

(categorization) . 

. 

. 

. 

(prototype)
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. 

. 

.

, 

(product-life 

cycle) .     

  

웤

. 

. .

. 

. 

. , 
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. .

, , 

.

100%

. 

(similarity judgment)

. (multidimensional 

scaling)

(paired-comparison test)

. 

(multi-nominal scale)

(non-linear analysis)

(non-linear principal component analysis), (non-linear 

homogeneity analysis) (non-linear canonical 

correlation analysis) .

. 
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. , 

. 

. 

. (bias), 

(preference), (attitude), (prior consumption 

experience)

(validity) . 

, 

.

본 연구의 실증적 요약2. 

. 

. 

. 

( , )

. 

55 ․

( ) . 

. 

. angular, uplight

uplight
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heavy weight R.V.s round forward 

rake

. ‘jeep’

. 

‘jeep’

.

light weight R.V.s

‘jeep’ . 

, 

웤

. , 

, 

. , 

off-road , ‘jeep’

, 

(needs)

. 

. 

. 

386
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.  , 

, 

. 

CD-ROM 5.25 , 

simple-square pannel deco-round pannel

. 

. 

. 

, 

, 

(needs)

.

. 

, 

. 

. 

. 

(1) 

. 
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. 

. 

. 

( , , )

. 

. 

.

5 . 5

. 

(eigen value) 5

. 

5 .

(2) 

. 

, 

(free grouping test)

(homogenity analysis) .

50

(jeep), (light weight 

R.V.s), (heavy weight R.V.s), 

(passenger-style R.V.s) .  

, , , ․ ․
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.

(3)  

. , 

. 

(attribute data)

(perceptual data) (non-linear 

canonical correlation analysis) . 

(non-linear canonical correlation analysis)

.

1 jeep heavy 

weight R.V.s

. lead-in angle, grand clearance, bonnet slope, 

bumper-style, B-pillar thickness, drop-out angle, lamp-style, screen rake 

protect molding, door, CD-pillar slope, 

.

2 hard-top light weight R.V.s soft-top light weight 

R.V.s light weight 

R.V.s (hard-top/soft-top)

.

3 heavy weight R.V.s R.V.s 

. , overall image, 

edge, waist height, bonnet slope, lamp-style, screen roundness,  pannel

. 

, 
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. ‘

’ . 

. 

. 

.

1

. LED display type, reset 

button, power button, CD-ROM, cover .

2

. / type

power button ( / ) /

/ type

/

.

3

. , speaker , 

front cover bezel . 

‘ ’

. 

. ‘ ’

. 
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.

(4)  

. 

(conjoint analysis) . 

(interaction effect) . 

(ANOVA analysis) , 

SPSS ‘ ’

(orthogonal factors)

, 

.  

R.V.s

, overall image, waist height, bonnet slope, lamp-style, screen 

roundness B-pillar pannel

(othogonal factors) 10

, . , 100

(partial value)

. . 

(deco-round 

style) , LED , reset 

button , power button , speaker , pannel style, front cover style, 

dirver (othogonal factors)
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10 , . 

, 100

(partial value) . 

. 

. 

. 

. , 

, 

. 

. 

, 

. , , 

․ 웤

.

, . 

. 

, . 
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. 

. ‘

’ 

. 

. 

( ) , 

.  

, .  

. 

. 

. 

. 

. 

. 
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. , 

, 

(non-linear)

.  

절 연구의 한계점 및 향후 연구방향2 

.

, 

, 

, 

, 

.

, 

(

) 

. 

, 
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, 

. 

.

, 

. 

, 

.

, , , 

. 

. 

, , 

.

, 

, 

, , , , , 
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. (color)

, 

. 

절 결언3 

 

. 

?

. 

. 

. 

, , , 

. 

. 

. , , 

. 

. 

. 

. 
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feed 

back , 

know-how .
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33%

남
67%

나이

30-34
21%

35-39
15%

40-44
22%

25-29
17%

20-24
15%

45-49
6%

18-19
4%

성별

여

44%
남

56%

소득(단위:만원)

250~299
30%

300~349
21%

400~449
6%

350~399
2% 200~249

23%

150~199
12%

~99
2%

450~499
2%

500~
2%

부록 인구통계변수에 따른 차이( 3) 

선호요인에 대한 인구통계적 차이1. 

자동차(R.V.s)

주택소유

자가
60%

비자가

40%

직업

대학생
19%

주부
19%

관리직
2%

판매직
8%

자영업
15%

사무직/
  기술직

기능직
2%



컴퓨터

학력수준

대졸이

상
58%

고졸이

하
42%

주택형태

아파트
54%

단독
12%

빌라/연
립

15%

다세대
15%

복합빌
딩
4%

결혼여부

기혼
68%

미혼
32%

나이

45-49
10%

40-44
28%

35-39
8%

30-34
22%

25-29
14%

20-24
10%

18-19
8%

성별

남
32%

여
68%

소득수준(단위:만원)

200~249
18%250~299

24%

300~349
14%

150~199
20%

350~499
6%

500~
12%

100~149
4%

~99
2%



주택소유

자가
54%

비자가
46%

직업

자영업
24%

사무직/
기술직
28%

관리직
2%

주부
20%

대학생
12%

기능직
2%

판매직
12%

학력수준

대졸이
상

46%
고졸이

하
54%

주거형태

단독
30%

아파트
28%

빌라/연
립

18%

복합빌

딩
8%

다세대
16%



부록 설문지( 4) 



부록 코딩자료( 5)
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