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Abstract

Background  As the craft market grows, crafts are turning into commodities. It’s, therefore, necessary
to understand the selection attributes of crafts that consumers consider when purchasing. Accordingly,
this study aims to develop an appropriate and valid selection attributes of crafts that can be used in the
behavioral research of craft consumers.

Methods Based on literature review, expert FGI (focus group interview), and preliminary survey,
the questionnaire was developed. Subsequently, a survey using a convenience sampling method was
conducted with consumers who had purchased crafts to validate the derived scale. A total of 197 responses
were collected and analyzed using SPSS 29.0 for frequency analysis, reliability analysis, exploratory factor
analysis, cluster analysis, and cross-tabulation analysis of demographic variables and clusters.

Results Through literature review, expert FGI, and preliminary survey, 24 selection attributes
were constructed. The empirical analysis resulted in the development of a selection attributes scale
with five dimensions and 17 items, including ‘Expected attachment,” ‘Visual attractiveness,” ‘Expected
quality,” ‘Artist awareness,” and ‘Social identity.” Cluster analysis categorized consumers into four types:
‘High interest,” ‘Low interest,” ‘Fandom,” and ‘Exhibitionist,” with age and education level having a more
significant impact on cluster differentiation than economic level.

Conclusions  The selection attributes scale developed in this study can serve as an important
criterion for understanding consumers of crafts. Based on this, crafts artists, manufacturers and related
practitioners can explore strategic ways to enhance market competitiveness.
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202849 1% 29669 g2 ghfjld Ao 2 dAkgEthResearch and Markets, 2025)

T, AU Fod AT AFAIE Bolal olrk. 20229 =l Tl A wiE FEE 39 A dib] 23.2%,
AAAG Bt mlE2 7.8% S7Forom B AMAA|SL AR & FTbok 9l FAlolth(Korea Craft
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A HERE L 28A7E FolE ol Al dlEfste 847t FOQIA ofsid Do} Atk A\ Sfj€]
ARE THLR FAF AdEA # A7 b JFHIAT s FF B A= F2 39
X i %913}74‘% FoF 71l tiet Aol AFH gt FollE2 o =7k

o A WX R4, 7, Aol B3 AREel7] wiell(Yi, 2018) 23}, AF3],
ol tr=A veRd Aol UJrEW S ARl S SollE A Sl Bt 977 st

U FollE BAE F2 &R A AdAEA AH Zﬂl.hL TH, o] B fhofstal 7)ol s
2HAE QLR o FollEe] AdgEA vtehd ol 719 9 vl AeF ol Fadt dfo)7t E Aol
ofof & A9 FAZ FolFe 4| FF Aol A8 = Ue AEstL B TolE dH9Ede
FA St A eR jﬂﬂ@l T A= A=E E%Eh Eﬂ °“3} ol& T3l A S0l obd &n|AtY
THoM FoAFe T2
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2. 1. AHAICHOIIA 7HQ! B3 2 A{2] Zoj

Ars]|E e A B Egok2(Jean Baudrillard)e]l M2 7jQ1S AH|E Fol A = AA FAHY
AdigollAl B4 2 AldiollAE Ast 1 AA R A3t 7H A A Al A Aol o Fagh
7HN & AARGI F9ckBaudrillard, 1970/1991). 7€ AHg]oAE 831 548 $a3% 4] 7HA2
ol Ad WA o Al A& st 73l 71 5ot AR o R 4H] 747 ARk 9 the A o|th(Baudrillard,
1972/1992). ol&gt &H]2] Aol A 7{le] FAAGL Fl& Anlatfo] wpet A Hct T3t AS|shA
o2 B2t]9|(Pierre Bourdieu)= AMEISEE I L2318 HFES ou|sh= ‘obH]EA(habitus) 7HELE

aH] @4 BAF O AH7F AL AR A $1A1E stddata flom AgE ZolE SEuy] Hst
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srrolatal 46k thBourdieu, 1979/2005). A elstH, BEglof2 ot Rt 9= AHIE ATto] WAH
7155 Bl o2 S AR Al 1 A7| & Bkt

WA, 4 (Campbel)& 19| A A Pgubro] Gejo 2o An50 A oA Qe ARRlFEL 3t
Gk W= 54 FA7E obd AT AR X8-S Aol 55 Y LR LH|oke FAE EetHCampbell,
1987/2010). WL o] & ATt o & Fof|q &H|(Craft consumption)E F4s+ et Aate] Aratghat
2oH] JFAS] 3]0 59 LoflA] Fol A AHl= A1 FAYT AFAHY FHOR QQAHT o #& HAE
AU A "rk= Aot (Campbell, 2005).

21471 22A o a5 A4 AEe FAsks B9 Aldelth(Cui & Choi, 2011). 259
AHAEL AHEY 7|, B8 T olAF wde] ot AHE Hol A4l AAALS RAT 4 Y= Az
2HIE F5EL QUoh o] gt v oA Fell= 7189 A S UF BT oA Hlojuh An|Rte
TS wrom oMbz o 2 JPIE 7] AFICHKim, 2016). SolE2 it Q] FARE 9 d&eEis oE
& AYH E3] 3 AAke] EAL AH AR} A2} 1He] foizE 24510l A2ld SaAd AAE
A=gtk(Shin, 2005). E3t HA Y 7|&o] HASLE T gl AN o= 24 2o F4%3
IEAY 7HE Aot ol At FEEA JITHChung & Park, 2020).

S, 2 7 AR AFholA B A& w7t on|A] RS {1l Tl 9] AESHE FAskL Aok
u]Z2 HbY BTl ‘29 o4 7] 3993 (National Endowment for the Arts, NEA)7F T34y 41312
Qe o g Fo|o AEIE Frota glom 22 FALIGA Aol “AEFAEAAY (R L= E
EIRAH L), T2 ‘T’ (Crafts Council of England)(Lee, 2011), ZFAE ‘LA AS 3] (Société
d'encouragement a 1'art et a I'industrie), Bj=-2 ‘Fof| IS 3] (sndudanaiudadiannssuing) 7} Fo] 2L
AHES "X Ao E Q5 AME 2 $ 5 xYsty Yrh(Korean Craft Promotion Foundation,
2005). fEvetE g 3o AL =ol7] flof BIASIFE L 3ol T ARJIES} 2150

$EBANE A BAAESE FAUAL 2ELE AT A4S AT 5 Tl 4ESF L wolS

12

Tl AEshe TodrHEe] E5& SAAE o]FojA 1 9lrh. AvlA FEF(Kenneth Cobonpue)=
o] As Aot 7HE J49 7HE AFstglen ofg il 157090l Eote 22 V|YdeR
stk UdeE )zl el of=g|obeA FH E(Adrianus Kundert)E Y AlE 35 2435t A=
AR Foo] Adste BAste] o g9 o| A Z7h= 3D ZAY 7|&3 WE Fo|7|HE §35to]
TEAA AT Gl 7H o] BE AF-S Altstaict.

FolR7tel BAE 7 e ol & 3 A4E T o] FlA AL girt. 7hve HAES] 2ho]7HLeica)oh
do] vt 3 242 (Hosoo)= RS AE A2}l YA 2 & &8t 7=t 7he&
dA|OR ZAFh 7 BAEQ 2= $hAl(Fritz Hansen)& S F323H4 42l 483 Hdsto]
24, YA 71& 5ol H=9 7HE ARG B3t ob o] BIES] el=A(Helinox)= 24} 1] 5
AT Afae 29 71H e 5T AP 7HE ARt oA E Folle dadFolets d4& dol
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Figure 1 Changes in merchandises and crafts
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A& O]EJ iﬂ]x}ﬂ %ﬁ Ad E= e o S5 Leete AEY - 534 $45 vl
T AFF #do| Ak(Lewis, 1983). £HAE AEL S35 A9
&< 7Idisoh o]& $F517] flo AEY ogst £4 7t AAleA Fag FES 129
HE—‘iO}E‘r(Tversky, Sattat & Slovic, 1988). whebAl AH|AFE] AH]Z7EX|9F AU AT, eho] A, Aol
Bol A& JFE vIAH(Kim & Lee, 2020), AF I £49 75, tAel, BHE E9t JFS
u|Z koo, 2019).
ToF AdEd 34 oY BHS AMEY by 2t dorz ezt 33 FAlE A8 gAY
Aol M= eSS AARA, A44 714, 234, Flld o= FESH o (Hu & Yu, 2007) A9H
FollF LBAF gl AtollA= AQ19 oA, o, 4, ARA X971 FollE A FFE v
stelthDe Silver & Kundu, 2013). Q1% AH|Z tjale] dAtoAs 22 ARA, gAel, 714, A3
Aol FellE 2Hlol FFE PA = AL E YEHTHKol, 2021).
o2 F7ket Z3HOA FAEY AYEE AF7F o FREHYAR WY FoAE AuEY Ate=
obg] BEsith. AUoflA FllES WR7IEELRE vt E4LS E4% A42KSung, 2016) H-84
EAT & EAQoRE ARE A7t QltkNam & Lee, 2000). 13U F9&& 444 AE, dl&F,
W71 gE 0 2 3H45ko](Ministry of Culture and Tourism, 2000; Kim, Y., 2009; Kim, H., 2013)[Table 1]
7154, B84, A 5o &4 02 AvE Fart )t
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Table 1 Classification of the New craft industry
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s830u= 27E SHUM L2 Mitk= S0Z

WESS Z7te| 01X B30| AirE2 HE8E StZ

HE3S0= Ar2le] & ZHX|7F LHHEIOf AL Z10] 2J5H M|Z = +=S0HE
SOICIAR! HE AUALE] 3 = HAIES] FEd AR FHZ0E

19E SN 5t ATHE EET SUE
Ministry of Culture and Tourism, 2000; Kim, Y., 2009; Kim, H., 2013

WA AGH AF] Hesy Bel Y AP bt 2ok AR2GES PYOE F ATME BAE,
R, E4, 74, A4S AdsHon FTRACKIm & Shin, 2022). AR SAES Aoz
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AFolAE AR, B, B, AR, 191A 4L, $3 Sol Aslo] G olck shsic(ung &
Kim, 2020, 3 AYA HE% 02 T APl $1, 44, 444, 404, 04, A4
A&H, 24 SO Ad

S'

T UAE ASUEe AUE4 BY ) AFE 9NE 93 2k FAAENES o

)

T s
°1%L°1W% Ael&A S 22 A A, 2o, 714, AA R FLEJATHYoo & Choi, 2021). ofE A oA
AL AR S Ao E 1 EAS 44 *‘Juw, AAA, slaAd e g FEFATHJu & Koo, 2014).
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UW#O TF7IdE AdEd AR = A7 AW o3t 2o A% BIEES e s
o AFolAME AdE&EAS (A4, 7Y d, J%‘r A, FdA4, AeAdor FTEFcK(Sung, 2016;
Han, 2021). AIF% #3F7|9ES o= g dolNe AAZ, vd, 293, 443, 4344 945
Ae&d 0= FRSFYTHKo & Kang, 2011).
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3.1, 82X Y
o &9 Aei&A WM T S Y5 A 2R B3 12S AAF RISS g DB oA 7]5-A84,
d&-AE4, AFs]- 25t AR Y] 7|9E HA Al Algshs =y A+ 11719 3oll& AdsAd 3 9] A+
S/E &Lt F 1679 AFE E9) 84719 £4S =&519ch.[Table 2]
Table 2 Selection attribute literature study derivation results
&y CER 420l
Shiner. L =4
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o oxy gay UMY HBY L dEY L HEY
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(2023) A .
Hu & Yu FaEaps] - _
FOI | A =X SrHAd
by memy TEY ssm mo
De Silver & _
Xjelef 2 = INEIESPN
ooy A2 ot Jlas B A88 M
Py (2016)
Jofnl, 2EA ] -
gasiel D00 mew  Ph o EEOoME O FBA a0 ugy
e 571 ORIl MmN gl 8ol
(gggg) Cxfel  Bm Mgy =S m 7424
847 &4 F A7t FEEHAY g0l ofd HlFoEe] EAI TAH £ A ATt F 387 4=
AFAA 1 Z 3870 A0 et A5 £ &2 Y3 3o € gxpel Bopo] w4 5 AEV}F 5SS
402 FGIE AAFL o]EoA vlSotAY S5 &4, ol&3t B o] otk Aol $4&
EAIBIESE @4 o5 B0 R FAT 1 A3 F 327 B0 o]F iR 12 AREAE EE5FA
Gz 14 ARAZ & FAHGEA 208 AN BleTA BAES TohE Aol A=
22U} 1392 Ao R A ZAMS AARTE 327] B F o]dsty] ofFAY FHo] B33 B
AAsI] F 2470 £FOoR FAH HF AEAE . AFEATH E4S A9 BE 32 58
YAELikerD A EE FAFOH A TZA GoH1) oA ‘o¢- THHEHE) =E AT AEA] 7

IS qoFsHd [Figure 219+ 2},
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£(Google Form)»& o]4et 2Rl AERANE AAIF T B 32 H|ghE BES:E U F opel Hel
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S AR SPSS 20.0 A LIS Agstel SHA ATFANE B4 wobe T MERA
QNPT BAHERA AN BPAS AL 59 THLLE s 5 BAY 2w
AHE RS AT B3 E2H Q012 vigoR 2uld 2HS stershy] 919 TPRAL AP

4.1, SEXL| ARSHEH EH

AR SEAY JIFEATH E4S AHEH AHA, E= FAE 55%(27.9%), 48L&
1429(72.1%) 0% oo SART Bttt =4, A% 4% 507t 5298(26.4%), 400 4378(21.8%),
20t 4178(20.8%), 309 407(20.3%), 60 ] 217(10.7%) <2 & YetEth A, 38 A&
937 (47.2%) 0.2 717 Wekar, tishd ol 59%(29.9%), tish Ask 239 (11.7%), & vlvk 227(11.2%)
02 yepgth A, 149 A4S AGFR 359(17.8%), AEA/ATHY 349(17.3%), 3 339(16.8%),
AFRA 28™(14.2%), A9 278(13.7%), A¥IAA 1498(7.1%), 718 1198(5.6%), 73/ A 898(4.1%),
A/ A 7TH(3.6%) <=0 vebgth oA, €8 1 AEHL2 507HEA~1009HY w]ek 647(32.5%),
10094~2002H v]t 469(23.4%), 2009H ©]4F 387(19.3%), 309H4~509H m|9t 3675(18.3%), 307H
u]ek 13%8(6.6%) <22 ettt o AR, 9 7hA52 3005 #lTk 327(16.2%), 3005HE~5005 w9k
639(32.0%), 5008H~1000%5H 1|9k 7398(37.1%), 10005H o] A} 2998(14.7%) 42 & vrehyteh.
o4}, SHEAte] URtA 3l E4J-2 [Table 312+ 2t
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Table 3 Demographic characteristics

= N(%) H|2(%)
s = 55 27.9
oy 142 721
2004 41 20.8
304 40 20.3
bl 4004 43 21.8
50CH 52 26.4
6004 0] 21 10.7
nE ojgt 22 11.2
o2y st xyst 23 1.7
& 93 47.2
thahal Ol 59 29.9
Shd 33 16.8
AFRE| 28 14.2
2R /A7 34 17.3
SR /oy ] 7 3.6
=g MH|AZ] 14 7.1
dg/ae 8 4.1
A 27 13.7
HHFE 35 17.8
7|Et 11 5.6
302+ Ojgt 13 6.6
302H~502H O]2t 36 18.3
2 g K= 502H~1002H OJ2F 64 32,5
1002H~2002H O]2F 46 23.4
2002H O] 38 19.3
3002k Ojg2t 32 16.2
o lmas 3002F~5002H 0|2k 63 32.0
5002H~10002+ 0|2t 73 37.1
10002+ O] & 29 14.7
A 197 100
4.2. M= 20124 Zi}
FAES] AUEY WA e+, B IS AU Ao FAA awAS LA

v AR A F] 0.60181 FEL

Xﬂ%}%‘it} w3}, old AT E shelsly] 213 Cronbach’s e A4S o] &3t A% AZS ANt

Z 247]9] B3} 7hed 7709 Bato]l QoA 0.60]5t2 UEFUAL T2 Qola} ARjgko] ZEH
AAlE e HFHoR 178%0] 57) Ades =EFH et HAl ﬁEX—.ZE(KMO)%IO] .875, Bartlett®]
FAA AZ 2ol 1949.157(p(.00DE G-oJgt FHe Hol1 glo] MSEL g EP=el A0 vheht
FRE AR7E @A 4T Aoz SlEch A 29 12 7] oﬂz}@xpected Attachment),
291 2% AJZHA v = (Visual Attractiveness), 821 3 7]d] E4(Expected Quality), £91 4= 27} A &
(Artist Awareness), 891 5% A}8]2 HA|A(Social Identity) 2.2 P}, Foll&Ee] A4 Frhare]
HAA Q9184 AiHs [Table 4]9F At}
ol9} Z+e @olBA Avlo w2 @ ol¥ AL B4 A} Cronbach’s a3k 0.784904 0.8800.8 Lpeh}
715291 0.7& 2o g AFAo] F2EF|
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Table 4 Exploratory factor analysis result
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Table 5 Cluster analysis

296 Archives of Design Research 2023. 08. vol 36. no 3



4. 4. 20| ME AT A S4 Hl 24 2
Tl WE A, 99, 4 7hras, 4B A9 & Aol S H387] A8 wAREA(Chi-square
test)& AAIRA. 1 A A 7253 A8t ASAL 2o e Zol7t gle AR vEhd o At
e fole Apol7t e A O & Urebd . [Table 6]
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N
o
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S
wC>
o
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i
o,
4
fiay
>

A vebdth 2F o diE42.5%)9 Bl&e] 7HE Eou 1E(27.5%)] Hl&o] thE FA ol vk
7P =A derh A7 dAES Sa5H Leshs WHEHE S 30tH(41.5%)9F 20tH(29.3%) 9] HIE&°]
Eohon HE o2 thE(43.9%)3 tishd 0]4(39.0%)9] Hl&ol A WebdH. vpA e R AR9]Z
A& T AA71= HAIR'2 50T1(40.0%)2F 40TH(18.5%) ] H&o] A Uerton 2 st
HE(61.5%)9] vl&o] o Aol vlsh A vrebdtt.

Table 6 Demographic characteristics Chi square test by cluster

23
e amay  Meam  mum oam X P
20CH 11(21.6)  6(15.0) 12(29.3) 12(18.5) 41(20.8)
304 12(23.5) 3(7.5) 17(41.5)  8(12.3)  40(20.3)
o™ 40LH 15(29.4)  9(22.5) 7(17.1) 12(18.5) 43(21.8) 36.689 .000***
50CH 9(17.6) 14(35.0)  3(7.3)  26(40.0) 52(26.4)
60tH 014 478  8200) 249 70108 21(10.7)
& 0|8t 8(15.7) 11(27.5) 1(2.4) 2(3.1) 22(11.2)
512y RN 8(15.7)  3(7.5)  6(146)  6(9.2)  23(11.7) 26054 002
S 18(35.3) 17(42.5) 18(43.9) 40(61.5) 93(47.2)
Chatel 0f4 17333) 9(225) 16(39.0) 17(262) 59(29.9)
302+ Ofgt 2(3.9) 2(5.0) 2(4.9) 7(10.8) 13(6.6)
302H~502H OJ2F 7(13.7) 10(25.0)  6(14.6) 13(20.0) 36(18.3)
%;O*;E;‘ S0BE~1008KH OBE  21(41.2) 10(25.0) 15(36.6) 18(27.7) 64(325) 10198 599
1002HA~2002H O|2t 10(19.6)  9(22.5) 13(31.7) 14(21.5) 46(23.4)
2002H O]Af 11(21.6)  9(22.5) 5(12.2) 13(20.0) 38(19.3)
3009H 02k 11(21.6)  7(17.5) 10(24.4) 4(6.2) 32(16.2)
g 3002H~5002H 0|2t 12(23.5) 18(45.0) 12(29.3) 21(32.3) 63(32.0)
TE% soomte-tooomr ol 18(353) 1127.5) 15(366) 294e) 7367 A0 197

10002+ O] &t 10(19.6)  4(10.0) 4(9.8) 11(16.9) 29(14.7)

*n.05, *p{.01, **p{.001

5.=9|
5.1, F2H o=t ALS|H HHY BESS £75l= S0E ME

Fol &) A& HrHHEE o of 2, ‘AlZH wiE e, VI F, A7 JAA R, AR A AP o=

2l 8 39 ZloltaL SHA Tl E A=
o] Fof| A== A 27o] obd, Mo 27 A0 FRIE Q) o= FAFS A Bk fzS AT
ZQ17] o BZE AR A0 of|4](Asch, 1946)9] ZF A TH(Primacy Effect) o] 2] H3tE|= Axfo|ct
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&HAE FAFE AS B 23 oF A oFE 2ABAL ol &n|Ae] 27] ddko] FolF AdE
FFe £t AL Auldt. &, TS A AT W FoIRD FEe} Aol ok F43t el
AAAR] FFE FHAL F 5 Uk olFR At FAF] Aol ofF FAG Wi FasItE A
At

A QR0 A g = B4, FEA, AR, e o= FAENCH 2HRL A1k
SOAE AIAA A ARE WO o 2FUS & 5 Ak o2’ A= 3|43 vl AlE 7HA 7t
S ool S ARl Y m-TE AR Al ofs) AR HAL AHKim & Kim, 2019). "FH7HA =,
ofE Ae¥ AlF 543 20| A7 71RO BAE 8 AFolA s drlAdol ko] A A
7HA Aol froldt G Erhe FEE ARShs 2Foltk(]u & Koo, 2014). E3F #337EE2] v]4
7HA o ¢ 24 BEE 7HA = AFE2 9 AR Al oARE TR AL BATjt A4S A A|ske 2ol tHKim
& Littrell, 2001). &, 8|2z oF2 A1 AEE F9f g AR5 HHSIL o= FoF AdE] &=

CEA S5, A, WA 0R FAHYen 2uAt Qe
A
T

5 e & 5 9k ol At T oy &4 F
2030Aﬂf41 AHTL FASHE £ 07 FA O] A upzte] A4S AAISH gl ATtoll <J8 A x| = 1
tH(Chung & Park, 2020). E3t #gF7]dE] AHEA T 248 7MY S8 84 st d79s
A sHe AItolth(Ko & Kang, 2002). &, AH|[Ahs Fol&o] &0l AH4le] 7o H-53 o A
A= AL & 5 ot gEbA ARRpeA| ool F43 BHE JEE AlFols W] et
il
U WA 2919 Frt AR = ‘1#7}94 A, F7ke] 71, ko] AfA 0 & FAE O 9l o]
FAES AR Feltell tist £Fog Fol7te] JARE FA5E ¢ e EFog FAE I ot
A3t dlerte] YA &3 011%%%—94 A0 FRI Ao A o8 AX = I 9 tk(Shin, 2011). E2,
Bl gAo] &H|Rte Zﬂiﬂ A A Hrto] JFE Atk AFE FEH SR QA5 oHKim, G.,

2013). whebA] FAFL AZet 27ke] ATt FollF Ad&EA0] TAHRART e on R Fo &
A ob 2t Fo|7ko] QIA = HA|] FasHA| = ojof & F o] et
oAl RA a1l ‘ARSI AR AS|E o|m| A, EYA Qo FA o] 9ltt. o#et Avhe
HEO AL 712] A Zho] w&aE Al &t Eoldtte Ag S AFE AASh= Z3HXiu nan,
201492 g &S Aeste E] ol A A A8 st £ 9lEA ARt Tag 4T Ak A
aflEch T AHAF HE BRHE O] AFS|A FURE PAshe Aol ] Pl FAF S vt
FAE AA o= A & Oq—i-‘jr(Shm Kong, & Kang, 2006). %, &% A= 9lo] Ats] & AFAA
FAeAR Yepgond FoEE B3 /Ml AL A A9 H4FHE ol BAl AT 4= L&A A ko]
gk =27k a5Hct
A A8 AT A FAISH A BES At 4H] 7R o]7] 1 9)ot. o|2e Aol A
W Tl Aol dig I FAF Fbet Jlon 2eklsts Al A4 dsdS S =Y
Aot} I2 Q3| 7] tt2 AT HFS 7W thro] AH|EC] FUE AR oifdrt, ojo} T
i“]—v—ﬂ}ﬂ A7Fo] WSt Lo A & AtolA EEH 7 oftat A2t g, 7l F4 8302 AH|R
FHA SR FaHA A4S st AeR ”‘{r%ﬁe‘ 4 Qlek TS Z7) AR Eof AN A A
E AA Q] A B THe Aol WAE 7125 Avlste e B 7|ele Aateta wHdh 4= glct,

= 5719 8Q1& viF o2 FollF LuA FARAE A A3t TR
A, WHF ‘w]—a—g’ Aol BEH F, 2HAEL FAES oA £4& TR FsHA
Aefshe 15 AEEAE Nefshe vt vland o g, A7 QAEE Fa5H 1Lste IF,
A0 AFe]E A FASH] fal] Fulishe T1Eo R WHAlE AL & 5 ATk
Aol B2 AFEATH 54 Aol EAT At 4 7 A5 4B ASA2 Aot gl AR

298 Archives of Design Research 2023. 08. vol 36. no 3



ueb ot A5 a) e Y Apol7t Qe AL E e thA “*‘611 FAE A&
2 4 2 St o] what Zpo| 7} bk A& AARRITE WA Aol we
30t A7He A EE 230}711 o719 30th} 40t =
< HAER oA 1ok ﬁ 2 UEETE 40H~60d o) AEEAAE et
° H, 50t o2 Aol v Ad AL T4
JJr% 20412t 30di7F ohE A diol vis) 719 olw AL} 714
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r}_

A7)0l 2 (Lee, 2022) Aule] B3l @A Teish] R RO 2T 4 ick. G, TAY’
Soefe] vle] 2 el o) A B 402 elreel olda Aske s che el
AsH oz BE WOk 71 We A71ol71olKOSIS, 2021) AFS1H SiAsh A 9E HHT > Y AL
Fasp Lefshe Ao A 4 ok

5 A= ghelo] 2 AesA] folS AAIS] A u AT 2Ao] thE FHo] Hls) 1E Wyl

Hl&o] 7P w2 ACE Yepdth o2 Ak 711 1§ pEo] FotaH|of ZeAHE S AATthe
AFSHKIm & Suh, 2011) E3pHEo] FAEo] B4 <147 A2t 7M1 S &2lths A7 (Ku, Yoon &
Kwon, 2018)E A|Ash= Z¥oltt. &, A& 0] %%#% ToARO] £, 23RO EEFS
TAF 54 A4 AZE 7HA7E gk Zoln whebA 1S o] thE Al Hls W2 ARAY’
4 I52] AdeiEAT 1 7S QAske A7t o 2ol vle] Wrbar w9l

S

i
oxi MU fu K

TS PO SH AT o2, SHEA AP FYS JAAE LA BAES oEA A2

d t
&R SAT 5 e B/ RS o] BeAolnt, wheha] & Ate el A A+E 71N

O

AF FAHES AW, AFsHAI) T B AF A7 BA) 1 A%
AZSHATL B 4 gich B3 Bel7h @ Fo) Bl AR B ATo|A] AU FIE A
AHES Tl FolFol LulgolA] o BA AZHEA, oW FHRAS FHHAOE Teldfo}
SHEA|S Rk YA 02 wotd 4 9IS Aolth. o] 8 ErhE A4S FoK 5 G A2 YhS maT
% 9% Reltt.

B A7 YAPORE £1E AR FAEL Tt 264 AAE DET 4 YIS wE wE
718k ol A AR Felrt ekl Foleh uebdl FolE AvAe] BT F83 ET
S gl B 2712 Suste] & Aol ANE 24 £7E Nk AV AUFE Bavt gt
5 AT WFoRE B A7l 7ﬂm FAES A4 BAAES BT 20459 B =S
e A9 AEZ )i, BAHE 478 e 2 4 9 Aoleh ol ATEATE S4o] obd
SIS B4 ERE AUAE Rl BB AAGHE AL AT AR 4 98
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