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Abstract

This study aims to analyze adult consumer experiences regarding the application of children’s characters
to adult consumer goods in an era where character utilization is expanding alongside the rise of funsumer
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culture. Specifically, the study examines how consumers’ perceived values—functional, social, situational,
cognitive, and originality values —associated with the visual elements of character design, including form,
placement, and size, influence consumer experiences such as purchase intention, conspicuous consumption
desire, and collection desire. For the research method, a survey was conducted with adult female consumers
who had previously purchased cosmetics featuring children’s characters, and differences among variables
were analyzed using t-tests and ANOVA. The results showed positive emotional responses across all
dimensions of perceived value, suggesting that the application of character design to adult consumer product
packaging is meaningful and effective. Among the visual elements of character design, character form was
found to have the most significant influence on emotional responses related to perceived value, while
placement and size played supplementary yet still positive roles. These findings suggest that the
cross-generational expansion of children’s characters functions not merely as a strategy for stimulating
nostalgia, but also as an emotional communication design strategy that generates consumer experiences
related to emotional response, purchasing behavior, conspicuous consumption, and collection behavior. This
study is significant as a foundational investigation into the cross-generational expansion and application
criteria of children’s character design. Future studies expanding the scope to diverse product categories and
consumer groups are expected to provide more meaningful character design strategies.

Keyword : Children's characters, Generational expansion, Cosmetic packaging, Consumer experience
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M a8 4 HEHA t/F p MN2HE
HH 3.88 443
718Xt £ 3.00 .000 2.670 .028% wa
HH| 3.70 537
HH 3.92 289
NEIESHION k=t 3.00 .000 3.051 O11% wa
HH| 3.85 376
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HH 3.73 725
SEIESYION| =™ 3.00 .000 1.381 1190 n/a
| 3.63 719
M) 4.17 468
=H 3.00 1.000
JINEPIEY o) n25 | 000 | ae
== 2.50 .000
K| 4.02 667
M) 3.84 785
=H 2.90 .894
TOHOIAR —~ ® 6.598 003 a>c
ZH(e) 2.25 354
K| 3.68 873
M) 3.80 .599
=H 3.30 837
nioNE=sm - ©®) 7.118 002 a>c
ZH(e) 2.25 354
| 3.69 692
M) 3.93 1593
=H 3.20 837
A%27 - ©®) 5938 005+ a>c
== 2.75 1.061
K| 3.81 692

Otz 7HEIH X A7|= X[ZE 7HX0f AoIM EAXCE BE F9O| HEP>0.05E LIEL &
AXMCE [ol3t Xto|7 ATt & == Qict Ol HREO| 37|74 AH[Xte| X|ZtEl 7HX| B0
= fo0st Y& O|X[X| %S Qojeict dgiLt T Holojs MAXHo=Z {olst J&s 0|
MO FOHOAKp=0.023), THAIET(p=0.010), 2FET(p=0.005)A Fo|=F 0.05 O[5tZ LtEfL

1 g o} §3| 25-50%37| 8 MBSk SHO| HUX|
7t BIME+E Hoah0| &5%ts ¥ 20| AH|RIO| FOfQIAIRt TAIEF, AHERTL

8 =
HOR SfMED, 02 ZItE A7 @47t RIZE JKlo| w2t AR Z¥) Slof TEE
X

—

— =
o Qoloz BRIt ZFHHOR BE Q¥EM ¥FS OjKe ROUS AARBIE 0[9
ze yge o (& gyt 2ot

[E 8] Ot5 HEE M8 37| ttest W ANOVA, Scheffe &4
[Table 8] Child Character Application Size t-test and ANOVA, Scheffe analysis

Ha = H HEHA F P ANZHE
25% 3.50 707
50% 417 683
7158 7HK| ° 907 446 na
75% 425 354
b 4.05 643
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25% 417 289
. 50% 421 267
ARBI® 74K . 2.138 174 n/a
75% 3.75 354
b 4.13 311
25% 3.50 500
. 50% 3.56 808
Al 71K . 747 499 n/a
75% 4.50 1000
b 3.62 740
25% 3.75 378
50% 4.18 421
OIAIR 7HK| > 2.836 075 n/a
75% 3.85 530
| 3.97 474
25% 4.00 500
50% 4.14 476
EAN T} > 614 561 n/a
75% 4.50 866
| 4.19 560
25%(a) 3.15 875
50%(b 3.68 664
2OHo|A} b) 4115 023% ca
75%(c) 4.00 707
b 3.61 788
25%(a) 3.00 1.080
50%(b 3.80 667
A2 i(b) 5.195 010% b,c>a
75%(c) 3.95 723
b 3.61 888
25%(a) 3.3 807
50%(b 3.93 678
AXI2 i(b) 5.964 005%* bea
75%(c) 4.14 595
| 3.78 an
5. 48
2 %7 Ofs 7HEH CIXpQIo] MOl AH|X{o| =2, MEBE|US W X[ZHE ZHXof w2t =F
2 2 HEZ0| AH[XF Ao ofifst 2 O|X|=X| 2MSIRACH 2M Znt otz FHEEo| 3}
HE 7|XICIRHR ME Al FH2IES| ME FE{7} AH|X} A0 7tE 5238t Qa2 AE5HH <
KXot A7|= YEE EXF= QAN ZHEBES QISIRICL Otz HEH M8 FEjo|ME= ¢
M FEf=ol HMEO| 74 Mz E|QUCH d2{Lt X[ZE 7iX|of ME 24 B3 XY HE0| &
2 HIIE 2tol AHIX} Yo SN Fe2 0Kl Aoz =QIEQULt Ol =N X
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80| MO Fgkg Hol 7tX|of 2 F-H Z¥E fYske AHX ™o oozt gg= 0|
Xz Aoz MELtELE ots FHEH HE fX|0|M= TH©R6%)0| S H(10%)2t FH4%) =0 Y=
Moz MzEen X|ZE ZiXof M2 Z4H g3 £t ™M E LIEHRCE THo| HEE 7Y
2H= AEES 70 AIZE QIX|E, A0/gol Ao 3He| RIE BEoFEL= ZItE i
EICH otz FHEH HE AV|0Me A F9o| g HX| e A2 MzotH X|ZHE ZHK|of
e 274 H3oMe ", |XIet Hal |t IS O/X[X| $toLt AH[R A @A400Me
folojst FekE O/Xl= AS=E LENCE 37| SEXNOE X|ZE 7iX|of |olost kS 0|
XXl AXTH HEfQl IX|Q] BXE QAR Z8E|0] AH|Xt ZAY0| F20st IS 0K A
oZ HEHEICE ZupMo=z JHEE CIXIRIQ| Al f4& Chedt dOIM 7|52 Eof AH[XI2
U o8 e Ridte HYCE IS5t HENQ: HXl= X JHKE 3 3T a0
et 2ol |3t a2 0jX|l= A2z SHol|Urt.

M Moz 2260 38H 482 Fotl AHX dES Zelste ¥ L2 28
oz M X[ZtE ZHX|of M2 - 70| AH|X} el 3HAE MR 0|0 TICH= FHoAM of
& FHEIHO| MO} 22 0tAH ™S K=ot 72 €0 Aff gQl aH|xpe| 247 B3t 4
d2 H=HeE {Edts HRUAOM MR It M2 ¥ = Uk Ol= HEEH7t X|
H A=t JEG0l AHRl FME Q0 =510 I 248 REoitis TS AlAS
Ct.

= dA7e SEE I7|X2te §F METO| Mool A7 TAEACHE SHAIZE EXHSH
o2 AF0ME CHYSt HETRLE AT HeE &5t CHEM AHYCCR Y-S SISt
Ots 7H2IE{Q MICH 2Hatof Cist H|mATE TIHSICHH HOt Qs Zp7t EEg 22t 7|fE
Ct.
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