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ABSTRACT

This study examines the revitalization of Jigju's traditional silk industry through the development of 'silk protein
coffee', exploring how traditional materials can create new consumer touchpoints amid industrial decline. The
transformation from textle to beverage employed a patented protein coating technology. The production process,
comprising raw material pretreatment, protein extraction, green bean coating, and roasting, successfully incorporated
functional silk properties while preserving the coffee's original flavor profile. The commercialization strategy prioritized
local brand recognition through public nstitution cafes and local souvenir shops rather than immediate mass
distribution. Subsequent tasting events and initial exports to Taiwan demonstrated the product’s potential as a global
K-Culture commodity, extending its appeal beyond regional specialty markets. The study also documents the
rebranding and packaging redesign process aimed at reestablishing brand identity. The product hierarchy was
restructured to emphasize the 'SILK COFFEE line under the existing NDD corporate name. Traditional motifs were
reinterpreted through contemporary design languages, employing a refined color palette (e.g., a cream background)
and English naming conventions to reduce consumer psychological resistance and establish a premium image.
Findings indicate that a stepwise market approach, validated by patented technology, 1s effective for transforming
traditional materials into new product categories. Furthermore, the indirect expression of local identity through
character collaborations may have achieved place marketing effects without excessive commercialization. This study
suggests that branding strategies bridging traditional industry, F&B, and K-Culture can generate a potentially significant
market impact. However, the research is limited to a case analysis of production and design. Future studies should
incorporate sensory evaluations and consumer surveys, particularly in export markets, to quantitatively assess brand
perception and the practical application of the proposed design strategies.
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{Table 1> Summary of Silk Coffee Manufacturing Process

e HH9 Az 3L
A2 AR, aNd 7

Step

Process

Main Operations

Key Control
Factors

Purpose/Significance

1

Pre-Treatment
of Silkworm

Grind dried silkworm powder to a
uniform particle size and sieve it to

Degree of grinding
(particle size),

To increase the efficiency
of protein extraction and

Powder remove foreign matter and impurities, sieving mesh/ to minimize off-flavor/
including lipid and non-protein fractions conditions, level of off-taste arising from
that may cause off-flavor or off-taste in removal of lipid residual fat and non-
later stages. and non-protein protein components in

components subsequent steps.

2 Protein Mix the refined silkworm powder with Extraction To obtain a stable,
Extraction water to form a suspension, and extract temperature, pH, water-soluble silk protein
and proteins by controlling temperature, pH, and time: type solution suitable for
Solubilization —and time. When necessary, apply enzy- and conditions of  coating green coffee
(Fractionation matic treatment to break high-molecular- enzyme treatment beans, and to ensure
& Solubiliza- weight proteins into smaller, more stable (if applied): viscosity and mouthfeel
tion) peptides and amino acids. Remove insoluble centrifugation and that can blend with

residues by centrifugation and filtration filtration conditions coffee without sensory
to obtain a sericin-rich, water-soluble mismatch.
protein and peptide solution for coating.

3 Coating of Apply the protein solution directly to Concentration of To form a stable and
Green Coffee green coffee beans by spraying or coating solution: uniform silk protein layer
Beans immersion so that a uniform silk protein application method on the surface of green
(Coating & film is formed on the surface. During (spray/immersion) beans, while preventing
Impregnation) this step, control the absorption rate of . contact time: excessive swelling or

the beans, solution concentration, and moisture uptake of softening of the bean
contact time. After coating, conduct green beans: pre- structure that would
low-temperature pre-drying to stabilize drying temperature negatively affect subse-
moisture content before roasting. and duration quent roasting and grinding.

4  Roasting and Roast the coated green beans under a Roasting tempe- To complete silk coffee

Grinding
(Roasting &
Processing)

medium roast profile, similar to conventional
coffee roasting, while modifying the heat
curve to prevent excessive thermal
denaturation or charring of the silk protein
layer. After roasting, cool and grind the
beans, and then process them into various
product formats, such as whole beans,
drip bag, or liquid coffee concentrate.

rature and heat
curve: cooling and
grinding conditions:
final product
format (whole
bean, drip bag,
capsule, liquid
concentrate)

manufacturing by properly
developing coffee flavor
while maintaining the
integrity of the silk
protein coating, and to
produce various market-
ready product formats.

* This process is based on a patent held by inventor(Park, 2022)
* The developed silk coffee was formulated to contain 2% protein.
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AEY ol e A AEY £25 A 7158 g A AE FolEkt)
AALE, A AAERE W EBIA"E HolA =Rl «] HEYZF MAle 7271 sty ‘09
HEE AS EXE Y olE s Al AlFHe 80| dF AFA vzEl, dF AA G EA
N BE ANE S, NDD, SILK COFFEE 2 ®aaplel 49w, £ 0o 44 29
S A ASTRS & 5 AoHA Azt 3 EE dil dFE e AHE 2 =
2 ¥ AMAE olgdr EHldE HEYR Hu o) olRIYE MAE =9 Hato] Alztd o
1A (Timonium Medium), E3 9o = ol E AXRS ZHste AeEd AR e
=21 (Aboreto Regular), A= ¥ 2 1 (Fiona) EZ712 AASY, /4R 2 EAo ‘R'e ZAn
5 AR, Al 7EA A BF ARE o] g0l © 5Y XEQ AFgE JUE $AL 53 A

{Table 4> Comparison of Silk Coffee Packaging before and after Redesign

Redesigned Package

Intent

Item Existing Package
Company name (NDD), product
Brand name, and logo all appear
architecture  together on the same panel, so

the hierarchy is unclear.

Brand architecture reorganized into
three tiers: "NDD - SILK COFFEE
- product type”: the front panel
centers on SILK COFFEE.

Shifts the focus of
brand recognition
from the company
name to the product
line.

Fach SKU uses a different
name, making it unclear whether
"Silk Coffee”

an individual product name.

Line naming . .
is a line name or

SILK COFFEE is used consistently
across all products, with WHOLE
BEAN / DRIP BAG / POTION

added as sub-names.

Fixes "Silk Coffee”
as the line name
and secures
extensibility.

High-chroma obangsaek colors,

Cream background with a reduced
palette of deep green / navy /
brown: obangsaek colors are used only
as accent points.

Establishes a calm,

premium tone while

retaining traditional
colors as subtle traces.

Common header structure with SILK
COFFEE: WHOLE BEAN / DRIP
BAG / POTION differentiated by
typefaces and detail levels (Timonium,
Aboreto, Fiona).

Letterforms hint at
the product flow
(bean - drip - potion)
and each format’s
function.

Minimal motifs such as coffee beans
and mountain silhouettes, with layouts
built mainly on white space.

Draws attention to
the brand and
product name,

strengthening the
functional and
premium image.

Color mint and multicolor patterns
system create visual overload, and a
strong “souvenir-like” impression.
Multiple unrelated typefaces are
mixed: the product name, and
Typography
brand name cannot be clearly
distinguished at a glance.
Patterns, photos and copy are
Graphic combined, resulting in a large
motifs amount of information, and a
cluttered impression.
Obangsaek colors and the
Local e
. ) keyword "Jinju silk” appear, but
identity / . .
. the narrative structure is
storytelling

fragmented.

NDD, obangsaek, and the Hamo
collaboration are used as supporting
the story of "Jinju Silk
is organized within a single

product line.

elements:
Coffee”

Shows regional
identity in a natural
way without
exaggeration.

Whole bean, drip bag and potion
use different designs, making it

Product-line difficult for consumers to

consistency .
recognize them as one brand

family.

Shared cream ground, upper layout
structure, and coherent color/type tone
create a unified family
SKUs.

look across

Strengthens the
sense of a series so
that the range is
perceived as one
cohesive line-up.
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TYWIA sk A 2He Hous § £ HZLE WA golsls X 2E AZE 3He] AlA
of A2 My Ehg 22 @V B FXRAA, 2 zUste WS FEE T Tyde] 9
o] FZH W} AT FFAES AALHA 2 H7Ad = AF FE dig A7 AFE
A & F Aok ARHoE BHEA ¥ & st gst 43 AR zdy, N I
W2 dosty ebgAel <A, TP M 219 A s &8 wWol AnAE s Al
IRt 23 ¢ §835132 Foge Qe Fue 2AE B3 2GS BT = FERolA
HoA "AF -5y -} A E e AF 5 qu7t AYHEE s A4 xHd = 71EA
o] yetdoty & 4 Ut Y Add BHas 2ol A% AFANE FA3
3, Ags 9% HGsA 5& UL 7 X
5 AFA ALH FRLE 43 SR AR Z(33), kX AY FE B dopd T3 X
gEage] 28 g7 AFA 22 AHYH (F4) F 7HAE AAEA olME 7 AFS
‘Bt (Hamo)'S 83 ZaHgold 7|42 S0 gE ZAeje} stRe] o] WFE FUA
N OAAel A 84S £ pEe ®ogx L AAHL Aejorst 2dviiE IREeE
Aol zae gE'QOM. 7E AE ghelo] 7} Aol AAY FdA4S SEFT 2 719
A ABHT TF2HLE o)uAE SRFHA X ‘SILK COFFEE'gt= MZ& AFH A9 HAA
guo o] 98, sws vxA Az ax % el TR el Sgstes Aweln, o
{Table 5> Redesign Proposal
Item Design
SILK COFFEE WHOLE WHOLE
Typography & BEAN BEAN
Whole Bean s
Package ~ P ATEAT i B N o |
Design 33]14]J\\ L«()}}hh e
{Whole Bean Package, 100g)
Drip Bag DRIP BAG DRIP BAG DR\‘IH\IVJ‘EAG
Package
Design

{(Box, 10gx10ea>

L

{Sachet,

10g>
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(Table 5> (Continued)

Item Design
COFHEE COFHEE
POTION POTION
\&,
{Cube Box 1, 25gx9%ea>
COHHLE COFFEE
POTION POIFON {Capsule Foil Seal >
Potion ‘
Package “U P
Design
{Cube Box 2, 25gx9%ea)
COFFEE POTION S e— -
{Sleeve Box 1,
25gx10ea)
COFFEE POTION e -
ot rono |
{Sleeve Box 2,
25gx10ea)
COFFEE POTION wicon -
98 WSS vgoz A3 At AFE UE V. #=
S ARA BagEoR ALUAT & U
Aow R B QT A% 43 Aol A 97 &
o4, 43 W A 59 A2 il A
5 A 2A7F AGA A aniAESY HES
#2 & ALA AANYY AFE HFE 2o
9 437k JeRT HAE HRols, v =
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