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Commonality and Application of Sound Classification Structure

for Improving Sound Identity in Metaverse Platform
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Abstract

This study was conducted to examine the commonality of sound taxonomies and propose ways to utilize
them for the purpose of improving sound identity in metaverse platform. To derive the commonality of
sound classification structures, we examined the commonality of sound classification structures based on the
sound identity structure, sound identity classification structure of companies identified through case study,
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soundscape classification structure, and acoustic ecological classification structure. In the case of the sound
identity taxonomy and soundscape taxonomy, there were commonalities in terms of classifying sounds into
‘sound roles’, and in detail, there were common elements in terms of brand sounds and marker sounds
representing brands and specific regions, respectively. In addition, feedback sounds and signals had
commonalities in terms of ‘sound role’ recognized during interaction and the role of sounds that can be
consciously judged, respectively, and environmental sounds and keynote sounds had commonalities in terms
of ‘sound role’ in the background. By applying the sound classification structure to the customer journey
map, it is expected that the sound identity of the metaverse platform can be strengthened by analyzing the
role or type of sounds that occur at the touchpoints with customers and the thinking and emotion of
customers to suggest improvements.

Keyword : Metaverse platform, sound identity, sound taxonomy, commonality
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[E 3] MREAAO|T ERYNS RS SHEN U oA
[Table 3] Characteristics and Examples for the Classification Method of Soundscape
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[Table 4] Characteristics and Examples of Sound Classification in Acoustic Ecology
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