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A study on the Formation of Local Brand through the Local

Museum : Focusing on the case of Yeongwol Museum Town
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Abstract

These days, local museums are emphasizing various roles beyond just collecting, preserving, and
researching artifacts. They are also focusing on exhibitions, education, and interactive experiences. Such
local museums communicate with visitors through exhibitions and educational programs based on the local
collections, contributing to the formation of a regional brand. A regional brand refers to the perception of a
specific area as a product or service, exploring various infrastructures, assets, and characteristics of the
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region to create a distinctive and unique identity, distinguishing it from other areas. The formation of a

regional brand revolves around the processes of promoting organization, differentiation strategies, and

customer interactions. Therefore, this study examines the relationship between regional brands and local

museums and investigates the attributes of local museum components that influence the formation of

regional brands. The study focuses on 'Yeongwol Museum Village,' selected as a representative case of

centered around organizations with publicness and community, prioritize differentiation strategies concerning
=)

the uniqueness and locality of collections, as well as the symbolic and spatial characteristics of the space.

Moreover, interaction with customers, empathy formation, exhibitions and education centered around local
culture, and collaboration activities with museums within the region strengthen the regional identity image.
In conclusion, local museums serve as 'spaces of communication' centered around local communities,

building a regional brand through local museums. The analysis of the case revealed that local museums,
forming regional brands beyond mere cultural facilities.
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[Table 1] Changing the Concepts and Role of Museums
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[Table 2] Members of the local brand organization
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[Fig. 1] elements of local brand strategy
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[Fig. 4] Architecture of Guggenheim in Bilbao, Spain
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[Fig. 5] Guggenheim Sculpture in Bilbao, Spain
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