Journal of Digital Art Engineering & Multimedia Vol.9, No.3, September (2022), pp.319-329
ISSN 2508-9099(p) 2672-1198(e) http://dx.doi.org/10.29056/jdaem.2022.09.09

37t of7to| e OA|E! FE2ko| ALK} AE P
. SIfj7IE 2to|Eei2| et AIEﬁ HHAENE Ao

User experience study of space archive marketing strategy

Focusing on Hyundai Card Library and Simmons Pop-up Store
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Abstract

Modern companies are putting space-based marketing strategies ahead to target potential customers. This
study aims to examine the experience and brand image changes provided to users in various ways and
in-depth by organizing the space as a brand archive. The components of the marketing strategy were
analyzed and derived through theoretical considerations on spatial archiving and previous studies and
examples. As research examples, Hyundai Card Design Library and Simmons Grocery Store Cheongdam
were selected, and an in-depth interview method was conducted based on the derived elements. The change
in brand perception through space archiving and the resulting intention to use the brand showed positive
results in Simmons Grocery Store Cheongdam rather than Hyundai Card Design Library. The brand identity
expressed directly in space showed the user the purpose of brand space composition and the probability of
brand image thereafter. It is suggested that marketing through the brand's spatial archive is an important
strategy for the linkage of strategic elements and visual perception experience.
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[Table 1] Differences in Libraries, Museums, and Archives by Classification System
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[Table 3] Space Marketing and Complex Cultural Space Elements from Previous Studies
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[Fig. 2] Re-classification of evaluation items

3. A ME o AT

3.1 At Mdd

3.1.1 ®Ci7IE 2fojEa]g|

o
)
N

n

r
n
>
njo
oj
ao

Rt
e
10
0
12
|o
Hu
g
<
mn
rO

d

|ZOIC}. 2003, 7| TE MM FAHOL
Ol(You and )2 7|23t ZA|0| HEE HWIFIE M2 CIXRIo| AHat2 S8+5 =2 C|AtQl Of
Age A A= OJFER 2 HE o= 7tEALS 2E 287 M2 2FEAC FtE7t
ABE= 2RO o4F, F 49 =00 AZIES =S FED| 0|83 st= Ao|Ct.
M=o 2to|ZAEY TEHS OfRE2 g2 Yo R0 10| di7iE 2toj2
2{2|0|Ct.

X SOi7tE= CAIY, EdfE, RA, 74 & 412 2YER 2t0|E2(2|§ 2SN 42 7t

P

Kot 225 MEA MofMstn nAs ot LYY U= 2A0|ZAEILS MASHAUCHE HAIKIS
B3 QACE ol2fet 7| Eoiit Esto| HIFOA Y E HOTIES LAYl Z2MEE A 4H|
Xf01|71| SdS Yol EUMETL LY T S0t= o= AF0| = ULt 8] i [E 5]
SAO7tE 2to|=ei2|§ E&/SH AOILt
W |‘='E1E|°| | | Se S & 2!



Journal of Digital Art Engineering & Multimedia
Vol.9, No.3, September (2022)

Sof1 QlL}. EdfS 2to|222ls 2L F7[=l2 sjelojdo| SHE= S oY HH 87t &
OI20 2021 108 31€0 2= SEOIACL AU7IE 2t0[=22|9] YF2 AU7IE of~ut
Holdez YT YA0| AR5, Ho|d2 YT Mot 249 MH|A Kot 247 AUt

[H 5] JICH7IE 2to|Eeie| 2/
[Table 5] Classification of Hyundai card libraries
21%

=2
=TT

CIRfel
2to|= 2y
E2fE 2lo|=22|
(228 Z8)

72 2tol=afz]

L
ACiZEESl CIARRN &

MEA BET SE2

ol 0f3 7AA|OJX|Q

RPE Zfet 3¢

I:|- CHfst et 2 |
OlE(Vinyl), X[5te| A &2t
19t #o| A&} CRst

O
[

MEAl T HER

M2A| 8447 Ol

MEA T 78R

Y 2o|=2fe| T3

3.1.2 A|l2A AEQ]

AlEAOl 7|.7t|-

o

i o
==

oH
kd
iz}

0t %0

[:H__ 6 AlEA J.L|-O'| AE

|_'I'I'

[Table 6] Classification of Simmons Pop-up Store
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