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[Abstract]

Space branding has emerged as a key marketing strategy to strengthen brand identity and build meaningful relationships with
consumers. With the advancement of digital technologies, media art has become a powerful medium for delivering immersive and
sensory brand experiences in physical spaces. This study analyzes the role of media art in space branding through eight case
studies across four industries: food and beverage, cosmetics, automotive, and fashion. The analysis is based on four key
components—visuality, cognition, relationship, and experience—derived from prior studies. The results show that media art
functions as an expansive medium that overcomes the limitations of physical space and intuitively conveys brand identity.
Furthermore, it is effectively used to visualize nature-oriented brand images and abstract concepts.

A1QI0{ : CiX|=n|C|ofolE, ATjo|A HRHE] 29 ZY, == HAA, 24 oHE

Keyword : Digital Media Art, Space Branding, Immersive Experience, Brand Identity, Emotional Marketing

http://dx.doi.org/10.9728/dcs.2025.26.5.1171 Received 22 March 2025; Revised 09 April 2025
@ @ This is an Open Access article distributed under Accepted 23 April 2025
@ e the terms of the Creative Commons Attribution
Non-CommercialLicense(http://creativecommons * . .
.org/licenses/by-nc/3.0/) which permits unrestricted non-commercial Corresponding Author; Jung-Jo Na
use, distribution, and reproduction in any medium, provided the Tel: +82-2-901-8716

original work is properly cited. . .
E-mail: jungjona@duksung.ac.kr

Copyright (© 2025 The Digital Contents Society 1171 http://www.dcs.or.kr ~ pISSN: 1598-2009  elSSN: 2287-738X


https://crossmark.crossref.org/dialog/?doi=10.9728/dcs.2025.26.5.1171&domain=http://journal.dcs.or.kr/&uri_scheme=http:&cm_version=v1.5

C|X ™ 2El X &5 =&X|(J. DCS) Vol. 26, No. 5, pp. 1171-1185, May. 2025

o
FEH 1. 71915] 2bash Hekow Qs el F1tolA
BUE o] o] 7ol Oﬂ% FHATE T 5 A 2o
o2 BaIgol FashrHz]. 2ol nagel £3 F o
vel Aol Eoke Al g, vm o FRE 4 Ak WM
g oz A, At @48 V7 U] SEe B
AR AT AHHAUE Frow Ade] S}
[31. BY2ERIS HAE Bele AFEeIE & @ B3t
9070S] el Eol7h Aefis Aoz FelArH4l. o) HF &
We BUE F7lo] B4 et Bed BYSEAS A
EE AT0.R el AU ol ol o] ofeld
295} nals WA w534 ALe 9Ie A

Aol 887 9l

| have deliberately visiled
s ol _
that | was intarested In

(=]
n
=]

40 &0 80

T8 1. HYAE EhE A S 2lA ZAHSE]

Fig. 1. Survey on pop-up store visit experience and
perceptions[5]
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Table 1. Representative types of space branding (identified
by the researcher)

Type Definition

Temporary retail space that operates for a limited
Pop—-up store | time, designed to promote brand image with low
operating costs[9].

A space highlighting signature products and

REeeis displays to enhance brand experience and
store ) ;
identity[7].
A space where customers experience a brand’s
Concept . ; . -
philosophy and identity through a specific
store
theme[10].
Brand A space with interactive elements where consumers
experience | experience brand identity and values, enhancing
center product perception[7].
Complex A space combining cultural and artistic activities to
cultural support brand communication and consumer
facility engagement[7].

A space that showcases a brand’s identity by
providing interactive experiences based on spatial
and visual elements[11].

Brand
exhibition

A store that provides a unique brand experience,
Special store | distinct from regular operations, highlighting brand
identity and values[12].
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Table 2. Components of space branding in previous studies

Researcher Component Description
Functionality Technical elements that physically manifest during spatial design
Aesthetics Elements highlighting brand aesthetics and emotions to enhance consumer engagement
Kimh(i(]JM) Cultural Attributes Cultural content including organizational, regional, and artistic aspects
Informativity Providing brand information in an accessible and easy—to—understand way.
Service Integration Offering short—term intangible services via brand interaction.
Visual Communication Providing brand-related information visually, with emphasis on aesthetic expression.
Experiential Engagement Delivering emotional experiences that stimulate consumers’ five senses.
Lee[gz;%m) Informativity Delivering brand information naturally through spatial experience.

Recognizability

Symbolic cues that evoke brand association.

Customer Relationship

Building ongoing brand-consumer relationships through communication.

Joeng (2017)
[16]

Sensibility

Sensory perception of space focused on visual information delivery

Emotional Engagement

Creating emotional experiences by offering playful and immersive spatial interactions

Recognizability

Building brand image in consumers’ minds through intentional symbolic expressions

Park (2020)
[7]

Visual Identifiability

Eliciting brand association through recognizable visual elements like logos and patterns

Experiential Engagement

Delivering brand identity through experiential programs.

Customer Relationship

Establishing relationships between the company and consumers to encourage ongoing
interaction.

Informativity

Delivering product and brand information via spatial design.

Cultural Attributes

Building brand-consumer relationships through direct or indirect interaction

Visual Communication

Visualizing brand identity in space using vision as the main medium.

Brand Association

Combining logos, symbols, and colors to reinforce brand association through visual cues

Yu (2022) Originality A strategic element conveying brand value and image to distinguish the space.
[15] Informativity Offering spatial experiences that convey brand traits cognitively and emotionally.
Customer Relationship Building brand trust and long—term relationships through consumer engagement.
Experiential Engagement Fostering brand image and interest through sensory and emotional experiences.
Visual Communication Expressing brand value and meaning through spatial visuals.
Brand Association Combination of diverse visual elements to evoke brand image.
Kim (2022) Customer Relationship Providing services to build and sustain brand—consumer relationships.
[13]

Informativity

Providing brand information and encouraging consumer interaction through spatial design.

Originality

Having unigue and recognizable traits that set the space apart.

Experiential Engagement

Providing brand value and emotional experiences through interactive spatial engagement.

Park (2022)
(18]

Sensibility

Providing sensory satisfaction through five senses, enhancing spatial and aesthetic
appreciation.

Interactivity

Playful, unique experiences that build connection between brand and consumer.

Recognizability

Delivery of brand information and identity through multiple formats.

Scalability

Element reflecting cultural or regional values beyond the brand.
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Table 3. Analysis of the Natuur case

Brand Locataion Type Release (renewal)
year
Natuur Seongsu-dong, Pop—-up store 2023 release
Seoul
Space Branding Expression Methods
Image Projection Conveyed
g Target Element
Forest, field,
garden, flowers, Natural—
sea, and other friendly
natural —| LED wall, table, | | atmosphere
landscapes plate, and
Agricultural and tableware Importance of
marine products high—quality
as food raw ingredients and
materials purity of taste
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Table 4. Analysis of the Starbucks case

1177

Brand Locataion Type Release (renewal)
year
Starbucks Chuncheon-si, Special 2024 release
Gangwon—do store
Space branding expression methods
Image Projection Conveyed
9 Target Element
Mountains, trees, Harmony
sky, and the sun in between
the style of Starbucks and
Oriental painting. nature.
The
The forests and | | Tiered seating relationship
rivers of coffee and tables, between the
plantations, and outdoor natural
moving light. terrace. environment
and coffee.
Night sky. Contemplatpn
. and exploration
constellations, and .
) of life through
the Milky Way.
coffee.
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Fig. 5. Laneige ‘Life Oasis 2.0’ [38]
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Table 5. Analysis of the Laneige case

Brand Locataion Type Release (renewal)
year
. Seongsu—dong, Brand
Laneige Seoul exhibition 2022 Release

Space Branding Expression Methods

Projection
Im n Elemen
age T Conveyed Element
Faces of The message that
rs with he pr f
spectat.o s wit LED wall t evp 0cess 0
various repair starts from
expressions. within oneself.
Sphere-shaped The repair process
representation of LED wall through hyaluronic
hyaluronic acid. acid components.
. Media wall, Achieving repalr
Particles and through physical
: balance
numerical text. | — ) - and mental
equipment.
balance.
. Celebrating visitors’
Various patterns - ) .
of light Lighting, journey of repair
g mirror. and encouraging
movement. s
positive change.
The appearance .
of a product Installation The repallr eﬁergy
) converging into
formed by the representing . .
; hyaluronic acid
aggregation of the product, )
. crystals, forming a
spherical laser.
) ) complete structure.
hyaluronic acid.
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Table 6. Analysis of the Innisfree case

Release (renewal)

Brand Locataion Type
year
Innisfree | S°ONgsu~dong, | Flagship 2023 release
Seoul store
Space Branding Expression Methods
Projection
|
Image Tienegi Conveyed Element
Forests, sea, The infinite energy of
and islands. nature.
- — | Eco—friendliness and
Text and tree . . -
: LED wall sustainability utilizing
images -
: the characteristics of
representing the .
rinting process a former printing
P ) house.
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Fig. 7. Hyundai Motors ‘Motorstudio Hanam’ [41]
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Table 7. Analysis of the Hyundai Motors case

Brand Locataion Type Release (renewal)
year
Hyundai Hanam-si, Brgnd
) experience 2024 renewal
Motors Gyeonggi—do center

Space Branding Expression Methods

Projection Conveyed

e Target Element

Famous scenic spots

from various - _J The diversity of

nature and the

countries, including LED wall
freedom of
the sea, forests, and
; movement.
mountains.
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Table 9. Analysis of the Dior case

I sFR He] Bl onAE
A o Ao w gk

Brand Locataion Type Release (renewal)
year
Dior Seongsu-dong, Concept 2023 renewal
Seoul store
Space Branding Expression Methods
Image Projection Conveyed
s Target Element
Golden
butterflies and Luxury and
trees, 30th Street - - elegance
Boutique LED wall Dior's brand
building, white heritage.
dress, fireworks
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Table 10. Analysis of the Gentle Monster case

Brand Locataion Type Release (renewal)
year
Gentle Sinsa—dong, Flagship 2024 renewal
Monster Seoul store
Space Branding Expression Methods
Image Projection Conveyed
& Target Element
: ) Tension and
Fish, moving thythm within
human LED wall Y .
) a restrained
silhouettes.
space.
A spirit of
challenge
Hexapod walking | — Robot — aymed gt
robot. stimulating
consumer
emotions.
LED wall, The beauty of
Eye, reeds. balance and
Robot
empty space.
People eating LED wall Tas?e pf
food. mediation
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