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(Background and Purpose) Modern society is very interested in branding. Due to the social changes that consume
sensibility and culture, enterprises are engaging in branding activities to increase brand value. Branding has also appeared in
various ways in the architectural space. The architectural space of enterprises is being transformed into multi—purpose
spaces such as promoting brand identity and allowing the consumer to experience the brand emotionally. The purpose of
this study is to reveal the trends of space branding by analyzing programs, architectural space design strategies, and web
pages of Maxim Plant, Amore—seongsu, and BEAT360 based on the five components of branding derived from prior
research. (Method) To understand the keyword of the study, Branding, we examine a theoretical consideration based on
literature research and prior research as well as derive the five components of branding space. Using these components and
space types from a marketing perspective, brand identity, program, and architectural features expressed in the study are
analyzed through a web page survey and a field survey. The case analyses are combined to reveal the trend of branding
space used by domestic enterprises. (Results) Maxim Plant is the only case that has a production space. It encourages
consumers to experience synesthesia. It is designed with luxurious color, throwing away the unique color of the brand,
making it hard to initially notice the brand inside the building. It communicates with consumers through SNS and provides
space rental services along with cultural elements. Amore—seongsu has a strong character as a place that communicates
with consumers by inducing experiences rather than a space for sales profits. It does not use blue, the current color of its
logo; however, it uses self—developed fonts. It communicates with consumers through SNS, holding intermittent cultural
events and providing a space rental service. The BEAT360 used Kia Motors' unique colors and car movements on the
exterior of the building using modules. It provides a vehicle—driving experience based on virtual reality and directs
communication with consumers through skilled employees to sell vehicles. Various cultural elements and space rental
services are provided. (Conclusions) Recently, branding space has experienced the fusion of consumption space and
consumer benefit space, which can induce complex and synesthetic experiences. Online features play a role in
supplementing branding space. Various architectural features that are not limited to interior design are used as devices to
make the brand identity set by the enterprises feel as space. Providing space rental services through online reservations, it
allows consumers to have a sense of "sharing" and “belonging” that allows them to use the corporate space as well.
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American | A name, term, sign, symbol, or design, or a

Marketin | combination of them, intended to identify the
g goods or services of one seller or group of

Associati | sellers and to differentiate them from those of
on competitors.
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Murphy A product or service of a particular provider
(1990) that is distinguished by its hame or mark.

Aaker Equity as a mixture of brand awareness, brand
(1991) associations and brand loyalty
Kapferer | A part of a strategy aimed at differentiating

(1992) the product from a supply point of view.

A comprehensive definition that includes both
linguistic and nonverbal elements. A part of a
strategy that not only distinguishes it from its
competitors,  but also  represents  the
uniqueness of the product and allows it to
continue to gain a competitive advantage
through product differentiation.

Son
(2003)
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