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Abstract

Seoul city provided u-tourism services for inbound tourists’ convenience. These services began
in April, 2010 and were completed in advanced way by the end of 2011. Seoul city developed a
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brand fit to the new services simultaneously for communicating it. Recently, there are so many

cities in the world that steadily try to give favorable impression and images to people. In the

study, we analyze the process of brand building to present a guideline for city brand and tourism

service brand building. The study includes a series of brand making process such as environment

of brand, customer analysis, design of brand platform, brand hierarchy, visualization of various

brand factors, strategies of operation and performances of brand awareness and draw a conclusion

and suggest an advice. As for implication, the study shows the necessity of service brand launching

plus Seoul official brand(Hi, Seoul), the service brand including ubiquitous concept, development of

brand factors with complementarity and observation of systematical methodology.

» Keywords : itourseoul,

. M 2

T AEAE 9¥l(inbound) #FAE F2 tfoz
FH1HE 2 (ubiquitous) 7N@e] FFMUAE A
t} 20099 12€%5€ e 1249} 23 JEEAES A
2010 49 943 2Ald§) A 27} JRAIE S A S
ALl E Bl u-#gafe| 20 nwstE 2011d E7A] &
Sttt o= vt IT =] WRE f3igle]
St FAl AES s BEshe 95l #RAE0
A3 Ao Agdd S & F UES 7149 @EX]%E}
HIATE & & S =HJAG oz
(ubiquitous) 7H@<] FBAE| 2= AAA
AEAlol o A ool dxstn o mE IRy
2o 3 & ACR BHa vt ASAlE frelgle tE)
#37 FHFE 2 (ubiquitous) AH]2E 2% (launching)
St FAlel AE| 20 AR Hels AR Agd ¢
= BREINEE 8T o] B AU 28 AT
S "oyt A A M| ~Bl=gA A2julzd st
27} sk oAE BHAFE Aol
AMujafoloa] Bl 439 AFe] ASHT) Fa3t
onE zteth, g oigk 37kek 2A7E F58 AR~
735 Fujel] gk AA4E 3ol FA AlFEt FH oz
Z Sk glek. olelgh AH| 2 Fule] S0 R Ful gt
A ZR|AEo] 98-S 39 (risk aversion)dlaA}t sk 73k
o] t] ZsHl vehta gl F4E BlE FAEE R
A 2 7Fe e R Ak 28 BE AH2AE A
Fohe 71 7IHES AEE HdE 750 deds o

iy
>
EE
fu

¥C o

J rr

service brand, ubiquitous tourism service

Azl do}. 24" 2 AEA My as 2 AYE|

gk 71di7t BaEdQl o2 RE fEEM HA=T} Fols)

£ 214 (assurance)©] Ul

ojt}, o]y HI=+= 5‘—‘511}‘%:91 ik %‘LZ}% CE 3}

3 Fe| gig Fals 2 sketl Fag 98 it o

2B g Au|xo] 540 A tiMsh] Slgh dgkez 7}
= | #315]5}

e
o bt
o i
'1E i
o o
I(‘)__: rlo it
2%
0. q
o ;’i ol
L% e
L
i
é
N
J
E
H
30
=
N

%ﬂ'ﬁxﬂ"ﬂ ]
sl Zb ARl xs wEgle] &
1A @3 ik, e 2njate] Q14
Ho|A] 7]&e] whfgt B QZetE A8l
"‘i ASET} Hofgh A2 BAof gt} aejeg 7}
‘37}‘/} SAIE ORE A9 AT F gle Aprask aglo
Folnn Z838p 1 ZolAx A Bgiu|AelA 212
A Tk ¢ gl Bl RguAelde] Fag es
we2y vy A &, 54 EL:" Hd, 3] 59 &4
52 3EY A9 PR R 3 BillE 9 AF st
AfFrUA A Fo2A EAIEARE 7IXE Eolx glom o
Fet ¥ AGEAA AL Ha %U}
Zhe ob oI BAQ Mgzt 1 B
el Eﬂ} ?l Bl EiTr‘/Vﬂ o]Ao] o] XV] A
A8k 20100 EAH 0z M)
£ A2t ‘?I’H]':Tq |ZEa 44’1'*1‘:‘]/‘ 7hAlel B 01 el
% TAIE o] xpgste} ﬁzgvrﬂe 48 F
HHAME 2 BAES 7)Es 2i g
Bl ‘ofo] FoJ A & (itourSeoul) ©]2hs AH]2A HH=
) =T, Bl S Bl Aol tigk &Rzt
£ 7] A7 Al&e] BREJIAE Eole AVIZt H

rlr
2
o
L)
)
)

fd
o
do lo
of
f
tlo o
o
Jz

o

Mooz

iy

2

o
A

rlr -
:‘.'é
J °1r
L

I~

Jb + 1o yo 2
o R >

Ut



A2 B P53

HaAl= FEAH] 127

2&A] ‘olo]FoA & (itourseoul)’

T

T
o,
32
S
Ho
ofll
o,
N
oy
e
g
o
R

of

> fr 5L q

B ool &
§)

T

>

=

[>

K'Y

o

il

_E

E

e,

-

s

ol

B

T

e

o re

Tofell A AH| 2
al

I 44 3o
s
&

du o
2

o 2
:

L
by
R
=
i
oz

3} 2 FH|FE 2 AP 2ol o
TE HE ANFeEN AFA
s

a
T T
oo

4 B oox
P
1o

O et
I oy

%0,
o
AU

Il. 28ATF

1. FHIFHEA 2EAMH(A

Ubiquitous(FHIFE2) & 2Eloje] o9 onj2:= <
A, et FAld EAgthE ofn]oln] A AR
Sl Foldsks v 53 thoket Fulddy], diulzolg,
TVEH 2L AT IT71717 MIEY S} o A, obA
U, FTE VEYIEE AT F dtks 23S 9XE
18] E (u-tourism)-2 o|& g FH|FE| 2 7])&o] g
2 g=lo] AFMNA 83 FHE Ao AH| 2o &
o] Ful8 Thav] e} S HHlAMR|AE A FFozH AL,
o] oz a1 AMREAl 4% dlolElet AFHEE &
4 ah= AH|2E onlgitt(1)

[<)

22 o2

13 T AT

.
T4

Fl71E1 2= (ubiquitous) M|z B 714 24Ae]
S AHAEAA AT F glofob itk A, AR
(context awareness) {222 AMEALY] & 48E <l
o] gl gt A9 HHAB| S AlFste FloltH2
A, A& (pervasiveness & accessibility) HY o2
7] @ Aol wet FE G AARE HJRE AP o
of AMZ &8 & 4 glojo (2], AAl, wF
(customization) H o2, #FM| Qo glEsld Z K
9 A2 AlFo] glojok P (3], HFAe] TFEA o A
o PFFAE FHANS F e WYL o)t miA|
2 Fod-&(transaction) AR o8] F} g Fof
7} & o83l 15 EAY AArIETe] A3
5ol Bt ofgie] ZAR-E YT & slofoksitt. ol A

FEEE AR FHIFE L M2 RS P58t A2

|

D
2 ot ok 49

[y

2
o

i e

N 19

¥

p Y
o 1A BN S99l BdE 5 2 4AS
9 Ael=EeS AT ATF(B)(UIES EE LuEel

=3
2
>
ol
Mr
:’JJ
BN
X
o,
=
=
He

o
o
>

N
Oox
ox

Qe FFAEAA AFstas} ek 71 el Z823]
slojok it AlgaAbe AR, AHE 2AE TF ¢
FAuM| 71X 9} £ 5 Hsle] HE
S Ao gt} ALl 15

, Al

]

(il
T oo r
o

o o

tokx)

2
N

ob o
N
b
on,
o
fw B

o

:E.

- YR
I

o%n:
0
£

>
>,
ol & W
I
-3
= lo
L
&
ox
of ok
R
N
)

z
o
I
(¢}
=3
i
&
ofr
-
1
o>
>
>
o
g g
o |m

D)
o
%
i
L, ofL
=
z
(o]
o
tlo T

i
do
ol

oft S
e
R
)
i
-9,
>
N
N
ek
Ay
3:2‘
k1
Jfu
™
il
g
¢}
o,
w o
B
9,
ot
oL N

s
=
[
=
=3
>

ol
2

i z =

T (=

[

n o @ (= go 2
R
o,

[e]
= a4
f2g
Do
w3
el
= >
= oty
o& i)
s ¢}
=0
o, X
) )
Rt o>,
2 |
> > N
[
flf
o,

S
il
>
ol
=
~
Q)
=)
[oN
C.
)
=
]
g
o
k)
o
o
It
z
%,
(1

1744,

o

o
i)
=
N
iz
N
=
>
>
4
Il
'S
i
olrt
)
31
&
i)
ox 2
[}
9
o
v

e
>,
o &
A ol
.
(o
e
I
ot

-

o
=
@
o
)
=
%
i
2
o,
=
@
o
S
a9
=5
S
1S)
g
ol
ol
e
i
ih
ox
)
18
et
lo

ey
__Iﬁ ol

&
A
A B}, BAsvd2 dutsor dur, A, v

om ou|= &x] ¢F=(free standing) WY F3oz

T
il

]



128 Journal of The Korea Society of Computer and Information July 2013

= o] F Mgl AR At vlold e AR HHY|E v} dRkged HAeE AFTERE V)Y His
LA ByIAEY ] od v vdS FE5tn T2 (Corporate Brand), 42| B&l=(Family Brand), 71 224
719 golA, olmx], olaj&olA, B AojEr|9 B2-S ®  =(Individual Brand), HEE $2]0}(Brand Modifier)2] 4T
T mdsle] 238 (screening) S AX AASL o 2 PRI U} ASFRE RE HAE TN Yt
=30 HEehe Adsly HHRTIsAS g3t Hal A UyehdE AL ohz AR Ak gt 7|gEas
zyjoly] oA AlWEe] gAY dlof o =AEA & 7oy ZIfES tiilske Bellzel side] Hilse
T ARY] Rt FARCEMN TRl HAllEle] FYUg GYelx] Hro AHF)BASE 2L Aol Fqd
W =S 7 wkdehs Ao uitAlsitt. ojek 3 A Al A4S 2 s Billsolt), HEAEE /A IFe Y
A A TA RS QAEla e FRAES A FUAETC 2Rl olEeln] HilsgAols bEdss
Holstar e UIF FLuld A WalEofok Sti(5). R3] 913 HWeA o|Folt). o|FoA 7|dEA=S} s

Un), Balee] Ay AEE ket BaleeAise o) Hile: EdHle(Integration Brand)2kal 31 719 W) B
ot A 7o Ay Ee] Fesith WA HAsEmnet A =] {3, 739 oWAE Fiela 71y ovxle] £ &

= omRgAes AL EREY 588 AIA dgshs 98 sl "ot 3k )
oM 2u wdY, AE, Hudzel vissdejs ApEst Bl=(Differentiation

TEE ¢ glon HaE A 3

23, A 52 A9d £ 9lr}, Bileg2de vds Brand) 24 /NEAIES] 40 HS AEdlsle] FAToR
A, BREZA, 7IAAMS S 4ES AR Vs A A BAsg apHslety AlEE EHH R Hddshe 9T
Solap AFslr] GAl Aok b A W& B S ol FrH8). AAle] A 71E Blo] A&(Hi Seoul) B
do F JEE Foftt. A EE AGHME FHA =} {H|FE 2 A HRER LR TA] 2gAH]
Bie 228 H3EAAY fjgAQl on|A]g A o] 2 29 AR A A dstke AR TE 2+ ok
T3k HHS PSRN E P H oz Fokslo] AAG ojAY HM=O] SAIE FHCE P T BAEE
o ZAuANA A A oR 4 F Sz FEFUo] B AFEY XFORHH HA=IXE SUisleb] ¢
g F9lonz Jfo Al B XAAIE] et A 9l ks BAY] $l8l BAlE o}l (brand architecture)
g Folel] BHile 28 g, st gleh4). g W Ec] &84t 7Ige] dnfste RE BAEY A

=
ae L ATHE Y A7 AU &

713 FRATIN FAA R ANE fulFE s B
o] Aefat 54, B AAE Z2Al2 mAEAEl
ApashE HelAl el Fe4, Hale AlFpRe] AAVde o

o

1ol wiehn SIE U BdSs AR W g oag goil vien) g0l maisTEe] 20 40 A
AR S AT T2E BIIA A SH AT 0o vy g el 56 Ade
e AUPEE ohIE AT T Sl A SIS o) ey g wake 7 weee) A duslorin
5 BANE 20 GRE S Fol FEAD 24 A o o o ma s e
Tl BEE SH BrHe) ol bals ASTEE Y

A= #4 228 EdH (Brand Relationship Spectrum) 225 A



A2 B P53

HaAl= FEAH] 129

2&A] ‘olo]FoA & (itourseoul)’

23 ola)E golapl &l ot UA,

9 A5 H o] grEo]ok gtH4) ().

AL vEe 7jE Hal=ehe APE HAsAETRE
iy B

o8 ARS ©&dluAl g}

fig 1. framework of the study

= A7 AR E AEsisith. AMp|l2ERE by
< BAeP] flote] @Al el g e o] Bl
W& ARIATE AXel R BleTse] dA) 8l e
(G Dol AX=olgith. & ARdTs AHls, 232k, 3,
SAePE olghs of] 8Rlee] BEshe w2 ojePhH A
o stk dA) ge AR Eo] A7) A9E nales) sl af
AR shed] Bt w8 718012 S Aol it =A1]]
AEAI AR S B TS Sl
ol 7lel=eiRlE AAlshe 2det A7

A7 TS AT volE Fe] HelE 20104 3971
A Aed Bl=spE 5 AdY ZeAE FAS H|RS 0
e HEAR, A9f3] Huzlg, HeA
FAkeke] ST St

‘_‘

o
Lo
o=

e

Y

T

el A
i

&

table 1. developing strategy direction

=l 2o

Al = =2 = 4|0 2 2}
R |
==z Stolod 2tz = el

V. EHEFZALE

de 75 A He 1TV 71eke] AARE 3
A S5-E 7 ske fHIFE 2 A
gk SAAQ1 omRI7F BFASAA ZgA AA|F ofof

o
FEe 2 BAS So) e uuAET THURAE)

B4 Aol tigh o] e7E}. of7ld] AEHd So=
T4E HdEe S oE AHFEBHU(FCD) < ©]&s}]

A4S RS ARBE AHls TS AYel 5
A om FHslol & Al thel B4j8loF g o3 o

okl BN

o
of

sfo] Ao Aeplde mEeok gt

(1) FHIFEL ZRAMEA Al 4

A& FHIFHEI 2 TFAE 2 T 2] B RE fH)
Fe 2 M|z AAEE neigln v A= Bl &
|2 P Eag S EAetel AAnASAA Hg 71
S AZA717] AF Aez A4S At

olgfgt 7|& Ak S0 E MAlE AAA w3
AR A9} BAsE7] flel] R 2 AAE| A
H 20104 49 2t ekl Ap|eh ZRAE . A e
BEAARIE B fr(u) - H 2] nEskE 2011d W7t
7] gmsich feue] A3 1T7]6S g8ate] &

S
=2 THES
s #st



130 Journal of The Korea Society of Computer and Information July 2013

HEl Fle] AUAE B ol A, F F AN 8 s ARl AR 2207] 58 olgste] Bl 2ASE 1
Aoln B A ATE 4 A BT 2} B @ % glom ESEe) A%alel olg 3 HAAe] 558 e
BAo] Fo Auls tgAel] tiel b Be Bl & @ %40 IRENE g0 B9 ofe] YuES 2 4

2oAE 7202 tae] AYS et Hrf dof(ghxo], o Slrh gt o]Eo] AxEt o|Folle o] HEsle] 2nfEES
o], o], FToHAl, )2 AH|x E3 gt 2 R g ARl AR a2 ER91E F glon] Agold)
fig 2. model of Seoul ubiquitous service model (4) S B3l 303} QS-S oJ3)3y] AAT] B2 4 Uk
(1) Al&nt 232k
™ 22 BURABE BaHe) A2 /S Qs o
2ok 44 2 $u oblY 9% 28 5

E UlA
1 QIeRe Aol ool ol TAAY BAow A, 13}

e O, Bl A AL Qs BYRsle vt
F L A A 1 5 :

E 7RI RN e BA W st )lom S &
i AT} e 0.855 vs A3t 0.787). FAGHLAG(F
A/ 121094 9) 52. 102 AlxS] ete] 207} 7bs

ﬁ 3 Q1SS AA] e F S gx)31a UK 88% vs
AFER} T1%, FNE 52%). 4, 23302 GDPARE

] =2 44ES Holu JThAA BFAId AHE 12.2%
vs AlAl GDPAAE 10.7% (02~'10:d 715). A, nlzs=dak

After Tour

4 2 A, B o2 =2 3% AAEE AUz 9l
o, 3 AWAA Ale] w2 ZEEE AYa oA IT,

R AUIASE Sl AENEVEA S E T gy g, pat Al a1 g0 $a5 D Qe A
28 =GR AR R APl 234 B S g o)g) ge gl F 5B PSR AR S
53] Bald AHlae 2ol ¢ A3 Alo|EE Jldele HoLS Thoa) o] T2at) 3 94

Al RS ol B A1 o) At A Qe v

2l : E

o2 7 o Ao|A & o] &3t fPellAe] Mu|AE A B 0 2 AN 2] B3 A S Hol2 o8 Al
T ARS  slth olRR A MRS B AR = A we gze) spue) Huleloksigm B

TAE ol RS AEABel] AL ARE FENVN S o) g gaiet papt 20 2209 BRYE
< & U Al ol e Au|x A9} HEY] o]E T < Jukslol sl 1T7]% Bgow T2 o]t B
A vepliz AR Al A A1 2 4 = AH| 2~ Bl 2 A2~ SHAE A 78 BB EA T o] B A
=] oA wet Bl TS SAO FEAT. A 2 v2o] 203l AL AT, EF Bt
SRS DA AP At Wel=S 2D R g guebiy @% sk seler dke Aol

Website, Mobile Device, Mobile Application 5= &3 1= ¢1  \rjopate) @48 2199 59 T8 g% 752 o Au

H =

o Bl Chg B YR 50 o BAS AT D g mwn wAjsle A2A sAE e Aso

i R I
B si=mel @dASE ARel 271 A WIE (payiiarization Tour) A9E B3 FHEES Jakska
(visitseoul.net) & &3l A&<] Wt <4k T4 Sl el meo) wmme) giat A A9L o] Hlo|H
MRS AT 5 Sl E%]%‘?H‘ﬂ% ARg-31o] 04??%7@% FAke] Z294S 9123} o7
AleH] Mgefdel did SAE AGE A= 5 0lck @AM pge gass Fra] 99 gzl
A& gt oA L AR of| RS- vzl TP A8 = ok} o|gh o] apHzld HATTE

E

Nl

Sk A
AT ol muld gl Eal FURFHRE A gyes A shelalm (E 29 go] 28 AAEAle] Al
3 ola EHRg S B3l oo, 39 FH 52 €9 H= <l sldo}l B},




Mujzs BAlE 123 AEA] ofo]Fol A& (itourseoul)’

BIE F5AH] 131

table 2. communication and infrastructure of the
tourism developed country
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table 4. the types of brand logo and brand slogan
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table 6 .master plan of brand management
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