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Abstract This study is to understand the needs of local character design for SNS marketing and find development plan.
We analyzed successful cases in Korea and Japan to find out development plan of competitive local character
for SNS marketing. Method of study was literature research, case study and in-depth interview, based on component
of character.

These are the results. First, development of local character has to consider the use in SNS marketing. Second,
local character has to be more concerned with intimacy than Symbolic. Third, it should have attractive visual,
reflecting the taste of people. Fourth, it should have creative design to arouse people’s curiosity. Finally, name
and design of the character should be intuitive.

Therefore, we expect improvement of Korean local characters, which reflect SNS marketing and current trends.
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<Table 1> Component of Character

Component of Character

Formative component Functional component

Creativity ‘ Diversity Symbolism ‘ Intimacy
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<Table 2> Goyang, Goyang—goyangee

Division Type Contents
Local
. name /
Design Animal /
Cat A 1 PN |
Goyanggo
Name yvang |Cat, Identity of local name
ee
Administr | NOtlflf)athn' of Fhe local name ‘
Purpose ation - Showing friendliness & Increasing
communication
Success | - Initive name and design
Factor - Using friendly animal and cute image

<Table 3> Bucheon, Bucheon Hands up

< <Table 4>, <Table 5>2} Zo] #2435t}

<Table 4> Kumamoto, Kuma—mon

Division Type Contents
(3
Legion
Design name /
Animal

Kuma(bear)+Mon(man)
Identity of local name
Local |New contents and local imagel

Name |Kuma-mon

Purpose promote |/ not using existing local image

+ Having discrimination with cute characters with
Success

Subtle face
Factor

+ Active promotion from local city

<Table 5> Imabari, Bary—san

Division Type Contents
Specialty
Design /Animal
/ Bird
Bary- .
Name 3;3]7 Mr.Bary. Identity of local name
 Promotion of specialty & tourist site
Purpose Culture - Using in character design
(grilled chicken, towl, boat, bridge)
* Reflecting local image with accessories
Success . . .
- Cute image to hit public fancy
Factor . . .
+ Active promotion from local city
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Bucheon Hands up: Identity of hip-hop <Table 6> Analysis result of case analysis
Name Sup-ee sentence 'put your hands up’, Identity of
local name Division Goyang | Bucheon |Kumamoto| Imabari
- Special cultural district Bucheon Species Animal Lifeness Animal Animal
- Young generation city Local Local
Purpose Culture . Showing friendliness & Increasing Image extract name Local name |Local name name
communication Local Local
Success « Using friendly and modern sentence in SNS Name extract name Local name Local name name
"Facm‘r‘ - Having discrimination with old-styled folk Clear profile 0 0 (6] (6]
local charaters Language use 0 0 - -
Local culture - 6} - 0}
Applied designs O O (0] (0]
3.2 dE A SNS account 0 0 0 0
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<Table 7> Composition of local character in
preceding research

Component of local character
Researcher Topi- | Symbo- | Creati— | .. . .
cal?ty }lism vity Diversity | Intimacy
En-hui [9] O [0) [0) [0) [0)
Seung-taek [10] 0} 0} 0} 0} o)
Ju-ran [11] - O O O O
Jung-hwa [12] [0} [0} (0] O 6}
Hye-nam [13] 0 0 0 - 0
Jeong-eun [14] - [0) [0) [0) [0)
Hyo-su [1] - [0) (0] [0) [0)
Yangseo [4] - (0] - 0 0
In this study (0] O (0] O O
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<Table 8> Questionnaire of In—depth interview

Contents

+ Have you ever seen this character when you
use SNS service?

+ Have you become interested in this local
character and local when you see it?

+ Can you understand the purpose of design
and name of this character?

- Did you catch intended image from local government?

+ Were you effected about local image by local
character?

+ Does it has unique personality?

+ Does it attract attention from others?

+ Does it has unity in design applications?

« Does it shows natural application in various materials?

- Are you fascinated by visual of character?

+ Can you feel affection and sympathy on it?

» Do you mind to by goods of this character
when you visit the local city of character?

Component

Topicality

Symbolism

Creativity

Diversity

Intimacy

4 -
4% WA ey 2ok, AR At 48
a}

& Y AES olgtel Lehie,
Symbolism Sympolism

Creativil Intimacy Creativi Intimacy

Diversity' Topicality Diversity’ Topicality

[Fig. 1] Goyang [Fig. 2] Bucheon

Symbolism Symbolism

Creativit Intimacy Creativity,

Diversity Topicality Diversity

[Fig. 3] Kumamoto [Fig. 4] Imabari
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<Table 9> Questionnaire of In—depth interview

Component

Result

Topicality

« Character which has high availability in media and

active use in SNS has high topicality

- Character’s creativity arouse people’s curiosity and

interest so effects on topicality

Symbolism

« Intuitional name raise understanding of character
- Using accessories of character raise

understanding of local image

Creativity

- About species of character, lifeless character such

as a hand or an object can get more interest and
discrimination than animal or human

- Even though it has ordinary shape and form, It

can get high discrimination by accessory or
expression of face to show unique expression.

- High creativity can bring positive effect on

topicality and intimacy

Diversity

- Consistency of design is influenced by the color

and shape

- It's better to have unity of character’s shape and

form in design application to have consistency.

« Character which has aesthetic appeal has more

application ability.

Intimacy

- It's better to have unique charm to arouse

attachment than just having ordinary pretty visual

- High affinity of the character can get positive

affect on the local image
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