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Abstract Service industry has become the most important industry among various economic activities.
These rapid changes have made the business environment more integral and important to balance the
interests of various stakeholders. However, when a new service enters South Korea, there is a need to
establish an identity that helps the various stakeholders to have a consistent understanding because
different stakeholders have different understandings about the service. This paper is a study on the
application of the optimized identity to the medical Marijuana service and the implementation plan.
It consists of three steps: theoretical consideration, development of the optimization identity structure,

and application to the medical Marijuana service.

Key Words : Identity, Communication, Medical Marijuana, Optimization Identity, Stakeholders

*Corresponding Author : Young-Hwan Pan(peterpan@kookmin.ac.kr)
Received April 3, 2020 Revised May 4, 2020
Accepted May 20, 2020 Published May 28, 2020



132 3=88etsl=2x HM11# X563

1. M2

1.1 ei7ol B

T8 Axl=olA AE|A Abglo] wlgAe] a8t &
7RI AAshE Bl 70%E F2lste, S Eet
AZD SN F77HA7E w2 AEA A S4o=
B Waketa i1l olet At wertelel ¥
sto ket oo £ 4l 9ol At 54 49
oM EE4 FZ SAlRkE HIZYA BFoR W
stato] B3gskal trafet ofsfatARe ofsiet HolS
@ A e AzryAleldske 2ol /AL 9l
TH2l. Wshe H2YA 842 st offo] Table
13t 2.

Table 1. Change in Business Environment
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Table 2. Conceptual Definition of Traditional Identity
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in er
As a visual clue, it is used to distinguish and Abratt
Cl recognize companies from other companies, (1989)
to express and symbolize companies. [9]
Brands are not products but the essence Jean-
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expressions.
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Table 3. Process for Optimizing Identity Construction
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Table 4. The Type of Three—step Classification of
Traditional Identity
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Fig. 1. Change of Communication Environment between
Traditional Identity and Optimization Identity
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Table 5. Structure Diagram of Optimization Identity

Optimized
Identity Concept Component
Configuration
Identity -
Philosophy Value Publicity
. Communication Information
Identity ) .
Message according consistency
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. Materialize
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) contact elements Visual design
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with stakeholders
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Fig. 2. Medical Marijuana Stakeholder Interaction
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Table 7. Analysis of Emotional Reaction Factors of
Medical Marijuana
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Table 8. The Mean of Emotional Response to Medical

Marijuana
Emotional reaction Average Standard Deviation
Negative emotions 4.3864 1.42884
Positive emotions 4.9659 1.08401
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Table 9. Optimization Identity Structure Diagram of
Medical Marijuana Service
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& AFolAe 223} ofoldlEE] =S /sl
O]&g Hjuf Au]2o] A-gsto] dd FAo Higt A
PPt A= AolA sk2A 297t e ol
Tt ol 372 Ag 4 T

A, 223} ofoldEEE HEHo= HASIAH.
2|3} ofoldlElEl= AlEA =UE AnlAet BE o
I A oFlEAES M s Ak
EY| TS S0l A A olsiE = A== 5t
€ Md2ez ol& At Astairt.

A, 223} otoldlE| gl 9] 2= TSt HEE
< TEsI3th A3} ol EE £ aEE F3)
okl IRt 23 223} ofeldEE| Q] 3714 4
o] /st o] FEREE FUlol =UHE AHlAE A
e AE= #elsket 28 4 Atk Aol ey
2|23} ofoldlElE] 7} =2k E-§o] 7hediH.

AR, 2128 Hiutehs Aulio] 223} ofoldEEE
Hasto] ofsjaARNA At =g o Au] of
oldEE P gE AP U Yete AASA.

oA 2 A7 FF =g divk Auls A A
i Arz ZEEHE 7.
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