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Abstract Local culture plays a role in enhancing the cultural competence of citizens by approaching branding from the
perspective of brandization by implying value amid changes in local traditions and modern times. Therefore, this study
established a research model with brand loyalty, brand recognition, perceived quality, and brand image as dependent
variables in order to analyze the impact of local cultural characteristics on cultural brand asset components. We tested
the research hypothesis and analyzed it, As local cultural characteristics affect cultural brand asset components, it was
found that it is necessary to change the perception of local culture and promote traditional culture. In addition, Yeoju
City needs to plan a festival that combines tradition and local culture through the convergence of content and cultural
policy for the recognition and brand image of the Yeoju Yeongneung, a World Heritage Site, and it is urgent to
change the direction of citizens. In addition, it was found that it is desirable to expand research on the formation of
cultural brand assets according to local cultural affinity.
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Table 4. Regression results for Hypothesis 4
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