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ABSTRACT

Transforming distinctive local culture and resources into differentiated values
is an important task for regional revitalization. Local brands and local goods connect
regions with consumers by extending regional identity and value into brands, content,
and products. Accordingly, this study aimed to identify the characteristics and
development patterns of domestic and international local brands and Korean local
goods through case analysis, and to suggest future directions for their development
for regional revitalization by comprehensively examining the relationship between
the two areas. To this end, the study analyzed cases related to domestic and
international local brands that established regional identity through brand identity.
The study expanded across diverse media and content, as well as cases related
to Korean local goods brands that independently planned and developed fashion,
stationery, and living products based on local culture and characteristics. The results
showed that local brands and local goods transform local culture and resources
into contemporary images, content, and products, thereby communicating regional
identity and value and expanding points of contact between regions and consumers,
with the potential to contribute to regional revitalization. However, local brands
primarily focused on developing and expanding brand identity, whereas local goods
focused on product composition and design development. Accordingly, future
development should organically link brand identities established through local
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brands with the planning and design of local goods and further expand them
into diverse products and content. Such a linkage is expected to communicate
regional values more consistently and sustainably, extend them into consumers’
everyday experiences, and contribute to regional revitalization.
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Table 1. Visual components of brand identity
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Typography Serif, sans serif, calligraphy, modified typeface
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Table 2. Types of local branding in cities and regions

Type Concept

Key visual elements

Main applications

Expresses regional identity and
Logo image through a logo and an

—centered extended graphic identity

system graphics

Logo, symbol, wordmark,
color, custom typeface,
icon, pattern, supporting

Flexible and generative graphic
systems, public design,
signage systems, promotional
materials, products, and
digital media

Communicates regional identity
by characterizing symbolic

Social media content, tourism

Character . Character, mascot, emoticon, products, goods, digital
local resources such as history, . o ..
—centered It . ) J storytelling communication, and citizen
culture, nature, people, an L
L articipation
local specialties b P
Expresses regional identity Official promotion and public
Hvbrid through the combined use of  City logo, slogan, color, media, citizen
ri B . o .
Y logos, graphic identity, and graphic elements, character communication, digital
characters content, products, and goods
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Table 3. Classification of local goods by item type
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Item type  Frequency Representative items Previous studies
Fashi 8 Clothing, bags, scarves, hats, Lee(2012), Song(2012), Jeon(2015), Song(2016),
ashion .
neckties, jewelry Joo(2017), Lee(2020), Song(2020), Seo(2021)
Beddi hi 1 i
Living 1 e c?mg, cus 10@5, tgbe acc‘essorles, Oh(2015)
kitchenware, interior textiles
' FaSthl"l accessories, living products, Park(2017), Kim et al.(2018), Hu(2024),
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Lee(2024), Li(2024), Lu(2024), Zhang(2025)

Total 16




Table 4. Design development methods
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Methods

Description

Previous studies

Form simplification ~ Simplifying or modifying forms and structures

and modification

Graphic

representation .
P graphics

Characterization

performances, and symbols into characters

Developing graphic or character motifs into

Pattern development
symmetry, and arrangement

into design elements or product forms
Transforming the forms and images of local

cultural resources into two—dimensional

Transforming the features and stories of figures,

patterns through repetition, rotation,

Joo(2017), Lee(2020)

Lee(2012)", Song(2012)", Jeon(2015)",
Oh(2015)", Song(2016), Park(2017)",
Kim et al.(2018)", Song(2020), Seo(2021),
Hu(2024)", Lee(2024), 1i(2024), Lu(2024)

Park(2017)", Zhang(2025)

Lee(2012)", Song(2012)°, Jeon(2015)",
Oh(2015)", Kim et al.(2018)", Hu(2024)"

"Multiple classifications.

2 4, =59 gl 2
BE w87 o 2 Avgsle] fEo=
oleftt B4E 71
0% T B B2 G0l Best 2 g,

aemst, AEst L AEste) v s e
% lek. Shte] ATeA F 744 ool tel
A wpalo] WA Vet A9l 24 halel 3
2ot} BYUSAH Table 4)

cAel ) AL aEet 13802 A4y
wron, ezt 6¥, Fejol Bt B WPt
Agesit 247 280z vt §3] west
£ BE TeEsiet P ek, SR
Yoot olul g 1Yo R HTYT F ol it
23 w2 g o) Elo R FYgake 4ol W
YREE B4 BolT ot sl ATolN T
74 olgel ) el F B8 At
eht, ARSI S43 =59 Tl wel
B9 A8 o] meh ofe) Tixel A Al

B3lxog 5—1-9-5,]_]"_! 0] O O o]— A glq_

0

Waow Hrske S40] Yehi

L. F-"33

19 ATt T - 9

4 245
3 9= A
AL, o] 7hed] B9 BA] Ex AL
utos ExpAel BT ofoldEE]s} FEHo]
9, el =
H=o] wiejso} glowl, F4] o], HAE

HRAS v @A tﬂg]-o]-ﬂ] solat 2=

_4

/\]. = 2} A 9 AR E

|z

iy @ Zel=xzo] AL - 3 Al solst &~

o 498 4% Yo Sgtth olF I o]
=4 A BRI 23 547, AE 549
U BAYL 7208 2 592 B4o] Batsk

Uehte ARl Agstel, 23 2409 37, 7Y
B 2408 27, £549 371 5 & 870 Al AE



362 SIRX|GALSIMETISIEIX] H3TH 35 2026

1 #Xc]- EAQ.Q_ ZM_Q_E Q/\]é fo: |
2319} 288 ofoldelelS
o Aee) EAo] A4S e :Laizl
AAR 44 - D= TS dHEtoH, 7
2 SHF2 A9 T olop|7t AHE =
TFARFE AL TRt FRl=o} *JESE =
WS EAeI. 82 21 9 T8y ofo]
Qe ek e 242 of 1‘3 6‘% Hgstal
shte] HE AA QtoflA A &
Q SAE ATET & 4 F
F8EE BT ooldEE 948 &
o) olelet Al 2 Aiste, 75 BAE o
a7h opefst wfA|oh EHlx g ogA SPYEEA]

£ Bastgion], PAAQ B4 712L Table 5
W
=3

POII
rxfz m
12
5
g%

24 X2 AHEle T2 BlHE 957,(2022)
LIVING ®ol| 5% 5670 BHE, 20254 7€
102 7% SaHA7|JE 22ae0oH 55
of 559 1,05471 A4, 2025 22 BE}HTwo]
o] 12870 A7tdAet =2 = W VA E &
2ol REE B3] $£HSIHMo et al. 2022;
Local Brand Fair Secretariat 2025; Ministry
of SMEs and Startups 2025). 24 ZZ%= o}z
598 g4 ERL AR B=0] viiso] 91X
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Table 6. Classification criteria for local goods types

Y 2delE ot 22 BUEQ 22 X AR 24 363

9l Bejs, gAel A $4) 2L G ofold
LTS
24 32 Ale BAE ofoldlE ot 2= T
AQlo] = e Aoz LAk BAL of
ofRlElE 211, ElolEIe, AiE L MRS
FHOR 2 BACO| A|Zbe EHS Avingith
2 US4 ol2d ThelN A skt
AL WEY AE ML B AYATE B 3
23t ololgl §3at TAel A WAL wioz,
Mg A9 1A} A HENE B
LX), 529 REHI} ojust WAloE AZet
glon] ojujg AHEoR AAHUEAES BAalY
o ol AGH A4 - Pl BEH, Pael A
A A % ofolge w4 gEoR Mys
gon, tizel A7 HAL Fele] dst 9l
Jemst At 9 e szos ¥
Astieh. PAES B4 7L Table 73 2

filo
e

%

3

¢

e

Main product categories

Type Criteria
Fashion Clothing and fashion accessories constitute
—focused the brand’s main product category

Stationery and living Stationery and living products constitute

—focused

Mixed

without a focus on a specific category

the brand’s main product category

Clothing, bags, jewelry, scarves, etc.

Notebooks, postcards, stickers, keyrings,
tableware, textile products, etc.

Two or more product categories are developed Clothing, fashion accessories, stationery,

living products, content, etc.

Table 7. Criteria for local goods case analysis

Area Item Details
Logo Symbol, wordmark, wordmark + symbol, wordmark + character
Bran?l Typography Serif, sans serif, calligraphy, modified typeface
identity
@D Character Use of character, character name
Color Color, color image

Design motif

Natural landscapes, architecture, artifacts, traditional patterns,
local specialties, place names, dialects, people, characters, etc.

Goods . Form simplification and modification, graphic representation,

design Design development methods

Representative items

etc.

characterization, pattern development

Clothing, fashion accessories, stationery, living products, content,
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zeE 29 9E7, AL 5439
Fokeat o), EYG) AL, P4 L HE
5 % &) A= TS,

i

) B3 4%

Z2R E2Y 9 e A9 1IR3 A
ZHestet A4 EAS 4 7hse 1 AlA
B 53 AR, 21 SAF0IA A 94o] Bl
T ololdig g2 A8t = A= o HAS o]
wskr] 98 A EQdT

ZEEZ BEFo| 3 Z2F= X9 ti®
Aol AZHESIR] ofE#F(Azulejo) Y-S @
ZQl =A] BT ofoldIElE|Z AsfAlgt AlFo]
ot ZE2EAE 20149 White Studio?} 7Rt
N2E& TAEHAE Porto.E WHSIT o2 &

A&t AF71E of-E= S-ZRL AlZ} ofoldl
EJE] 2 &85}t Camara Municipal do Porto
n.d). BEJHE olo]dlEEl= ofEd 5o EF A
of AR} Gz, WHEI 29o] AYE HFoE
2% o (European Design Awards 2015),
A58, 1Y, 44, 1e, A4 L Jgwst 5 £
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st ofolZ o2 NUSIATHD&AD 2015). Z+zt
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FE 5 TRt diAlol 485 At Aires 2017).
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A 2%, 4 5012 B B4 4% SolH £E
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AFLSAAE BT /\]7114 ;(.11 QlojlA] Hal:
AL FAT F AEZ oFAH]eong 2020).
RAGAN] JETE A99] FaArt FoiA
B4 Aol e SR AZBt 2
2 BAHY Algolth. Yr Holgks A2)d B4
T} thelg Bo 8119 AAEE B3t &,
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(Yeongdo Cultural City Center 2023). EHE=
SEPEERESEEEEEESCEEEE
oA EZEoH, ol T A U= 23
A2z FAS] Ao, Aa, Ag 9 AT}
5 Thk A9 ol sie) @

HFH3YHYoon 2023). St A S/ A
B L vigom TRt olnAE A4A
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Table 8. Logo-centered local branding cases
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Representative images

Region Visual characteristics Key motifs Graphic
Logo
elements
Modular icon system, blue Azulejo tiles, urban
grid—based graphics, skyline, riverside, 0800 Lbddm
Porto, Portugal . . ’ . 0ONPeH mAED
Orto, Tortiga systematic BI applicable bridges, architectural Porto’ g;ﬁ% i

across various media

‘¢ Bologna’ typography—centered
logo, geometric modular
graphics

Bologna, Italy

One-line drawing—based
Yeongdo—gu, graphics, custom “Yeongdo’
Busan, Korea typeface, participatory

drawing key visuals

City flag, cathedral
mosaics, city walls

silhouettes

OO0 0o e -

e
IS

& Bologna g P ol

SO o o e

[R s NI
[=] ;tE A
Yeongdo landscape, L :
bridges, island, oéi
waves, lines HaHe

[N
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Table 9. Character—-centered local branding cases
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Region Visual characteristics Key motifs Representative images
Kumamoto, o . Bear image associated
Simplified bear silhouette, red cheeks, mag
Japan . o with the name
strong color contrast, high visibility

— Kumamon Kumamoto

Hikone, Combination of a white cat and red ~ White cat legend,

Japan samurai helmet, rounded form, cute samurai helmet,

- Hikonyan proportions with a large head

Hikone castle
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Table 10. Hybrid local branding cases
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Representative images

Region Visual characteristics Key motifs
Logo Icon Character
Seoul, ‘Seoul, My Soul’ slogan; combined Heart, excla@ation SEOU[ n o _;," y
Korea use of the logo and Haechi/Soul mark, smile M su" v v P
Friends characters pictogram, Haechi v
OO

Busan, ‘Busan is Good’ slogan and Boogi Waves, harbor _ =
Korea character image, seagull . .
Betli Bear sculptures and character B ot

erlin, . . ear, sculptures, .

t d alongside the cit beg; -

Germany system used alongside the city street art g Berlin |

logo; diverse colors and patterns
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Table 11. Fashion—-focused local goods cases

BI Goods design
Brand Col Devel
Logo Typography Character Color in?azz Design motif er\:e;i rg:m Items
Symbol
WAVE B B L G Chi f Il\?tural and G Women'’s
UNION Y ¢ facility resources, fashion items
logo
Wordmark T W ,
. ongyeong omen’s
TACLUB ; Modified - Bk Mod G, P .
TAC oditie odern seafood, logo ’ fashion items
Wordmark
+ symbol .
T 1
LEESLE Sans serif - B Romantic raditiona S/M, P Fashion items
patterns, hanbok
Wordmark Lo haract
BALANSA &%%%%% Sans serif Bk  Modern g(()%atcb(?}r/?c e G, C Fashion items
EA]
Wordmark
+ symbol Dial Fashion items,
MASANAI Sans serif - Bk Modern 1a ect', rrasan G living products,
@ monkfish, etc.
etc.
JEJU Bear
Logo, place .
Island Wordmark Graph
san OFAMATE g s serif Bk  Modern name (jeju), bear G, C rapric
Project ISLAND PROJECT t—shirts
character
Wordmark Minhwa, Hanbok~—
H,apply + symbol  Sans serif - Bk Modern traditional G, P based fashion
@ HAPPLY patterns items
Wordmark
11 illa—peri lothi
Gallery oy Serif - Bk Modern Shaperiod g Clothing and
Gyeongju o+t ie7r % artifacts jewelry
Wordmark Champi
SIGOR ~ * character Dialect, local Graphi
Calligraphy & PB Modern 1a'ect', oca G, C rApHIe
LIFE A specialties, etc. t—shirts
ledljFe ol

Abbreviations: S/M, form simplification and modification; G, graphic representation; C, characterization;

P, pattern development.

Source: Compiled by the author based on each brand’s official website, online store, and official social media.



i e A o [ R B B3l g g S g
Al ERgeH, "Rl RE|He] E/dof w2t FH)
o] d<=o} 5l W, HEs) 3 AHES A &
|E3. 53] X924 A Iz AdsE
o FHSF A EFS FE010] A A4
24 AP, olg HAMz, E 7H o,
7hg, RALE 9 FLE 5 ot HA ofold
off 2-gshk= WAo] YERAT. Lt B <
A GARl HEEE of AEo] v - st
of ZEeo =N FF I A4 dAdE F4dst
= 54e 2t

ARl A3 ) FURE AL =5

¢

Y 2ol ot 22 B9 22 X MY 24 371

FEIS ofu]A] B A iRl 22y, wiE,

(EEER EER L ECE DR R

18

=

H8s1 E49 Ytk Eat XoH AN
2% U9 REBE thokt w4 ololglow
AL, FUSAY AR A7t 94T WA

l_‘

o
AR, WA 9 A

[
£ g0z sk o KPS IR HTEE
o
=

T8 AEFLoE 74

2ok Aol U YRS £a

wE, @A, 284, 719, Hug 9
of Hgsle B4 BT B U

AHE|e] HRE ofoJdlE g9} = tA]]

Table 12. Stationery and living—focused local goods cases

L =

Aol A=

BI Goods design
Brand . . .. Development
Logo  Typography Character Color Color image Design motif methods Items
dmark TURITURI
W
oramar . FRIENDS Dialect, .
BUYHERE Sans serif s YR Natural G C P Stationery
' == character
YUM YUM Wordmark ) Gyeongju Statlone}ry,
TOFU YUM YUM Sans serif - G Casual dfact S/IM, G gyeongju
artifacts
TOFV goods
Buchi Wordmark Traditional Seati
ioner
ue 1 H = Modified - Bk Modern  books, minhwa, S/M, G a O. .
buchi craft items
Al Al etc.
Wordmark Ch d Stationery,
Baezzi Store Modified - B, Y Romantic COMSEongaac, SIM, G mixed
seokguram, etc.
goods
j i Aprons
Color Lab  Wordmark Jeju tangerines, R
901‘ a . i Serif - GY Natural carrots, G, P dishcloths,
Je]u Tutti Colori .
camellias, etc. etc.

Abbreviations: S/M, form simplification and modification; G, graphic representation; C, characterization;

P, pattern development.

Source: Compiled by the author based on each brand’s official website, online store, and official social media.
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Table 13. Mixed local goods cases

HHEQL 22 XX MY 24 373
omIA|E Thket Aol A8 3toint.

EARel 27 Al 2 gsbt g B
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o} W g AYEet WA BEHUT B4

BI Goods design
Brand I Devel
Logo Typography Character Color _CO o Design motif cvelopment Items
image methods
Wordmark
+ symbol L
Cooperative . R, G, Local Ving
Cheongpun Sans serif - B Casual specialties G products,
u .
gpung * P stationery
o
Wordmark Busan Clothing,
GRAPIN Modified - Bk  Modern  landscape, G posters,
23@ logo, etc. etc.
Wordmark
+ character Cheongju L
V.
DYDYMOTION S " YW, o history and - . *(i
ns se - S oducts
(GOODSYOU) s sen Bk M culeure, ’ Procucts.
stationery
character
Clothi
Wordmark Knit materials, lci) iring’
A%
Jeju Sanghoe Modified - Bk Modern Jeju S/M, G &
I l l n . products,
e e o s tangerines, etc. .
magazine
Clothing,
Wordmark Ulla character, .
. ULLA, stationery,
ULLA ULLA Sans serif ULLY Bk Casual Ulleungdo S/M, C living
landscape
products
Wordmark
G ) + symbol G ) Stationery,
eongju eongju
Cylt & S Modified - PB,W Preuy yt, . gt] S/M, G living
re Space artifacts
Lre op AN products
Wordmark
+ symbol Tongyeong Clothing,
Lemon Shop Calligraphy - Y, B Pretty landscape, G living
lemon products

Abbreviations: S/M, form simplification and modification; G, graphic representation;

P, pattern development.

C, characterization;

Source: Compiled by the author based on each brand’s official website, online store, and official social media.
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