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Studies of game character development and strategies of making brand

name as a cultural item



Contents

=8
Abstract

1. A&

11 A7ed 8 53

2-1. 7H9H e 7 2 A 84
22, 3% ANEH FF AL AR AT

2-2-1. BAE ALY A 22 2 9by
2-3. BAE eI Fujo nXe FE
244, BRE AFYEY] T4 84
A BAS AFUE AF Z2A 2

Ny

h>
o
op

e
kl
M
ot

=T o

24718 P B HES 5 A oboldo] nz
ootk Aolw AWE Bl g T
oA ool A AHE © o Fhabel ohd A
o] .

=2 A

N
>~

S @2 IRt AAS AY

BorloA AYL 7Hlo g HYEES ZINE
3} ate AL Hio] AHE AU adE BHe
FEL EHSlT

2 =ioAe sEive i AF AL '3t
FE REHE 3o I o UoE F147HA
AAES A Aol 2= AYHZE AEst
of .03l s yWlew BAEs sttt =

%
o
i)
o
N
|
i
o
Ll
=
ol
[o
fru
o
m
lo
T o
ox
2

e MEE FHoE WHAZL AT AY
3 =23l1x g

3} FFo2AY JHAE Fa e (8ASE
He wdg Fi dozo] AYHAH HHH
Aol WA mdo] How wh

Abstract

The item that can best represent 21st century is
cultural industry. In the current century of
cyber world, cyber life in the cyberspace is fast
becoming from virtuality to reality.

Domestic game contents industry has grown so
much in such a brief period of time that other
game industries of the world are paying a
close attention. Due to this current trend,
cultural ~ commercialization of the game
characters is the best way to have the
maximum effect with the smallest expenses.
This thesis is focused on the unique Korean
traditional game, "HWATOO’, and it provided
its motive. Recreating its 14 characters to new
generation’s likings, "THWATOO’s brand name
was targeted! as both on and off-line market.
Also for the development of better game
cultural environment, I hope to change
"HWATOO’s negative images to be looked at
in better facades for the on-line community.
Using "YOUNGJAENG HWATOO ’ and its
important value in the cultural item hopes to

lead in developing the model in the future

game industry and character industry.
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