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The Relationship between Space Preference and Corporate Image of the
Cultural Complex
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ABSTRACT : The city cultural complex, as a landmark that symbolizes the 21C cultural era, provides
chances for enjoying culture and enhances corporate image. Despite the growing importance of the
cultural complex, academic research on the cultural complex is very rare. The study investigates the
difference of consumer preferences relating to the space type of cultural complex such as the
multipurpose performance space, the movie space, the display space, and the education space.
Furthermore, the study examined the relationship between the preference for the space type and the
attitude toward the corporate, and between the corporate image and the attitude toward the corporate.
The study conducted an within-subjects experiment with 129 participants. Results of the study showed
that the preference for the multipurpose performance space was highest, and followed by the movie
space and the display space. The education space was the lowest. The space preference showed a
significant positive relationship with the attitude toward the corporate. Based on these results it can
be concluded that the multipurpose performance space is the most important space for enhancing the
attitude toward the corporate, and followed by the movie space, the display space, and the education
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space. It was found that the city cultural complex enhanced the attitude toward the corporate through
the social contribution image and the leading corporate image. This study will shed light on a
burgeoning research area of city marketing and will motivate further theoretical research in

multi-disciplinary areas relating to city marketing.

Key Words : cultural complex, multipurpose performance space, movie space, display space,

education space, city marketing
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