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Abstract ¢

The purpose of this paper is to attempt to discover ways by which a Cul ewﬁﬂetype
Portal may be activated. Cultural archetypes are a service which has incufr ge costs
over the past ten years with the aim of providing material for the cultur, s industry.
As the result of a survey carried out for consumers as to N Iness o ral archetype
contents, it turns out that there will be a huge demand.inith&future fOgsugh contents. But in
actuality, culture archetype contents are not currenn acti used by creators. There
are many reasons for this, but above all it's due to™h€ fact th& y can't easily find the
information they're looking for via these conteﬁ\Because is, in order to activate the
service, firstly we need to add necessary me for each red field. Secondly, we must
reorganize the navigational structure so &\ tents e easily understood. And thirdly,
we must guarantee the quality of th éents wlose relationships with relevant
specialist organizations. @

*
Keywords: culture arche%&digit%@ts, consumer-oriented service, interface

improvements, content quali improverK

1. Introduction

Q\Q
Take the Ha g\vher and}_@ of the Rings series. These series are both based on
‘qiﬁ' a

European m nd, | s, and have become global cultural products, movies and
video games. ral co reated based on culture archetypes are not limited to just one
genre, but produce hi ue as they have a 'one source - multiple use' quality in several
genres. This is wh e seeing movements in many countries of the world attempting to
activate their cul@ontents industries through their own historical and cultural resources.
Korea is n ception. The Korea Culture & Content Agency which is a subsidiary of the
Ministry %&ure, Sports and Tourism, has been digitalizing Korea's culture archetypes
since Zobey have added 237 subjects over the past ten years, and the result of this is an

i V|ce which contains approximately thirty hundred thousand pieces of digital

on?e

purpose of this project, though obvious, was to provide creative contents which are
required in the cultural contents industry. From the beginning, designers kept industrialization
in mind and put in place service charges. However, people connected to the cultural contents
industry have not been directly using these culture archetype contents. Of course culture
archetype contents have been directly and indirectly used in the creation of things such as
movies like King and the Clown and Modern Boy; or dramas such as Hwang Jini, Jumong,
etc. Even so, the amount of money generated from culture archetype contents amount to just a
tenth of its investment costs. With this, the project is now viewed negatively, and has become
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the focus of a reexamination as it has cost the country a fortune to create, but isn't really being
used.!

Despite this negative view, the project has brought about the positive effect of
bringing together humanities and natural sciences and engineering technology for the
first time, and the aftereffects of the project are expected to included increases in
employment in the humanities field, as well as the possibility of connecting cultural
industries and even become the foundation of their activation. It has also produced a
kind of ripple effect as it has boosted the efforts of humanities academia (humanities
contents societies have been formed), and universities have set up cultural contents
studies programs. Because of this, rather than look at it in terms of direct financial
benefits, we should look at in more in terms of indirect, medium-long-term societal
benefits. This, however, by no means suggests that generating no financial gain i§ OK.«

The original aim of the culture archetypes service was mdustrlallzatlon re,
activation of the culture archetypes contents service can facilitate the ment of
the cultural contents industry, and will also contribute to fur Ieratlng
humanities as well as the converged state in digital te gy knoyin as graft With
this, this paper aims to examine what the reqmrem for the vation of the
culture archetypes contents service are. For this flrstly to establish the
transition process of the culture archetypes con erV|c e problems that lie

therein; and we will also need to put together plan hICh can actlvely put to use by
professionals in the cultural contents industr .

. \

e@etypes Services
ization pr s pushed ahead by the Ministry of

The Korean culture archetypes dj a
Culture, Sports and Tourlsm as stema g IIy rganized traditional cultural heritages

2. Birth and Transition Process

and digitalized them so that ay be cr ly used in the cultural contents industry.2
From 2002 to 2010, Korean, culture etypes of many different fields were digitalized
through the 'Culture Arc Creativ tents Development Project'. From 2006 to 2009,
the 'National Culturé Axcltetype Project’ additionally came underway. Presently, there are
about three hundr sand i€tes of content contained within the Cultural Archetype

Portal. A tot billion an Won has been invested in the Culture Archetype
Project.
As briefly tioned aDS

, the Cultural Archetype Project has seen many results. A
owed that there were many jobs created in various fields via

survey conducted in 208
cooperation with né o
hundred million sioh taken in by each company, there was an employment increase of 3.52
people. The gulture archetype project has also provided the basis for culture industry
connectivj *
well as,e Q@
d o@ relevant departments within universities (a total of eighteen graduate and post-
g%e); launched the National Cultural Contents Studies Conference; established the
Hum@nities Contents Society, etc. It also provided the foothold for convergence trends and set
the foundation for industrial-educational connectivity. In detail, among the things that have

! Korea Creative Content Agency, Status and Process of Traditional Cultural Resources Digitalization,
Korea Creative Contents Agency (2012), pp.11-69.

2 Kim Minju, Government's Culture Archetype Construction Policy : centered-on culture archetype
concept categorization and policy examples, Korea Social and Administrative Studies 21-4 (2011), pp.
412-415.
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been carried out are: National Cultural Contents Studies Conference Workshop - culture
archetypes and culture contents, Sino-Korean Literature 30th Anniversary Seminar - Sino-
Korean literature cultural contents, Culture and Anthropology Society Seminar - cultural
contents development and anthropology, Korean Folklorist Conference - folklore and cultural
contents.

Even with these many positive effects, views on this project were not optimistic as the
turnover was poor up until 2010 for the contents provided via internet website -
www.culturecontent.com. The opinion of the National Assembly which was in charge of the
budget particularly came as a blow to the project. As a reassessment and reevaluation of the
project was demanded by inspectors from National Assembly and the Board of Audit
Inspection, culturecontents.com was reorganized to be an integrated portal in 2011; and
service projects were carried out for settling copyright issues and for promoting the pegtal. «

The project first started with the name, 'Korea Contents Resource Center'. This #vas
provided as the service 'culturecontent.com'. At the time, culturecontent.co t a site
ation on

information

where users could search all information at once, but one that provided{in
subjects via different sites so users could visit the relevant,site\to searc
they needed.

Fi el TN\Past C

%econtents.com Service Screen
This service b about r?@ta gible and intangible outcomes. In particular, several
outcomes su iy, motifs for stage backgrounds in movies and dramas, as well
as influencingathe’ fashio and publishing fields, have been noted. Prime examples of
this would be the 3D of the Fortress Wall of Hanyang (now Seoul) from the post-
Joseon dynastic peyi the Korean movie King and the Clown; or the scenes from the
movie Modern @hich entailed Kyeong-Seong Station (now Seoul Station) during the
time of the_Japanése occupation of Korea; or the web cartoon which was written based on
gods of an htﬂ(orean culture and named Shingwa Hamgge, meaning 'Together With Gods'.

s, postcards, clothing and accessories using traditional pattern designs have been
alo eveloped3; however, due to National Assembly and Board of Audit and Inspection
Fighe ocusing on the fact that the project is uneconomical, reassessments are being carried
NFhe results of these reassessments from 2011 are more steered towards reorganization
into an integrated portal to make for a more user-friendly environment rather than focusing on
new digitalization.

® Korea Creative Content Agency, Examples of Success of Culture Archetype Use, Korea Creative
Content Agency (2013), pp.16-79.
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Figure 2. Culturecontents.com Main Use Examples

The reorganized 2011 version of culturecontent.com is being provided as a with the
name 'Culture Archetype Portal'. At the time, the main reason, for the re g@on was to
provide all culture archetype contents together in an obvméx v@t it is difficult
for users to find information by individually searchi iffereft’ subjects which

comprise the site was taken into serious consideratio gan culture archetype
content portal is an improved service which resem Kwthat enables users to

search all of the contents at once. Also, an integrated search nctl , Which allows the user

to search the entirety of three hundred thous dlfer ces of content at once, has
been added. In addition to this, through & ing various ferences and fairs, we have
extensively promoted the culture archet ject foN blic and have seen huge increases
in its number of users. We have also d a ervice which allows users to search

and open contents on their smart h 0 meet ih mands of the mobile age.

\ will olleh 3G 2% 5:05 9 83% et
@ AR
“s‘S\

o&‘ D

@ Figure 2. Culture Archetype Portal and Mobile Service Screen

It is a fact that the number of users has significantly increased as a result of promoting
culture archetypes, making the environment more user-friendly and merging the service with
popular portal site Naver; however, there is still remains the question of whether the original
purpose of activation of the culture industry is being met. The matter is assumed to be
questionable as the release of a verdict on the results of culture archetype-related research
carried out in 2012, which examined the usefulness of the portal service to those connected to
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the culture industry, has been deferred. + The matter of whether culture archetype contents are
made use of will come down to what extent the needs of the content users is being met.
Therefore, the following chapter will deal with problems in the culture archetype contents
service.

3. Problems with the Culture Archetype Contents Service

In 2012 and again in 2013, the Korea Culture & Content Agency researched plans to
activate culture archetype contents.s The research conducted in 2012 examined the overall
direction and classification system of the culture archetype contents service by looking at
examples of major activity, and also focused on developing a new agenda. The research
conducted in 2013 categorically examined culture archetype contents requirements, weI as
the feasibility of the service. In this research, use of the contents in the industrial, gdu al
and public sectors was analyzed. The results of this are summarized below.

First, it is clear that the activation of culture archetype contents are hig ible and
that there will be future demand. This suggests that there will\be,a contifiu ed for the
service in the future. Second, many people have visited ?%’te but utilizing the
culture archetype contents. This tells us that there i the quality and

are applicable to
different groups of culture archetype content consum n the in i
high-quality relevant digital contents which ca
education sector, the focus is on systematlc ization. the public sector, focus is
centered on information regarding regio lace. ¢ , this suggests that a contents
service which meets the needs of indivj rou % umers’ needs to be established in
order for it to become activated. K

The currently operated cul @rchet‘y I is being provided as an online
encyclopedia which comprise st of aro ree hundred thousand different pieces of
content. The main subject ve been 14 divisions; however, it is not possible to
intuitively know Whlc% sions ar ained within those divisions, and users need to

accessibility of the contents. Third, there are a v f neg

sed du‘e and used to motlvate In the

open them all indi to che Iso, when searching for contents using the search
function, it is not p to k subjects the results returned from the search belong
it s difficult toNehow the context of the information that is provided. This
i cyclopedias on popular portal sites. It is possible to find
ormation as the three hundred-odd thousand pieces of content
idual contents; however, it is not possible to find relevant

individual pie
are broken down in
information so th

* Korea Creative Content Agency, Culture Archetype Contents Usability Investigation and Policy Plan
Research, Korea Creative Content Agency (2013), pp.107-113.

® Korea Creative Content Agency, Traditional Cultural Resources Digitalization Project Status and
Process, Korea Creative Content Agency (2012); Korea Creative Content Agency, Cultural Archetype
Contents Usability Investigation and Policy Plan Research, Korea Creative Content Agency (2013).

® Korea Creative Content Agency, Culture Archetype Contents Usability Investigation and Policy Plan
Research, Korea Creative Content Agency (2013), pp.107-113.
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Figure 3. Culture Archetype Contents Subject I\

q%‘icatioéi&' Page

Even if you go into one of the main divisions and _fi ﬁh ubjectyou're looking for, you
need to browse for specific contents by browsing e@ in ist individually. Some of
the main subjects contain about six thousand entries;»s@’searchin all one by one is an
extremely tedious task. Additionally, there useQbe infgrr%‘)n among the entries which
connected them; however, when the service organizedythe contents were broken down

into individual states, so connective infor was lo he means that the thing by which

users could check a variety of contents } stop ished.’
A@ “ S |
E'a = \ E:ﬁ E:g

Figure 4. Culture Archetype Contents List Screen

" Ham Hanhui. Park Suncheol, Digital Archives Problems and Direction - Centered on Culture
Archetype Contents -, Korea BIBLIA Society Journal 17-2 (2006), pp.27-35.
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Figure 5. Culture Archetype Con talls

As you can see above, in the Yi Sun-Shin item, o %}fchecked Itis only
possible to check relevant items and find them indiv y aﬁerx‘ g detailed information
about Yi Sun-Shin. However, if it were possi r users tg=gearch related information on
historical events, writings, government, batt ces and cters all at once, then users
would be able to find all contextual inf re ar, i Sun-Shin without facing the
tedious task of searching and checkmg

There are also many lengthy ealled e tlons among the culture archetype
contents. When viewing these c t via th service, the content must be suited to

page even in the case of extkemely len In other words, no consideration has been
given to comfort of readi ese prob are aII to do with navigation and are outside of
the content itself. T ther p ms in addition to the interface where users come into
direct contact with x
These problegfS,are to do W e quality of the content itself. There are two types of
- One is the{gtiality of titles, and the other is quality of format. The problem
with the titles*¥s"that, ac cofgling to the results of a survey, less than 10% of the 237 titles
which make up the cuftiike™archetype contents is being used, and user satisfaction sits at just
2.8 out of a maxinfOwa=df 5. In other words, users are only half satisfied with the current
content title set . A total of 237 titles have been set up so far, but this is not enough. The
problem with the format is that since the content has been added over the past ten years, the
resolutio %y of the videos is nowhere near on a par with the resolution we have today.
For ex the percentage of images that have a resolution under 1024x768, stands at 77%,
ercentage of videos with a resolution lower than 640x480, is more than 50%. It is
ol @

mobile services. However, th ent mob§ vice displays all information on a single

U

5 that these low-resolution contents cannot be put to good use in the modern day.

4. Plans to Improve Culture Archetype Service

Due to the above mentioned problems, less than 10% of the sufficiently useful culture
archetype contents are being put to use. Here we will investigate what it is that needs to be

® Korea Creative Content Agency, Culture Archetype Content Usability Investigation and Policy Plan
Research, Korea Creative Content Agency (2013), p.205.
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improved in order for the culture archetype contents service to be activated. In order for the
culture archetype contents to be activated, there must be substantial content information
provided so that users can feel that the information is enough. For this, it is necessary to
improve the basic structure of the site.® The first thing that is required is systematically
organizing metadata for the content and search functions. In regards to problems with the
service, inconvenient search and navigational structure has been deemed the biggest issue. To
deal with this, the thing that must be settled first is the politicization of metadata.

The currently utilized culture archetype contents metadata uses Dublin Core, which uses its
own metadata and is not in line with international standard regulations. Because of this, the
service can't properly connect contents with each other or provide an integrated search; and
even though it has the same metadata field elements in each subject, the subjects that make up
the service vary far too widely. In particular, the fact that the metadata of the m imedia

contents are inadequate cannot be overlooked. Even if a search function |s if
additional metadata is not included, then the search function will be m s The
components of the currently configured metadata are: title and subtitle, aut 0 , Tile type,
brief explanation, detailed explanation. This is mdeed data S h|ch lacks

systemic understanding.

First we must analyze all metadata and sati data eI e s which can be
mechanically sampled, and then we must bring |rs N?e additional help. Or
indeed, it would be a safe idea to allow users to ad tadatax en bring in experts to
inspect and approve of the added metadata. T iS tho be the most time and cost
effective solution to quickly add metadata.a he short activating culture archetype

contents. Also, if we use the latter meth be able to hold events related to
the activation of culture archetype co %so Wi e able to kill two birds with one
stone.

Culture archetype contents% S of,d nt sectors are putting forward a variety of
requests. We can't categorize ev ne of y users, but what we can do is divide users
into two different groups, ly, comv%g and non-commercial. Then we can take these
two groups and subdl into ng and manufacturing parts for the commercial
group, and educati Qubllc for the non-commercial group. For example, in the
planning part of O%o merci ion, because motifs are important, we would include
i i racter, subject and props in the metadata. Meanwhile in

information time, pl
the plannin servic @it is important that there is information such as that for
including captions WitE al texts and multimedia pages so that users can find contents

and use them directl the education section, there needs to be metadata which holds
content for textb d school curricula and in the public section there must be metadata
which includes inf@rmation on region and place, as well as subject information.

For clar e most important aspect of the contents planning part will be motifs for
planning ts. Therefore, culture archetype contents must be filled with content and
struct ch can provide motifs. For this purpose, it is necessary to categorize contents
. The categorization of motifs will be spread out among various scholars; however,
it e able to firstly provide users with titles, eras, places, characters and props divisions.
We must design a structure which allows users to directly obtain and use contents in the
production and service parts. Therefore, it is necessary for the contents here to be of high
resolution, but it is of high importance for original text information and multimedia
information to be supplemented with captions so that information can be easily located.

° Ministry of Culture, Sports and Tourism, 2013 Culture Archetype Content Usage Activation
Specialists' Seminar, Ministry of Culture, Sports and Tourism (2013), pp.33-43.
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In the education part within the non-commercial use group, it is necessary to have culture
archetype content which is organized into textbook contents. Currently, culture archetypes are
being used as part of training for history teachers; however, the number of trainees is small,
but if this was to be realized in the culture archetype contents service, it would be
substantially more frequently used. In the public part, it would mostly be theme and motif
information related to exhibitions and events that would be of priority. The public part is
closely related with locality, so region and place are important service elements. Since the
requirements of each of these parts are different, realization all at once is not possible;
however, it is imperative that a service customized for each target is realized.

There are limits to processing all of the above at once. However, we must make specific
targeting of user groups our highest priority. If the industrial section is made the number one
priority, then the provision of accurate content information through additional metadata
should be first on the agenda; however if the education section is made the xVﬁne
priority, then systematization of individual contents by adapting them to be j %h the
curricula of textbooks will be our main priority. These are enormo s®n Because
realistically it is very difficult to build the system and a*lot o d financial
resources, it is necessary that we adopt a method by whi %@ ers can Buyijd it themselves.
For example, in the case of metadata, because it is diffieUit for experts varying fields to
check each of the three hundred-odd thousand piece: ntent ddbto them as need be, it
may be much easier to implement a collective :nte ence methog, by which experts will

check the contents uploaded by users, inspect a rove th

The biggest problem with the culture axc contents ce is that it is not organized
in accordance with the needs of users, |du s of content are provided in sets.
This is why there have been so man Ialnt e service - as it's difficult for the
people using it to find the co e re Iook . Therefore it is necessary for the
navigational structure to be %} d. Cur the |nd|V|dual contents are provided as
completely independent informatien. N arious pieces of connective information
concerning the contents be provided.®Therefore, interrelated information must be
organized. Also, we gnug le t(;(&ﬂ ine which contents belong to which subjects. This
is because identical ology is in different ways according to what the subject is.

The most ne Iem??or activating culture archetype contents is quality
improvemen se the tents have been accumulated over the past ten years, the
current situa inevitals t it is absolutely imperative that improvements are made. For
example, 77% of ima ‘ not useful for use in the industry sector, so if we insist on
providing them for th tor, this will bring no real results. So, when considering industrial
use, this type of i ment is necessary. However, it is not possible to reproduce 77% of

the contents or right new original materials of high resolution. Also, even if non-
commerciah%@h for the contents, if they are of low resolution, then they will amount to

nothing b int of reference on the internet. Therefore, ways by which content quality can
be im re required

we must consider ways by which contents related to culture archetypes in the
ar s of relevant institutions can be utilized through collaboration with related
organizations such as the Cultural Heritage Administration, National Research Institute for
Cultural Properties and Arirang TV. In addition to this, we must introduce a Wikipedia-like
system through which users can take it upon themselves to supplement or expand on lacking
data or correct inaccurate information. Also, it would be desirable for us to adopt two-way
relationships with information-providing institutions such as the Cultural Heritage
Administration and the National Research Institute for Cultural Properties to provide users
with high-quality, specialist contents. In particular, since we can't solve the problem of
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multimedia contents that were added over ten years ago being of low resolution, it will be
beneficial to add links to contents held by specialist institutions and use them that way.
Overall, it is necessary to improve the quality of the existing contents in order to increase
their use to ensure active use of culture archetype contents and user satisfaction relating to
these contents.

Some preconditions must be considered for improving the quality of contents. First, there
is the problem of low resolution contents not being easy to fix. With an absolute majority of
contents being of inevitably low resolution, the thing that is more important than this is that
there is no information relating to the resolution within the meta elements of the contents.
Therefore, there is the need to firstly provide meta elements regarding the resolution of
multimedia contents. Second, with regards to the issue of the quality of text and explanatory
information, it is possible to supplement; however, in actuality, it is difficult to change or add
information to culture archetype contents due to copyrights being configured 'meir
main agents. To overcome this, there needs to be a collective intelligence met %place
so that content may be supplemented; or a function by which users ca @ modified
can satj s' demands

informati ,%II be the users
e conten(?[SWgo on to put them

to use.

Also, for correcting the problem of lacking quantity“and poor%a ty of information, plan

B would require that we establish two-way rﬁonships \%relevant institutions which

currently hold similar information so that e

together. For example, if there is inform
of information on the conquest and ¢

content to the existing content. This is a way by whi
concerning historical background information and detaile
themselves who improve the quality of the culture ar,

ation h n each site may be linked
theg of the Shilla Dynasty but a lack
oratj ments of King Jinheung, then by
linking the metadata and multimedi relevan mation contained within the Cultural
Hertitage Association's integ% riptiqn %rmation, then we could create a synergy
effect between the services an ve a win-Wwin”situation. For this, we will firstly need to
conduct pre-investigations jfipe, the Iacki@ects of culture archetype contents and also into

services which can ﬁll i e lacking aspects (supervising agencies, service site, service
content, service con&p rmat, m ta, connectivity, etc.,).

We must also ans fo ng the culture archetypes service. Currently, culture
archetypes e ias are-Qeing operated by portal sites Daum and Naver. However, the
result of this conten entered into culturecontent.com, or being downloaded from

culturecontent.com, b
provided as services
however, since it

re archetype contents themselves are being moved to and
rtal sites. In this case, the activation of culture archetypes is easy;
cult to bring about activation of the culturecontent.com service, we
a*search function so that the search results of culturecontent.com can
become n exposed for the purpose of promotion. For example, in relation to
traditionaQ re, the general public tends to search national cultural heritage records
infor ia the Cultural Heritage Administration, while teachers/instructors generally use
wuhiversities frequently use the Academic Papers Information Search Service. We
sh provide Open API on culturecontent.com so that contents from culturecontent.com are
returned together with search results, causing a natural promotional effect.

5. Conclusion

Every information service possesses that goal. In order to achieve that goal, database
structuring and service designs are crucial. Most services provided by government offices are
put in place at high costs but are not being put to use. This is because the service designs are
not true to their purpose. In order for a service to be true to its purpose, it must be planned
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and designed with the needs of its users in mind. Most services which have failed did so
because they were designed with the interests of their suppliers in mind. The culture
archetype contents service is exactly the same. It was built with the purpose of being used for
cultural creative contents, but in actuality, the database was not planned or designed for that
purpose. This is because it didn't have the interests of users who are using creative contents in
mind.

For the activation of the culture archetypes service, there are a few issues which need
improving on; the most important of which is that the information that the users want be
taken into consideration. But, the different types of users of the culture archetype contents
service are extremely variable. There are both commercial and non-commercial users, but
within these, there are various different user needs regarding information content. It would be
desirable if all of these we able to be reflected at once, but the fact of the matter is th%his«is
not possible. And so, we must set our agenda and achieve the targets set forth by it

Also, the required information of each sector must be reflected in the (Q.ﬁ)r the
search function. Metadata is very important for searching. Also, for co n@ between
contents and systems, metadata must be refined and st ized. e time, an
enhancement project for a search function based on this carried nly then will
users be able to find information easily and be able t@l ohnected information at once. For

this, we will need to work in close cooperation wi ure ar Wlnformation service-
providing institutions. By doing so, we will be able to plemen't& other's lacking culture
archetype contents. Q .

The database which has been constructed e past te rs cannot meet the expected
standards of the modern day. That is ang tor usability. However, in actuality,
upgrading existing contents up to ma@ay S s a massive task which will take
great time and incur great costs. Bw of this, ed to devise plans by which we can
realistically improve the culture :r ypes, ¢ ts service. This requires us to provide a
user-orientated contents service doptin ds such as, related institutions' multimedia

archives, open exhibitions ollectivedntelligence upgrade methods.
Culture archetypg CQ g are digita d contents which allow traditional culture to be

utilized as culturalacre conte The future demand for contents is huge, and their

usability has beepqre wever, it is difficult for activation of the culture

archetypes corftentS\service tg-happen under the current circumstances. Through developing a

consumer-or d ser Iture archetype contents and Korean traditional cultural
C

)

contents will be able to ivated.
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