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A study on the development of the Integrated Space communication for the sports brand identity
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Abstract

There can be two definitions of modern ideal medical surroundings. One is medical services satisfied patients” with their
desire and the other is places suited to remedy realized by rational operation.

Particularly, in case of dental service, there is a need for an effective regard of moving lines and there are many rooms for
a dental service belonged to a curer and not a curer. So a design has been developed by many concerns. How do we proffer
more familiar and comfortable places to both a curer and not a curer. Nowadays, the design is making progress to the
unprecedented and up-to-date direction. I would suggest a general plan used by a nature of an original art for this design. The
design used by a nature between human beings and things is able to induce comforts and intimacies. So to speak, I would like
to remove artificial design and keep up organic lines, shapes and forms of a nature like it is.

This study grasps the organizational limitation of this design and the visual characteristic of organic forms used by
harmonious image of a nature and a new way is applied to limited medical places, a dental service, based on the study. Also

I'm go to examine the meaning and worth of a new design and suggest the direction of it.
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