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Creating Cultural Consumer Value in Corporate Culture Marketing.

-Focused on Cultural Space ‘SpigenHall’ and Opera <The (R)evolution
of Steve Jobs>, Apple Steve Jobs' 10th Anniversary Memorial Study-
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Abstract This is a case study of corporate culture marketing to commemorate the 10th anniversary of the death
of Steve Jobs on October 5, 2021. Corporate culture marketing seeks to derive cultural consumer values through
Steve Jobs' fandom, and to increase corporate brand image and achieve profits. According to Big Data, Steve
Jobs' brand image was derived from 'Innovation', 'First', 'Creativity', 'Change', and 'Design'. So, the relationship
between Spigen convergence culture space 'SpigenHall', which is highly related to Steve Jobs' brand image, and
the opera <The (R)evolution of Steve Jobs>, which is made of the material of former Apple CEO Steve Jobs,
is analyzed with big data and culture. We investigated the opinions of content experts. SpigenKorea and the
digital opera <The (R)evolution of Steve Jobs> are designed to provide Steve Jobs' story of joy and sorrow,
offer VIP members' premium services, press publicity is 'the first in Korea’, GangNam's suitable for famous
celebrity performance venues and cultural and artistic venues 'SpigenHall', the revenue of the performance ticket
was selected as a donation. This study is suitable for researching the life story of male CEOs and planning a
cultural city. The limitations of the study need to analyze various works by genre and attempt to analyze
consumer values according to the industry.
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