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ABSTRACT

Local governments, which are already organizing various tourism festivals to boost the local economy and
enhance their image, should focus on developing a festival with unique content and an individual identity.
The hot spring tourism festival should offer tourists a distinct experience compared to other forms of region-
al tourism. Based on the model of the Yuseong Hot Springs Culture Festival, this research aims to develop
experiential fashion cultural products suitable for the hot springs festival. Using theoretical research methods,
this paper examines fashion and cultural products through precedent research, the festival experience from
the visitor perspective, the components of effective marketing of experiences, and existing research on DIY
fashion cultural products and consumer-participating products for customization as part of marketing the fes-
tival experience. Fashion items to be used for the commemorative events by tourists include bath robes, bath
slippers, bath bags and hair bands shaped like sheep’s head, which have DIY components that tourists
would assemble and decorate themselves. To strengthen the identity of the hot spring festival and enhance
the visitor experience and satisfaction at the festival, tourists will make their own fashion cultural products
and take commemorative photos to enhance the experience satisfaction of the hot spring festival. When tou-
rists post photos taken in bath robe made by tourists themselves on Social Networking Service, it is also ex-

pected that this will serve as additional publicity for the festival.

Key words: bath robe(&£& 7}, experiential marketing(H] @ v 8),
fashion cultural product(¥ A & 3}AF3F), fashion DIY (3] A DIY), festival(ZA),
hot spring tour(Z 434
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{Fig. 1> The Diagram of Fashion Cultural Product
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{Fig. 2> The Features of Fashion DIY Type
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{Fig. 4> Types and Cases of Fashion Customization based on Consumer Participation
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& #BAS 3 Fosb wrlel Schmitt o WE s DIY EEFE AFS AA, oBL
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Festival Identity Establishment

- Regional uniqueness, speciality
- Festival differentiation

Content Selection

- Suitable for the identity of the festival
- Considering trends

- Reference of consumer research and previous festival results

Consumer Experience Design

-  Use Schmitt's Experience Marketing Strategic Module

- Reflects customizing consumption trends

- Development of DIY Products for Experience

- Enhance experience with a photo event for finished products

NS

_F

NS

Development of Fashion DIY Cultural Products

- Selection of bathrobes and accessories suitable for the hot spring festivals

- Choose shapes and decorations to suit the customer's taste according to
the customizing consumption trends

- Select module =» Assemble—» Experience in decorating stage

{Fig. 6> Flow Chart of Fashion DIY Cultural Products for Festival Experience Marketing
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Design A Wrap one piece style bath robe (Woman, Girl child)
—
Design A assembly case
Flat pattern
PN
:/ ‘.‘\‘ A\
J/R\ m [ U\ @\
i‘f ‘-‘& 7 :L:T'”'.\‘ f*_l_g:_: 4
e N R e e s s ) & "\ |
4 \ /
/ i il "‘ s"
I = o ! /
/ | | [
| a | I |
S | a [ [ a
Back Front
<Fig. 7> Design A
Design B Design B assembly case 1 (a+h)
Size control bath robe (Woman, Girl child)
I |
‘a
Flat pattern |
PR L - = —
& ; s Front Back Front Back
ff::‘% 1 T a —e& f’f Y RL u}\l .‘J: “r!u‘
- Ak 4
I"ﬂ_ .\‘.‘ ‘L l ‘I‘_ ] Design B assembly case 2 (a+h+c)
|- Ak § - s
| | t] \‘
I\- —,‘ I\: c|‘ ’- ul
‘L »ﬂl Jo |l ol
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Nl EE

{Fig. 8> Design B
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Design D No collar bath robe with hood (adult, child)
.‘_ ! _".-T F' = -‘ ' :
[ ] i ] 't'
( ) { ) Sleeve
| !
| ) I.
| @ S, . e
| | > el O = = e = . > >
| | Hood
M| - - — ] Belt
Front Back
Fig. 10> Design D
FEEOE ATHE A4 WS ool 4w, WE F 7 ¥EBS Qs 43 mgow
7 Y B2 Y AGE 24 UAHS dejstel 2T F 5L FAHE AL THsel
AAAE 2uATE o8 e FYHA wAl st 49E BE87He 29 A T 978 (Fig 12
A Ak Tl Zole A A AL o gelskdch
i iy
T,

Consumer made decoration

Original cloth
!__MT%-_: ...... .-" i ] L R | 4 4‘!" |
vt A AT s
- - UCRTRSY -
|
. Hoppy HAPPY =
BN J £ Ly . A
B | AU
9 Vi i3 P4
S .=
BN A i N A
Design for Adult Design for Child Stencil design

{Fig. 11> Example of Back Decoration




Design D
No collar bath robe with hood (adult, child)
===
Design D A
DecoType D :
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L
Adult & T
Child bath
robe
decorated C
with H
consumer’s |
selection L
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Design D A
Deco Type D
B U]
L
Adult & T
Child bath
robe
decorated c
with stencil H
I
L
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Design D A
Deco Type D
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{Fig. 12> Design D Assembled Example
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{Fig. 13> DIY Bath Bag Decorated with Mini Shower Ball
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Mini shower ball Velcro-attached slippers Erample ofdicoratedwilh
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{Fig. 14> DIY Bath Slippers Decorated with Mini Shower
Ball
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{Fig. 15> DIY Hair Band Decorated with Shower Ball
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