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ABSTRACT

This study considers the type classification and characteristic analysis of experiential marketing in con-
temporary fashion based on Pine II & Gilmore’s experience economy theory. The research methods em-
ployed were a literature review and a case study based on cases extracted through an experiential marketing
keyword search over the last five years. The conclusions of this study are as follows. The type classifications
of contemporary experiential marketing can be categorized as a recreational experience through physical activ-
ity, an educational experience through nformation sharing, a deviant experience through a change in time
and space, and an aesthetic experience through artistic sensitivity. The first charactenistic of contemporary ex-
periential marketing is the unification of the brand and consumer pleasure. This has acted as a means for
consumers to enhance the value of the product and the mmage of the company, allowing consumers to asso-
ciate their perception or image of the brand with the enjoyment they obtain through physical and mental
activities. Second, there is a compromise between consumer lifestyle and social issues. This provides consum-
ers with opportunities for various experiences giving them psychological satisfaction while at the same time in-
tegrating lifestyles and social issues, thereby satisfying the consumers' need for self-development and creating a
paradigm shift in social issues. Experiential marketing is the representation of brand identity. This has been
used as a symbolic sign that conveys the company's intrinsic values more strongly to the public by providing

consumers with an opportunity to reflect on the company's identity.
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{Fig. 1> Nikegolf Experience <Fig. 2> Underamour
Marketing Experience Marketing
(Seong, 2016) (Oh, 2018)

{Fig. 3> Addidas Experience <Fig. 4> Reabok Experience

Marketing Marketing
(H. Kim, 2018) (Lee, 2016)

Marketing (Seong, 2018)
(Jeong, 2017)
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{Fig. 8> Maestro Experience Marketing
(Fashioninsight, 2015)

{Fig. 11> NEPA Experience
Marketing
(Kang, 2018)
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<{Fig. 12> YEZAC

Experience Marketing
(J. Lee, 2019¢c)

<Fig. 9> Curlysue Experience
Marketing
(J. Lee, 2019a)
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Marketing
(J. Lee, 2019b)
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Experience Marketing
(Jeon, 2019)

{Fig. 14> Nau Experience
Marketing
(Kim, 2019)
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{Fig. 16> New Balance
Experience Marketing
(Choi, 2018)

{Fig. 15> Gentlemonster
Experience Marketing
(Kim, 2016)
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{Fig. 19> Lafuma Experience
Marketing
(Park, 2018)

(Fig. 17 Kolong sports

{Fig. 20> Epigram Experience
Marketing
(Huh, 2019)
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Marketing
(Park, 2015)

Experience Marketing
(Cha, 2019)

{Fig. 21> Colemann Experience
Marketing
(Yu, 2014)
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(Kim, 2016)

{Fig. 25> Studio Tomboy Experience
Marketing (Na, 2019)
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<Fig. 22> NBA Experience Marketing  <Fig. 23> Lipault Experience Marketing
(Choi, 2016)

{Fig. 26> CUSTOMELLOW Experience
Marketing (Y. Lee, 2019)

{Fig. 24> Louis Quatirze Experience
Marketing (E. Kim, 2018)

viny Besimame - |
(Fig. 27> CUSTOMELLOW Experience
Marketing (Jeong, 2014)
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{Table 1> The Type Classification and Characteristic Analysis of the Experiential Marketing in Contemporary Fashion

The Type
Classification of the Types of Contents of Characteristics of the Experiential
Experiential fashion brands the Experiential Marketing Marketing
Marketing
- The unification of brand and
L . consumer pleasure
. - Providing an environment where .
Recreational . . - The compromise between
. consumers wearing fashion . .
experience through Sports swear consumer lifestyle and social
) . products perform performances )
physical activity themselves issues
- The representation of brand
identity
R - Sharing a variety of information | - The compromise between
. Women's wear, . . .
Educational Kid wear related to consumers’ lifestyles to consumer lifestyle and social
experience through ’ reveal practical aspects that issues
. . . Outdoor wear, . .
information sharing consumers can actually use in - The representation of brand
Casual wear . . .
their lives identity

- Maximizing the value of the

s s . - The unification of brand and
Women's wear, customer’s experience through

deviant experience consumer pleasure

. Men's wear, the creation of an unrealistic and .
through a change in . . . - The compromise between
tim d Kid wear, unusual virtual space that is mer lifestvl q al
e and space . . consumer lifestyle and socia
P Outdoor wear suitable for the utopia of the ) Y
issues
consumer
- Establishing interactive communi-
Aesthetic experience s cation with consumers through
Women's wear, . o .
through the R harmony of artistic sensibility - The representation of brand
L Men's wear, . . . .
sympathy of artistic and metaphorically conveying identity
e Casual wear . . .
sensitivity differentiated emotional values of

the brand to consumers
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