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Abstract This study explores the Experiential Theory of John Dewey and Donald Norman's definition of user
experiences to analyze the new cultural experience of trying on Hanbok among the young generation. In order to
find out the demographic characteristics, the survey was conducted online. An in-depth interview was held among
six women in their 20's who were randomly selected to obtain diverse consumer's opinions. According to the
interview, rather than recognizing the traditional beauty of Hanbok, the interviewers recognized the aesthetic
sensibility of modernized Hanbok. In addition, the uniqueness of wearing Hanbok which has become the
non-ordinary culture and the desire to share the experience is analyzed through characteristics such as particularity.
In order to develop cultural contents that are highly marketable, consistent analyzation and research of the fluctuating
desire of customers are essential since users perceive their experience to be special.
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Fig. 1. John Dewey, Three Principle Experience
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Table 1. Interpretation by type about experience of
John Dewey [9]

Categories Contents
Primary External experience acquired through
Outside Experience sense organs
Inner sid’e Secondary | Internal experience acquired through
Experience reason
Direct Get experience through real
Methodologi |__EXperience participation
cal side Indirect Get experience through sign and
Experience symbol
Positive stimulate experience and growth by
- Experience interacting with humans and the
Qualitative P environment
side Negative Experience that disrupts growth by
Experience reason of an inactive interaction
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Fig. 2. Experience in Human—object interaction [11]
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Fig. 4. User interview Elements
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Table 2. Mention of Aesthetic Element

A “It was interesting when | saw people wearing hanbok and
it was so beautiful.”
B “| have seen a photo about hanbok experience on SNS.
That colour was so beautiful.”
c “one of my friend show me her photo when she was
wearing hanbok, It was beautiful and lovely.
D “When | saw that first | thought that looked good in a
korean palace.
E “The hanbok was elegant and beautiful”
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Table 3. Mention of Uniqueness Element

“Recently we couldnt wear hanbok often. So it was great
to be able to walk around in Hanbok.”

“| always felt sad because | didn't have the opportunity to
try it on, so it was nice to rent the hanbok like this.

“It is a big advantage to have a free entrance to
D Gyeongbok Palace if you wear a hanbok and some of
foreign people asked to take a picture together.

“When | walked around the Gyeongbok Palace wearing a
E hanbok, foreign tourists wanted to take pictures with me.
I'm proud of something and | want people to wear it a lot.”

“We took pictures with foreigners in Changdeok palace
F | and a friend asked us how about going to a rock club. So
| went to the club wearing hanbok. It had fun.”
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Table 4. Mention of Sociality Element

“When | went to Jeonju with my friend we saw people

A wearing hanbok we talked it will be fun to wear it together.

B “To try on special hanbok and have good memories with
friends.”

c “| wanted to share my memories with my friends through

wearing hanbok in special place.

“| was supposed to meet my friends on Chuseok. When
D | we were talking about the plan, A friend asked me what
| think of wearing hanbok.

“One day, my friend suddenly said, Would you like to go
to Gueongbokgung? So we wore hanbok in winter.
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