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The Use of Fable as Place Marketing Process
:Focused on “lksan Seodong Festival’

Yun-Jdeong Hwang - Jong-Cheol Kim
Korean Language Education Research Institute, Seoul National University, Seoul-si 151-748, Republic of Korea

Department of Korean Language Education, Seoul National University, Seoul-si 151-748, Republic of Korea

Abstract

This article discusses about the utility when fables and festivals-which are thought to be different in kind- meet,
since there are a considerable amount of festivals which are based on fables. Three types of frameworks which are
storiness, realismness, and variability were organized by theoretically approaching to how fable contributes to place
marketing strategy. Following this framework we analyzed the place marketing process of “Iksan Seodong Festival”.
After comparing the Seodong Fable and the Festival, this shows that in the process of establishing marketing
strategy, fables provide festivals intrinsic places to hold festivals through the backgrounds in the stories, gives the
contents of experience programs through the characters and affairs in the stories, and supplies grounds to change the
festival in an attractive image through the variability of fables. In other words, the general feature of fables contribute
in the process of festival marketing. Through this, it is shown how the common area of the two areas that was thought
to be different in kind contributes in festivals through three kinds of utilities fables have.

Key words: Place Marketing Process, Fable Based Festival, Storiness, Realismness, Variability
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The Use of Fable as Place Marketing Process
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Table 1. Examples of festivals that utilizes fables

List of festivals

Used fables

Main events

Notes

Heungbu festival

+ ChumlJi park fable
+ Chunbo fable

+ Bibimbab feast
+ Heungbu participation program

+ Started in 1992

Chun-hyang festival

+ Ugly hill fable

+ Chun-hyang sacrificial rite
+ Chun-hyang beauty contest
« Love lamp event

+ Started in 1931
+ Selected as excellent festival for five years

in a row in 2013

+ Selected as representative performance arts

festival in 2014

Gocksung
shinmchung festival

+ Fable of hong-jang

+ Empress shimchung writing contest
+ Making family motto about filial piety

+ Started in 2001

Jangosung
kildong hong
festival

+ Kildong hong fable

+ Kildong hong selection contest
« Traditional martial arts performance

+ Started in 1999

Iksan seodong
festival

+ Seodong fable

+ Seodong beauty contest
+ Seodong singing Contest
+ King Mu’s movement of capital parade

+ Started in 1969
+ Selected as excellent festival in

Jeollabuk-do Provice 4 years in a row

Gimje horizon
festival

+ Byeokgolje double

dragon fable

+ Byeokgolje ancestral rites
- Byokgolje legendary double dragon

+ Started in 1999
+ Selected as the best cultural tourism festival

in Republic of Korea for 8 years in a row

game !
+ Universal farming culture experience in 2012
program & P + Selected as Korea’s representative festival

for 2013-2014

Jinju nam river
yudeung festival

* victory in Jinju fabl

+ Hope lamp hanging event
e | - Floating lanterns event
+ Wishes come true event

+ The best festival in Korea for 5 years in

a row in 2012

+ Selected as Korea’s representative festival

for 2012-2013
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Table 2. Place marketing model for festivals

Process of place asset developement

Creating festivals in terms of place asset:
Festival evaluation, Festival remodeling,
Festival plan

=

4

Process of placeness formation

Constructing place identity by festival:
Festival experience, Festival associated with
local community, Festival image linked with

community development

Marketing process

Analysis of festival market,
Strageties to preoccupy target
market

Marketing-mixing stragety
Subjects of festival, Images,
Brand, Public relations

Marketing practice, Evaluation

(°]&, 2006)

Table 3. Place marketing that utilizes storytelling concept

Classification

Stage

Excavation of place asset

Placeness formation Place marketing

Place marketing

Attractiveness of place Experience Relationship asset
g 1 story tell ing
torytelling - - -
Storiness Realismness Interactiveness

Excavation of story

Story experience Story sharing

Listing stories,
Finding Representative
stories,
Extracting themes of
stories

Place marketing using
storytelling concepts

Experiencing,
Environment,
Information, Environment

Community

Extracting co-stories

(HAZ - 27, 2008)
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Classification

Stage

Place marketing Excavation of place asset

Placeness Formation Place Marketing

Finding stories through
‘storiness’

Place marketing using
storytelling concepts

Story Sharing through
‘Interactiveness’

Experiencing stories
through ‘Realismness’
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Table 5. “Finding King Mu's cheon-do pathway with the iksan seodong festival 2013" program

- Event name: Finding the cheon-do pathway with Iksan seodong festival

Place: In several places in Iksan city

Contents: 20 people in Mu King’s cheon-do parade

Date: April 27th 2013 ~May 11™ ( 3times in all, April 27th, May 4th, May 18th)

Participation Status: Students and all citizens, 60 people each time

60 people in Cheon-do pathway experience program
- Ist program: Reenacting bekje King Mu’s cheon-do parade
- 2nd program: Cultural relics field trip with the cheon-do parade that has stories

- 3rd program: Citizen parade of King Mu’s cheon-do
Host: City Iksan

Supervisions: ITksan culture foundation/Wanggungli sites museum/Mahan Bekje culture research institute

Detailed Itinerary

April 27" 1% time

May 4th 2™ time

May 11" 3" time

A journey where one can feel the breeze
of Bekje by reenacting the cheon-do
proclamation ceremeny of King Mu
who dreamt of the unification of three
nations

of Bekje

Look back at the ancient city lksan
by touring the glorious cultural heritage

Decorating the highlight of the festival
by reenacting King Mu’s cheon-do
parade that happened 1800years ago
with lksan citizens

Gather at wanggungli sites museum
- Move to seongdang harbor (Cheon-do
proclamation ceremony) — move to

Iksan twin tombs — Iksan fortress —
Dragon spring — Site of birthplace of
seodong — Godo village stone-made

Yeongdeung-dong  citizenpark = —
central sports park.

*All of the participants will parade with
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Table 6. “Seodong corps” recruitment guide

- 12 in performance

etc.)

We are recruiting volunteers who will be in the ‘Seodong corps® to hold the *2013 Iksan Seodong Festival’ successfully.
We are hoping for many applications. We hope that many of you will be interested in applying.

- 14 in marketing (Information center, Marketing/Public relations, Expereience program and Ticket managements,

- 39 in event managements (situation room, shuttle bus, exhibition, history thema musem, etc.)
- 5 in Event supporting team (supporting office work and etc)
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Table 7. S-Pop festival grand prize awarded teams of all time

Name Grand Prize Team song title
2007 1st S-POP Festival Youth28 (Korea University of Media Arts) 2007 Seodong
2008 2nd S-POP Festival Gero(Inha University) Seodong YO

2010 3nd S-POP Festival

Sourcersline

I Love You, Forever

2011 4th S-POP Festival

Iris

Anytime

2012 5th S-POP Festival

Strange Season

Come, Moonlight

Odori(Auto Reflex)

Song of Seodong

Two K Sound

Seodong Arirang
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Table 8. Theme of iksan seodong festival
2004 Name : 2004 Iksan Seodong Festival
Theme : Love story with seodong
2005 Name : 2005 Iksan Seodong Festival
Theme : From seodong to King Mu, the fascinating story
2006 Name : 2006 Iksan Seodong Festival
Theme : Raising window by song, seodong song
2007 Name : 2007 Iksan Seodong Festival
Theme : Raising window by song, seodong song
2008 Name : 2008 Iksan Seodong Festival
Theme : Imagine culture contents festival with seodong fable
2009 Name : 2009 Iksan Seodong Festival
Theme : Seodong song, the song of love forever
2010 Name : 2010 Iksan Seodong Festival
Theme : the foreverlasting song of love, love proposing seodong song
2011 Name : 2011 Iksan Seodong Festival
Theme : The love of Ithousand years, dream of Bekje
2012 Name : 2012 Iksan Seodong Festival
Theme : The breathe of Bekje, love of 1 thousand years
2013 Name : 2013 Iksan Seodong Festival
Theme : The breathe of Bekje, love of 1 thousand years
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18 The Use of Fable as Place Marketing Process

Table 9. The process of place marketing that utilizes fables

Classification

Stage

The storiness of fable

The realismness of fable

The variability of fable

Place marketing using ) o
fables excavation of district

representing fable

contents of fable, development

of festival experience program

based on the characters from
fables

Sharing fables by
interacting with visitors

Extracting image of

The case of using The excavation of ‘lksan | ‘Transcendent love’ experience “
<Seodong fable> Bekje’ program Cultural powerhouse
Bekje’*
The utility of fable in Provides experience program Provides

Provides base of intrinsic

the process of place .
P P place asset excavation

for competitive placeness

visitor-centered

marketing formation attractive image
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