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Abstract

In the past 10 years, the luxury goods market growth has significantly outpaced other
consumer goods categories. Its market value exceeded US $1.2 trillion globally in 2018, In
response to this significant consumer demand, the product portfolio of luxury brands has
been modified, as several products that previously were exclusive have now released
lower-priced versions, This phenomenon is called new luxury. These new luxury products,
however, have caused the democratization of the luxury that threatens the exclusivity of
luxury brands. In this circumstance, luxury consumers are becoming disillusioned with the
vulgarization of luxury goods and prefer exclusive luxury experiences. In order to keep
pace with the changes in the luxury consumer needs and promote the brand image with
a creative and luxurious connotation, luxury brands are increasingly associating with
contemporary art through diverse channels. However, there is a lack of theoretical research
investigating the main points to be considered when applying contemporary art to luxury
brands and attempting effective brand communication. Therefore, this study aims to provide
insights into the key issues for luxury brands when applying contemporary art for effective
brand communication. An in-depth case study with the luxury fashion brand, Louis Vuitton,
was carried out to better understand contemporary art applications and obtain analytical
insights, Through the research, key insights were identified as follows: 1) setting a clear
objective for art application based on an in-depth understanding for both the art and the
luxury brand, 2) sending harmonized and coherent messages from all perspectives by using
a variety of different communication channels, 3) providing a meaningful customer
experience by considering the characteristics of contemporary art,
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XIot oJojX| (Self-image) gAY, oy B Alesls, AT Gl
W ME2ES ket S L sl gt FARD Ay Aleld k] dekom o=,
FolrlE oA W GAlelA L= Al e, A, Zk2uof], AR AE|QE T & v
F49] foRE ikl =3l HAlo] FEshe o] gMe] Hil=Eo] Adiskal Stk 53] ol
gag] Halsekar 3 4 QIth(Louis Vuitton, Xq 32| e] x| e} Bal= 71R|al gl ;o]a]%gq

2021; Mase & Cedorala, 2017). Kapferer(2005)2] o}
o]dlE]E] U-Eli T E(Brand Identity Prism Model)
& Agel FolnlE mals ofollEEe] o
S A o clolest 2ol b

pL

-] Ak

E

o

2. RO|H|S =itiolzs XAt 24

10

1) O}E mH24|0M (Art Foundation)

i

2012 LVMH Group& E3lofl<sgtel ‘Lv %
Z Al (Foundation Louis Vuitton) & A8}
s ake] ool AulETe Adski
BE 9IE chket AdE mRowle Al
EQE oulEo] HAs] & Aol Ajeld 9
A2 Fo 71900 dA WS A H o] 1%

=0 =2 J
=2 Pritzker Prize 4>

o
3L

of

AR AE7E == Al
(Frank O, Gehry)7} AAISHHA = o]577} ¥l
th of3toll= FolHlE 1o i HEUE of
2o AR AR 718 A 3t 2
2oL ddjrls AEES AAshks 37te] vielE
of qlth (A3, Y27, 2018). = e}
o} A], 218]al Fold]Eo] v =g wol wi=
o] A= vEolxl ZIHIE R 7]}1o] A2
ok gl tis Aztel &= 4 Q= sFkoIth

2) OIE AZAM2] (Art Sponsorship)

A% ol Bool WA A,
e S e o of
o s gk LVMHS] CEO¢l HLE of

E (Bernard Arnault)= o< 2 5314 Q1A=
5% AGE eI M e 2gel HAel
gl wel Hebd oA SIS Zxd 9
tH(Mase & Cedorala, 2017), th3EZQl of|& 2010
HHE ‘FolH]E Jol= ZFEAE(Louis Vuitton
Young Arts Project) & Z3shH Q=3 thiEst=
O3t 53 HIo|E vl3t (Tate Gallery), ARP-2~
Al Al2]2] (South London Gallery), AR$-2~ Wi =1

AlE  (Southbank Centre)2] 3o]Y¥=  Zz]
(Hayward Gallery), % u|&9 (Royal Academy
of Arts), IJo|EAE  Awjy]  (Whitechapel
Gauery)zngqg]g} TtEY4S Wi £1m(eF 179
e ZAA, o] FUS Fa 53] 579 A
Slelold SHIES dlaes A2lst sl ol
8 ZEIYEE AR o A4
Q12 711 71900 sldmol et ela Bl
= AUS ey ’éﬁ% [=olA w2H4 sfiE
= AlEshl, o skl Eee A
Sk el b= Q) o] 9ol 2012 oFR.0]

F-APHYayoi  Kusama)@] ®HE|O]ERE  (Tate
Modern) HAIE st oA o] gt 93
P EATSERAP

L

o

3) CIXIQl ZS2f=e|0|M (Design Collaboration)

Folule 18549 A ol idvlEe] 7
2 & ZQE (Sol LeWitte), U= FH'Y(Andree
Putman)s o]¢] ol AEET}; &@ols)] ko, o]



dtijle 282 St HME| BUME ARUA 0™ 25k 7 9
1980s 1990s 2000s 2010s 2020s
<+«—O0 O O O O >
1987 James Rosenquist 1992 Jean-Pierre Raynaud 2000 Hans Hemmert 2010 Zahn Wang 2020Jeap-MicheI Othoniel
1988 Arman 1998 Ruben Toledo 2001 Miss Tic 2012 Teresita Fernandez - /oM Smith
. . . Stephen Sprouse Yayoi Kusama Liu Wei
1989 César - Sandro Chia 1999 Alberto Sorbelli phen Sp 4 Henry Tayler
- Olivier Debré - Sol Lewitt 2002 Ruben Toledo 2013 James Turrell Beatriz Milhazes
- Razzia Julie Verhp even 2014 Olafur Elliasson Zhao Zhao
Robert Wilson (retrospective) - Ange 2021 Urs Fischer
2003 Takashi Murakami Leccia - Cindy Sherman
2004 Ugo Rondinone 2015 Ange Leccia
2005 Vanessa Beecroft 2017 Jeff Koons (Masters
Olafur Eliasson Series)
Tim White-Sobieski
2006 Olafur Eliasson Sylvie
Fleury
Michael Lin
Bruno Peinado
2007 Kirill Chelushkin
Alexey Kallima
Nicolas Moulin
Richard Prince
2008 Claude Closky
Vincent Dubourg Teresita
Fernandez Nicolas Moulin
Malekeh Nayiny Fabrizio
Plessi
(a3 2) cixiel Sateo]M Elatel(Mase & Cedorala, 2017) S0l WiISto] LWHAIZ
5199795 E] 2014370 o B e gEo grom W s|ole ks Yk ol B:
2 AP vk Aol FAMare Jacobs)7h 20009 AL A, Fallo] A, wAle, A B,
sEl Asmotesct g WY ololtlels W EWE 5 clofel AU Bl FHHel opEy
Ae AFter 2AHoR dAduls A7 TUE AEEY JHE Hojgoryu d5Y
44 B AUMG &Moo Muo gri. & koW WEHE DPAVIE Yo 1Y
AAAo R s 7 deder & RS A g 3], A3, 2018)
Hholdl Ef7bA] Fefzhv)(Takashi Murakami)@2}2] 2ol g 219 FofH]E iAo s/s A
@le] ofo] eJX= el (Richard Prince), 2 He gl A kel A4S v of
B Axak-A(Stephen Sprouse), ©FfRo] FEARIL Yol Fej2 AAgro g2y ofgAolal Hx
(Yayoi Kusama), 41t] 4% (Cindy Sherman)5-o] HQl o|u|x 2 ghEo] Wizt Folu|Eo] 4:41]
sh] Al sl o, 0|3 ula Ao|EAo] T Zpoly] WA o5& 9] t]dE 3lo] DemDare DJ
o] UZepa A27)7F 1L 5|2 ojofuto} Hen] o] A Wl x| wSs ofyujo] e
%9) ool O Bell AE FAGeff Koons)oh  AZslAom gof TREA W 2o A} 2
o] P& sl Masters” Al2]2E Al GIT}, glofole| 2 e AT AgskRint. of 7Ry A
ole} o] ollriofe] A%t ofeAE, txte] B HACE ARG HAsel WE Fafel 13
dEte] FokE Bol nhe) Ul Frekn & eulR s, dgRviEse] d9e 59
ol AZeA 2/t Ze Folule] HA  gMe SUME Eddd 4z cghoms
stk g 4 glck 2020 2Me] 2napEe] ke 2Ask Mz
Al Al olgdskr] 91t +2 Azfe] =k
4) 1 mQ! (Advertising Campaign)
5) OIE Em22M (Art promotion)
ol e FAS B vHE AYHS FH5)
AL ¥FAE ASATE AruAleld Adel o FolulEe A et AaE tfofsto]
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(azl 3) olE m2r|o|M
(BX:https://www.worldartfoundations.com)

(3% 5) C|xtel Set=EolM
(EA: https://kr.louisvuitton.com)

Qg 7) ol Z2pM
(BX: https://kr.louisvuitton.com)

Al ZREAS ZIYs) gtk 20104 Adsto] 9
230l A 2Q] ‘Louis Vuitton France Pavilion’, 2016
H E 7[eolx THloA FolE ZefH|e
AlolotE (Oliver Sailard)7} Z18Yst |3y}, &3]
stet, ofdsiel HAE BIEsto] wfollAl=
20159 Bk DERIoIA] clafoly] Lzels A
~7]o| 2 (Nicolas Ghesquiere)2] 2015 S/S A
AL EHletA] B2 7S HukR HAEE
M7= sFck ESE 20174 DDPOA
20164 71202 el 22 A HAE F

(az! 4) olE AEAE
(BX: https://www.tate.org.uk)

-

>

§ T
s

\!

-
(O 6) 1 Zmel
(EA: https://kr.louisvuitton.com)

ANDY WARHOL
o)

LOOKING FOR ANDY
HC| & FOtM
SELECTED WORKS FROM THE COLLECTION

2021.10.01 2022.02.06

(O8 8) Elias AEN L HA|
(BX: https://kr.louisvuitton.com)

& Bai=o] AQIAAS FEsHAC.

6) Zeiasl AEX Ul ™Al (At exhibition at
flagship stores)

FoluFe TEek ko] AriAtETrel |
e B 2AM ABES HmolwA o5 &
gl sEole] Adjeolol LU= T ATy
o], &2kl ZuEole] Txpele] 283 gtk 2019
A7k A FolulE w1 AL



citiole M&s S8 #A=

o

EUE HRUAOME0| et A+ 11

1= 4o StolulE e o] ok WA
7} ol AupAs FolHlE H%(Espace Louis Vuitton
Seoul)o] Qlt}. oley EAGE wFE Tl A
4159 o] dE& Kol 2 Fojulgo] ThA] T A
H] Aol JAlE9] 24FE Aol 3&
gk 2 A Al HdS wolal o W
oA 2HF e 71318 Algstaat 6
@] =35 Hhget Esolat & 4=

2. R0|H|E(Louis Vuitton)e| schols A
A =9

ALA QIMOIE 1: Ei= OfO[HIE|Eof|
A

et ARUAoIEel =4 g8

rr
el

ekt AryAelAd AdE F8l Ale

z EHZOE 2 Fht)

w, o= &HRE 7HAA Bl AAIFQL B
E ojuXo] & FA Hrh(Hagvedt &
Patrick, 2008). 7fryAle]dS 917t HAxZQIE
A= 75, AA, A, ofoldlE] E](Diller et al.,
2006)2] Y714 ZFAIA Bx A o] 7153y 11
% ololdlele] =i HAS ofolulEelS uhg

7
=

0 —

.

o

HEs) o AgolAE AA

|=]
31 0)2 AHpAOR A A5

¢

R
o &

>

O ofw | Bl @ )y 2y
50 20
O
Am
ol
2
g
o
o

No
ot
o
o
2
-0,
X
2
2
lo

AREEA A FolH]E2: ofEukprold, 2
EAj, ofelaEs) tdjel sehudold, B
Aol ofE A Be mRuwd Eudl A
Eofthe] ok A4 5 et WS Ea A%
ARlor Fs Askal Qi okEsleH|o]
Ay 4712490 2EA] Bse T8l @1F
OIEA] XEwWXo| ohd 1559t Louis Vuitton
o] FAR A2 ARRlA 2S5 3 vl
AlukzA o] 2hHs2 shiA], sAlol AdinsArt
olo] Tl Behulold, WaL Adel, Helo
2 2Eolufe] OREAAE AWSHHA AAS

oAl AHow Helat A
=9 zasl= WS Halgtl o] Stegania

o] gied] o ojaofole] Tiel WS
Fa edelstn okelxgal ae Holdw,
SR B ojulxe] Frhsoln B4l
W2ke dskat 3k Fitol g Fow
QIck g ofoldlElele] WA b % sl
offe Jho o BHHAS nigom walo|
hgohn] Mo s EAPALS HolF
L woE ol

HU

2) HIZELA QIAOIE 2: 2iE HI|ZQIES

o] AR xetet HetE HIAX] HE

JEZS] FAAHolar b4

(Zomerdijk & Voss, 2010)0] &Q35Hd|, o]& 3l
dAjule Aol Aled w 4 HAEZJAER
ez ARl gl ik 23k e efjopdt
a3t a4 F shtolrt, oE So] FolHle
OFE|AES} ot FHS Alnoln Zef4d
AEo]9] QlE|e]ojel £ES- HAE o], 2
Ql AEolo] YAl YA Z2 A7te] A5 &
|30 2N HRAEJEE 71| 23}, Ao F
o5 7]k 20129 Ho|EXEoA dal F
Alal oFQo](Kusama Yayoi)2] HAAE ZshH
A, ol A= EetE o)At o, HAA e,
7S S ARolal o]F &Y% YAEY
olo|7bA] E-g-5l7)x sl 20199 Al ek
(Sarah Crownen)@} t]2}Ql ZetEao]d-E #13)
st o] Eujiig] AEo] wi W oAl
HUES- fAZdo], AEo] oy A4 Fofk o]
= 8oy Sy AEo7F Avxiele
Aol MdzHU= HIE AfYAo]4Ha

THE S Aerel Bk
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ol e 9l HAl=0] elS Mol o

3) HIZLIA QIAOIE 3: Bitinlse| EFS
oot HAIEE HMES

k

npRjuto 2 IAAE Holl A= dAchmls
2 Agst 2P 78];% =5l gAe] HIl=r)
avaEel) ABE 4 ol AfRlHoln ojulg)
= ¥ (Chevalier & Mazzalovo, 2020 chsf A8
28l M= Zlo] FRsith AgAelal 4Rl
QAET} tloFst AERY (Tang, 2012)E Q18| A
ZHogl ol3El] olEle 04EHU]§A EA(Leder
et al., 2004)& FLsA], 27fet 2go] g S
51 /dtﬂj_q_ olgHME|HEF HAQASS Tl A

ofy
!

Sol wes] AES i Ao K 2, AE
olset e okt % 9= JlsiE el
4z o] 21 ok B % ek FoEe] 4
FATY oldtEe] g ik ofaus

O]H]%5 (Espaces Louis Vuitton)O|d= ZA]37t
uelsto] wat, WA, Ao}, Wold, A
1Ejal @Apte] edstal Qlek ZAloll Rt A
E% FoHlE Faf|o]x]o] wiAX MAeA gt
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