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精品與藝術合作之品牌權益與消費行為影響 

學生:許文菁                                 指導教授:唐瓔璋 

國立交通大學管理學院企業管理碩士學程 

摘要 

    一個精品與藝術的合作可以為品牌帶來多大的影響? 2007 年

底，由於村上隆的《藝術創業論》中文版發行，出版書商邀請了村上

隆來台進行新書宣傳，在當時引起了一股不小的旋風。除了其特殊的

藝術概念，以及作品在拍賣會場所創下的佳績之外，村上隆最廣為知

曉的角色便是 2003 年為路易威登(LOUIS VUITTON, LV)設計新包

款，當年該系列產品不僅在世界熱賣，在台灣更創造出「櫻花包」與

「櫻桃包」的包款暱稱，成為了新名詞，也為品牌帶來新的聯想。 
此外，從 1990 年代末期以來，精品產業(Luxury Industry)每年平

均以兩位數百分比成長，精品消費的風潮尤其在亞洲蔓延最盛，究竟

台灣的消費者是如何看待此風氣，對這個合作案又有何想法? 
本研究透過第一階段次集資料的分析與第二階段焦點訪談的進

行，試圖為該合作案後續的影響進行分析。     
 
    對於LV與村上隆在品牌權益部分影響與精品消費影響得到結論

如下: 
  
一、對於 LV 而言，該個案對於其悠久與豐富的品牌權益影響並不如

此案對於村上隆個人識別品牌的影響來的直接與明顯，該事件對村上

隆可說是佔據了其百分之百的品牌聯想。 
 
二、對於該個案中影響購買的關鍵因素，則區分為忠誠消費者與非忠

誠消費者，對於原本忠誠的消費者而言，LV 仍然為其關鍵購買因素，

所以並不需要去了解設計師，但是就非忠誠消費者來說，則會認為設

計師吸引他們光顧該品牌產品原因比較大。 
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三、該個案中印證了部分精品購買行為的特性：包含(1) 品質與功能

性：精品的高價格是因為卓越的品質以及滿足消費者對功能的期望。

(2) 流行性：精品消費者會認為額外的費用是因為產品不會退流行，

可以一直使用。(3)與眾不同及獨享性: 精品消費者希望感覺特別與獨

特。(4) 民族與文化性:文化差異會影響精品的銷售。 
 
關鍵詞：精品、藝術、LV、村上隆、品牌權益、品牌聯想、消費者

行為 



v 
 

A Study on the Effects of the Cooperation of Luxury 

brand and Art on Brand Equity and Consumer Behavior 
 

Student : Wen-Ching Hsu           Advisors : Edwin, Yingchan Tang 
 

Master of Business Administration Program 
National Chiao Tung University 

 
ABSTRACT 

At the end of 2007, a new book was published in Taiwan by Takashi 
Murakami, a Japanese contemporary artist. At that time, there was a lot of 
media interest in both this new book and the author himself. However, the 
what makes Takashi Murakami so well known is the series of bags that he 
developed in 2003 for Louis Vuitton (LV), by far the world's leading luxury 
brand. Those handbags have since been phenomenally successful, bearing 
nicknames in Taiwan such as "Bag of cherry blossoms" and "Bag of 
cherries".   

Since the end of the 1990's, luxury brands have achieved remarkable 
performance, averaging double-digit sales growth worldwide. In Asia, the 
term "brand" seems to mean a lot. What are the opinions of Taiwan's 
consumers about luxury goods, and what in particular did this case of the 
cooperation between Takashi Murakami and LV have on consumer behavior 
around luxury goods in Taiwan?   

In this study, the first stage was the collection and analysis of the secondary 
data around this case, and the second stage was the analysis of the primary 
data from focus groups I conducted. From my research I was able to draw 
three main conclusions about brand equity and consumer behavior:  

First, for this case, Takashi Murakami was been affected and created more 
brand association than LV, one of the reason is LV already has a strong and 
complicated brand equity. 
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Second, for this case, the key consumer purchase decision- making factor 
depends on consumer loyalty to the LV brand. The lower the brand loyalty 
is to LV, the higher consumer behavior is affected by Takashi Murakami. 

Third, this case uncovered four characters of luxury consumer behavior, (1) 
high quality and functional use: consumers will pay more money for luxury 
goods because of their perceived high quality and functional use. (2) 
timeless: consumers believe the design of luxury goods never goes out of 
style. (3) exclusivity: consumers of luxury goods want to be exclusive. (4) 
culture: culture plays an important part in the consumption of luxury goods.  

 

Keywords: Luxury brand, Art, LV, Takashi Murakami, Brand equity, 

Brand association, consumer behavior 
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