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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: sincerbeen phenomenally successful, bearing
nicknames in Taiwan such as "Bag of chefry 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.



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

vi



x H

B33 - F#Xhp FRRTAES T 0 KIEWN E??&}@;m XA
Foo? HH Ry BB B A BOR X o

¥ s K- By AR R R B MBA B a0t RE

%\’#%ﬁk% WELEF R XEFInBET 3 S AR (TR ATALT D
RRRE > A H F 2 BT AL A Ao AVRALE B PE 0 KBRS R
TP BAE B B (SN o

B AP A B RA O RBE P - kR g,
gwimPo? RBEEHEBAMTRAE T Bk P REE RS A
et FE e, g m;@sﬁ&;g;@; % 6o

yﬂ,W%g%g%z@ﬁgﬁﬁiﬁﬁaﬁéékﬁﬁ#%%
FEPEPE: - LRhd BERIXHm B EORA fof 5997 2 1
oo - ARARAFEIRBEAZT B VHFE G b 1S S E
RE-~FH R4 BP - L2RFE T2 F R N2 28 Lo
B 5 B 7 e FIEA5F 7 51 B iR 2 ch MBA
ARFRBTFIEREEE

Bofs 2008 & ¥ R E - BARIMA- £ 0 hip- E G
TFEEAT RBE A A R OF LM% B R TR LB
£ B2 miﬁ-ﬁm’u‘_w*ﬁ&» nEk AR kehid 8 Dan X
TR R e A D EER g 2 SRS R e S

vii



B o B BT e, 1

e A v 1

- F v}gkﬁglﬁ—l ............................................................... 5
2.1 4 Z (Brand EQUity) ..o e D

2 L B T o, 5
2.1.2 AaKer & 3B 2 BT oo 6
2.2 B (Brand Association)........o.oveviiiiiiniiiiiinieenenn 9

F R B ET B AT 12
3.1 % =% (LOUIS VUITTON,LV ) V.o 12
3.2 # 2 Bedg 5 T (Superflat) £ o 18
321 M A B 18
3.2.2 42 % T (Superflat)F A i e, 18
3.2 H e e i e 21
3.3 1} Bl"E(Murakami Monogram) ..............ccooiiiiiiiiiiinnnn, 23
3.3 B B T, 24
332 BRIBARACTH v 26

A1 AT T 2 e 2T
A 11 T ERT T et 27
412 B BB RE 2 e 28
A 1.3 EE T IE e 29
T A L O 30
4.2, 1 S B8 R 3 T8 D BT e 30
422%1%%%f%é%agunnm””””””m”””mmmmmmmmmm3z
44Eﬁ"m¢ﬁﬂé%ﬁnim““m”””m”mmmmmmmmmmmmm36

viii



\\ﬁr

%‘jv}}?c ....................................................................................... 37

e 1 AR B s 40
e L R EREBIRE L H 41
A CEBERM R R 42
ek R BERRE Rt 2. kP A B 55



ZLLVMHE BT M7 & o 13
£22008 2T F < S (S EM S TM T T L) 15
Z3H PR A EE AR E 21
F4:2003 F F 5 A B S VB 23

F# SILV &4 P I £ TF k5



Bl LB 5 Ao 4
B] 2: AaKer S 1 2 ] 7
Bl 30 Al il G 10

BB A B R 11

Bl 52 B ERAr b AL YT Bl 14
Bl6: T} 935 B phs e CEE | P o E RS 20
Bl 8: MOCA £ £ 20 oveee e 26
Bl O: B 18 Bl e, 34

Xi



