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Abstract The purpose of this study is to examine and categorize the cases of luxury fashion brands
and art collaboration and find out their effects. The research method examined the theoretical
background of luxury fashion brand and art collaboration and proceeded with content analysis through
major cases. The research results were classified into the following two types through case analysis. The
first is art collaboration for product design, and the second type is art collaboration for exhibition
works. Content analysis according to type was organized from the perspective of brands and artists,
respectively, and the resulting collaboration effect was finally derived. The main effects are the
integration of design and art, diversification of social and cultural backgrounds, and innovative vision
of expression. This study is meaningful in examining the expanded design methods and effects of
luxury fashion brands through grafting artworks and presenting basic data for future fashion art

collaboration design research.
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Table 1. Previous research on the types and
characteristics of collaboration and art
collaboration (last 5 years)
Title/Year/Author Type/Classification Attribute/attribute

A case study on
value creation of
fashion brands
using content
collaboration
targeting MZ
generation 2020.
Haekyung Shin

—

. Fashion collaboration
with movie contents

. Fashion collaboration
with mobile games

. Fashion collaboration
with 3D virtual
characters

)

w

To give innovative
values of rarity,
novelty, diversity and
symbolism to the brand

Case Study of
Fashion Collaboration
based on Webtoon
Characters for
Generation Z
2020.
Haekyung Shin

—

. Collaboration with
webtoon character
casual brand

2. Collaboration

between webtoon
characters and shoe
brands

3. Fashion brand

collaboration with

webtoon artist

1. Create brand value
through new
product
development.

2. Combining the story
with the product
convey a new
charm.

3. Induce a positive
value effect that
doubles the interest
of consumers.

The Characteristics
and Meaning of Art
Collaboration in the
Luxury Louis Vuitton
Brand 2018.
Hyunjeong Kim -
Hyewon Park

Art collaboration that
can combine the image
of art that differentiates
and advances by
creating new added
value to the brand

—

. Classic image
innovation

2. Breaking the
boundaries of
fashion bags

3. Establishment of

high—end luxury

brand differentiation

A Study on The Art
Collaboration Show
Window Design
Characteristics of
Luxury Brand
Flagship Store
2018.
A—Reum Kang

Art Collaboration

—

. promotional
production

2. artistic production

w

. interactive
presentation
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Arsham)®] Felr g o)A ofEH ofolt}, gt 3 Hz}
=553 v A4S S By o] EFukad H
ol vl BAE 2ES AN A7E e 2R A
2hsigint, o) FEfE e o] S ol AEL] A5 AR
w @ 31318 'Future Archeological' A#]2E E-F1t
2ol AsAste] gzl A, dAl, wEel gk GAt
A S Fold F- Q= ded Y] AHER oA

A ar QJurH33]. <Fig. 11>

Fig. 11. TIFFANY x Daniel Arsham 2021
Source:https://dogin.tistory.com/18302
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% 5S olojrtar glE Abglelth 2021 1144l
Fepr g o]t o}lE|~Ex U] =513 1(Nathalie
Djurberg) <} W (Hans Berg) ol ZA] 4=
A Moon Wrapped in Brown Paper‘©]t}[34]. <Fig.
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Fig. 12. Prada X % Fig. 13. Prada X Nathalie
2021 Djurberg Hans Berg

Source:https://xw.qq.com/am 2021

phtml/20210108A0BEBU00?iv Source https:/ml.mbd.baidu.com

k_sa=1024320u Jr/wd620uAAxO? f=cp&u=ddc5528
0ff16¢9c1

XEYH  gk]u|o| 2 (Jean Lariviere)= Fo]H]
Ey1o] ZdS 9af A 400] d) AE Bk A AA
£ &1 FolHEY olo|HHEE FA R AR &9
SkGITh <Fig. 14> “ofaje] Aalolghe Folnlge] WA
A1 F 3= A A AAHES dte] Yxoer &
|3l o =4 A]'X]Ei EATE 253 G 2l
25 AMHE ] o2 ol Folu|ES o] AR
ZRIA71 = 71043}91”4[35].

Fig. 14. Louis vuitton X JEAN LARIVIERE
1987d A2 — dA)
Source:https://kr.louisvuitton.com/kor—kr/magazine/articles/louis—v
uitton—jean—lariviere
https://mp.weixin.qq.com/s/KnxPgMhXMeDWxRXmc4juWw

ARl (ChaneD)2 20213 5= Hlo] ¢ UCCA &4
2= ] AEJA F23h= MAY <] & HA
32 X Y3gic). Sl A i) 9&E(Andy Warhol) <]
AES H2E gl P2 o7 MRSl AATE ARdE

o] 7} hr] $3o] 1980 ¥ ‘No 5 354 =t
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Fig. 15. Chanel X Andy Warhol 2021
Source:https://min.news/en/culture/055f16b254{5a5018d491a9843
be2b15.html
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Table 2. o}E| <= 2E olu <] AA% g Ae] 24

Target brand design | Artist's artistry | collaboration effect
. -B / 1 . . .
Givenchy w(?rrlzzw actua —graphic artist |—digital
X . . —Airbrush create design
s —Digital fashion Lo .
Chito ~Street characterization | —New value creation
2022/SS o . —NFT —Innovative vision
fashion grafting
—American .
—Direct borrowing %ulpti)cra ~Pursuit of retro
LOEWE . ) . sensibility design
of the image of a|—Ceramic Punk o
X . —Modernization of
. ceramic plate Art
Ken Price craft arts
from the 1980s |—Urban . .
2020 . . —Brand identity
—Print technique | landscape P
L visualization
characterization
Acne . . |—LA Sculptor —Brand slogan
—painted ceramic S
X image —pop culture visualization
Grant X . —Ancient —New sensibility
—print technique .
Levy Ameri sculpture rise
—American . . .
Lucero Gastronomics influence —Seeking change in
2020 e h —Paint porcelain | brand image
—Ghanaian Artis .
DIOR MEN|—Real use of shanaian ArUSH _promotion of
. —Portrait painter .
X portraits of black . African culture
—Delicate touch, X .
Amoako | men emotional —Design rarity
Boafo. |—Fashion items —Integration of work
. . character .
2020 print technique ? and fashion
expression

Table 3. o}E]~E ~©e}d o] AjafiA] 28 Aldl 4]
Target ‘brand design Artist's artistry Calltianiing
effect
Fendi |—Retro design *Taéks that give ..
. X new purpose and |—spirit of
X —Iconic print .
. . life craftsman
Sarah | —Reinterpretation of . B
Coleman. | the Pekin logo *Thematlc . ~Innovation and
2021 design differences in style change
S8 point of view
is —reinterpretation
Vuitton |—reinterpretation |—Swiss artist pretatio
N of formative
X monogram pattern| —surrealism fashion
Urs Fischer| —memory sketch | —optical illusion o
—digital content
2021
Barbaba
= W .
Hepworth | ~Stone and Wood —British abstract . .
X Sculpture artist —creative design
RICK | —application of 7carkvin s reinterpretation
OWENS | structural design 8¢
2022
Table 4. BH= AF-S G835 off|~E9] 234 vk Al
nA
AL |
Target brand design Artist's artistry il
effect
—spirit of
Hermes —Display of products|—Chinese artist ::ifttjman and
and sculptures —Topics on myths T
x —Harmonious art and reality ~long history
Pkl § 3 _ i
1 2021 work in two areas | —sculptural work Per§pect1\e of
tradition and
novelty
—Uni .
TIFFANY [mqge Blue Box —modern sculptor |—long history
art painting .
X —Future archeology | —symbolism
X (Bronze work) T
Daniel and cultural —intrinsic value
—Future Archeology .
Arsham . . symbolism —express
reinterpretation of . . .
2021 work —Vintage style innovation

Table 5. BYE o[WA| 5 283k ofE|2Ee] FFA] W] Al
A
AL |
. . . Collaboration
'
Target brand design Artist's artistry effoct
Prada |—Collaboration of 70?5111;:52:”\1&; aan —Change of idea
X exhibitions by lon. hisitorv into an —Combining space
RE artists of various artgan d culture and brand history
2021 themes —Cultural space
space
—pop artist _ .
Chanel |_,, ~1980 Chanel Reflection of the
x —No.5 Chanel P bottl times
Perfume Bottle | Perume bottle art) g omic and
Andy ertu production cd
Warhol Flat Artwork Influencer commercial rise
—Luxury symbol Lo —Culture, celebrity
2021 familiarity .
. influence
psychology work
~the ?pmt of —photographer . o
isVuitton| 12V€ D land —Visualization of
LouisVuitton| .. . reamy landscape L .
x —Give meaning to h i design identity
photography work N
AN the bag = . —Value of long
IE —Expression of Compllat}on of history
LARIVIERE| ks of Louis Vuitton's U
2091 works of art mental ph f —Imprinting the
photos for .o
through 40 years brand spirit
photography T
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