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The Role of Fashion House Museums
- Focused on European Luxury Fashion Brands -

Jung-hee Jung and Eun-hyuk Yim'
Dept. of Fashion Design, School of Art, Sungkyunkwan University; Seoul, Korea

Abstract : The purpose of this study is elucidate the status and role of fashion house museums including art museums
that are affiliated to luxury fashion brands. This study is significant in that it offers profound understanding of the history
of luxury brands and the direction of communication these luxury brands are taking through online and offline museums.
For research methods in this study, literature review and case studies were combined. Based on the luxury type clas-
sification by Sicard, the scope of research was determined to include the French classical luxury brands to modern luxury
brands and contemporary luxury brands. Examining the current status of fashion house museums, it was found that Cart-
ier Foundation for Contemporary Art is an art museum operated by the luxury fashion brand, Cartier. Other fashion house
museums in operation included Hermeés Museum, Foundation Louis Vuitton Museum, Cristébal Balenciaga Museum,
Yves Saint Laurent Museum, Gucci Museum, Christian Dior Museum, Prada Foundation Museum, Ferragamo Museum,
Armani Silos, and so on. As for online museums, there was Valentino Garavani Virtual Museum. These luxury fashion
brands’ museums serves the following roles: provides references to the fashion industry professionals and researchers;
differentiates the brand as means of experience marketing; promotes the brand and enhances brand communication
through exhibitions of the founder and designers; archive the brand’s design and builds the brand’s history as a means

of storytelling marketing.
k2

Key words : fashion house museum (]

FA9), luxury (F418)), luxury fashion brand (FAg] =)A=

1. M
ALE)E51A Wl 7P mizkebA W
AXBRs A4S 533 Jﬂz\qu
3l glo| = 2Eldy} 870 gHHo T
A3} ololdEIE|E HE3| Hdshe
k. FHzoll B2 sjaEA _7_;";4
7] 918l 2pEskE w59 HAE olo|dEE]S
& Adwrel7] AlFATKSin, 2015; Yeom, 2012). ©

=o) Fhe wes] 4FES AGshe Fo] o

-7 0]

\_‘ 1S T

C,E__O_
—=

fin)

\__

;
Y
& |z of

FCorresponding author; Eun-hyuk Yim

Tel. +82-2-760-0517, Fax. +82-2-760-0514

E-mail: ehyim@skku.edu

© 2018 (by) the authors. This article is an open access article distributed
under the terms and conditions of the Creative Commons Attribution
license (http://creativecommons.org/licenses/by/3.0/), which permits unre-
stricted use, distribution, and reproduction in any medium, provided the
original work is properly cited.

143

rﬂ
6

2 ofd [T ooy 24 o o oy Mo

aa_m R 09
Zegiet. ol ke %

(e}
s =

_um'

, A
ﬂl‘jr
7ﬂ 13 “ﬂ‘: O]U]X]ﬁo"é"ﬂ AUl 2 T
Hae AfUAelA
-c’r]th EHOR, iﬂlx}ﬂ' e

THEofdith. o]XY BA= HYS s
AFUACIA Fel2t & F glom o
Aol ANMMC: Non-Mass Media Communication)
HA= 7S wigsie] HAl=o] VXS FEshks 4
M 3 shvelar & 4 dtkJeon, 2003). olEg ¥
A Fgshitel el BAEsE ARl A] HdS]

_&

L5

"

S
o?L e

o
UE O}fﬂ Flﬂ

o

I"“’*’
&

z oo

sl &~Fs

__%
r{r;.:

r\l
o |

__}lJ_l"
X
B
k9

&
;

i
2

3+
=

~

l

of o
22

N
r
&


https://crossmark.crossref.org/dialog/?doi=10.5805/SFTI.2018.20.2.143&domain=http://ftrj.or.kr/&uri_scheme=http:&cm_version=v1.5

144 Il 781813 AR20H A25., 2018

27} 3= AR E geld 4 9k BAE ARUAe)A 2
7k Ba=o] olo|dlEE] 53 FJsle] Fa%k 84vt

Tt =3 AHREe] Ayshs YA HRdEE 0B F
F|Z(Haute Couture) A€ X]:L”]'x] olojA e ABS 7=
fAAER-29) 7o), 71 A7HERE E4Eo] QAR HlE o
oldlElg]Z} 2 BjEo] oM (Yeom et al, 2011) 4 ¥
A= 100 oPd B BAll=Solt) o] A sjaBA
A AR AH[ES} wiAY d9e] FES 16}1 A3
2 FAelgRs A2e /el Bals I7ke 53k Sich
tEo] Mg ik FAIGAM S £5) - dleHte] AR
YAl & 11}7} Bz gt Alzje} oA E LI
2 FFL | 1111 2 Ba=el xpEsiAA 713
o= njE= OO‘O; F= %&6} Qolo] Hx gt} AT o
g Pz} #F3E tiHshs 719
zoln okt AT HES AW Al 25 5 U= v
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(Kim, 2011; Park, 2012; Yeom, 2012), Hal= Ter‘%i g 7]
AubEtel] #E AFH(Kim, 2007; Kim, 20127} o=
7R B2 FA D A gk At s X
g AAgolr}.
ol ¥ A= A HMEA=S] g F ER
Al YolH T AR} AL T = el A AME
A= sbste] djdsle FAY 48 5o A8S Wele
o 5248 T3k olF B3l gME dHER=e] & - el
< B3 ARUAIA WS olFisi=tl A

AHe AT} AlATE Bl
BHalzo] Jd 9 ERE 98 A 3z
A s EA=) s FRY =
FHE A TRl B}, BAn|E), 73} B A He 5o
AT} TlEo] MAES, HAIZRE, 7IAL JAlHg 5o A

AATE B3l FAsIAT A9 W= Sicard(2003)2] EA

T B0l 71zt FHe] gMe] AREAE F 1
o k-2 FADS Al EAskH
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AA BAEE HE(Luxury)olehis 4o
# ZZEWH (Craftmanship)ell o|&3k= #E BEH=(H]

ol &

HAE)S oJu)dht(Yamada, 2006/2007). ©] Aelole Ak}
A%, 71%, dg, oo gk Ak ahde] gk sdel
yz=lo] Sl ol sk E3FAQ1 7IxEe] At} HHe] 53
< B8l AHAEA BAE AZE dole Y (Icony S
E gs]g;aq Mg Hallze o EA7EE Ay, =
HAE] AT sl R EA AH|E, o] AFAHEe] §
35 B3 gME] Bzl zeEuiqle] AYEn. 282 €
BT e} xpaAo]i SR om LHRFEA FeF o)Al 2t
442 71X AlFslof o i’c‘z Fdde] olFofXitka &
Atk M BAlEs dAFAoE e ofuEt nlAola
&2l LEAZA AZglEoH, esd FHjAS dojA
AldA 2l 27k Ajlslr] S8l vl AlE A2 ofelr]
oo} AZ& N, 283 MEE AFNEE S8 =38 %
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U5 3He1EI%7] wZelth. Interbrand(2009)= A7t
A FEE A9 gAEle] Feole dASHA olelr|sAE @Al
FEEA Jde gMEle] Aol e Eojof gttt FAld 2 9
vE gAMEe X9, FA dedd, 7 Boe 23)H
BAE 7iX|9} ANRLE WEsRs on|EA|e] R wolEd
Aok & Aolgtar We]|al vk gAME mjUAHE dE711
Michel(2007/2008) o1 HIM=7}F A 2 AAxE] Zofolx
HAEN=T A2sle] o)n Ao obAT P I
S o M ARE €S ¢ dok A%
A7EE7Y Fdehs gAEe] Al 7R /82 GAE 34
72 29k 4= )tk(Sicard, 2003). =, 2734 (classic), <&
(modern), €& (contemporary)°]2h= T-#o] 1 °fﬂ§]r-°4 =
Zelgta & ¢ ok HAe ol JAE Ad
ol HEAo] M Bt IAENA S Proqé‘}“‘éfﬂ

BE 32 9. 5, 4 $9) F AL YU 2
A

Ok A el E ) Bkme) Bgsh A5e]
o BA=Ee A4 Aol Atke 2rFe] ER|g

19 A7) ool e FolRF & A Mg Bl
TELS AE &, 2BAY o3 AujE v M AERE
D3ltk(as cited in Jeon, 2008). ©] Al7]ol YAE] A F
8 FOIE gME Bas wiigs Algale] FrE =ud
o 7R, vl 2 BAR HAllse) ek, folilE 3t
< JHEAEE B8 ARE 75, BEIE 2 TR g B2
A=5o] vlR o] Al7jo] TSI old M| HAlEEL O
FEE FNARA 57HRE I BAS AAE =
£ AR wE RIXEe} 3 ThE, SAAE, AT,
217], 8k AA So] ojol o 2K AL Fslal Yt

31 1920 Tol] SolNEARE =4 zao ERRIEER IS
dlo] A=) e 2oid BMe) BAse) Al A}
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Table 1. Types of luxury brands
Type Definition Brand name

Classic luxury

(18-19 century) High-end products

Chaumet(France, 1780), Hermés(France, 1837), Cartier(France, 1847), Chateau Mouton(France,
1853), Louis Vuitton(France, 1854), Rothschild(France, 1855), Bvlgari(Italy, 1884)

Modern luxury

Pi .
(arly 20th century) ioneer designer

Chanel(France, 1910), Prada(ltaly, 1913), Gucci(ltaly, 1922), Balenciaga(France, 1924),
Rochas(France, 1925), Ferragamo(ltaly, 1935), Dior(France, 1947), Valentino(France, 1959),
Yves Saint Lourent(France, 1962)

Mass media
communication

Contemporary luxury
(Late 20th century )

Jean-Paul Gaultier(France, 1983), Vivienne Westwood(England, 1973), Armani(ltaly, 1974),
Escada(Germany, 1974), Versace(lItaly, 1979), Dolce & Gabbana(ltaly, 1981)
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NZo] HeZe A 9 dF HA55H &gl & F
2 2RSS dide R o] BaE A4S sl 714
e T/t 59 BREE MEeEl] FdEs 7hve

Zlot}, olo] we} o e AR i ¢ UES staL
AT} dlZ Eo] Georgio Armanie Z}7] ThEA xPE3tE 47
9] H#H =9l Armani Collezioni, Emporio Armani, Armani
Jeans, A/XE ZI3 9t} ©|F Emporio Armani’} Armani E-
A=EE diFsiel tid BAsR oF, AMXE, 27 HE 5
o] Jom, A/XY Armani Jeanse FS 2 e IH
154 o)fF BAH=2X npAgHoR ek ool olzgh
A2l wotso] tizfe] YA BAEEL Thes] B oA
A e tFd BEE 7ERA Q)

019}—\: o] rAY e R o] B g2 BAME B
A=l {1 TRteldEe] FA7EAN=S} Aol S sk
7Ag-olty, &2x= HAWMZQl Adidas®} Yohji Yamamoto2] Y-3,
Stella McCatneys F 93l = ‘Adidas by Stella McCatney™ s
o] Jom HEAQI dF 29l H&MA Karl Largerfeld
7t SA7Y FE TIARIE FHA At WERs doxl e
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3.1.1. 2247 gxg] EaA=: Hermes, Louis Vuitton, Cartier

(1) Hermés International S.A.: o|2w|2 At & o=~
A1 (Hermés Museum)

2|2 b= At glolg] o] 2|2 (Thiery Hermés)ell €
3 1837 A=A 1880, FHA] ofgo] HAEE &
Ao, 19000, FAke] Ex1Q1 od B o 2
(Emile Morris Hermeés)’t BHES SAISHHA od 22X
oEm A= AFAt £FF AYEE ME T2 SAsHEA 9
718 =k 7|32 Ao} o Zu A Ao 2B 7R Al
= 2E]3(Saddle stitching)S /Wil om, AAl Z=<] wlt
I £FS 78I Yeom, 2012). oW ¥ BEEFES
|=2H2 FAD] REZF HAX, A5 e Z2eve &
198 HIES oo RAAEFAL Helg, =39 £,
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A7prEe] dRXE WE, 78, ALl e 2a-dAFE
o]th(Mitchell & Alison, 2013).

ol2w| 2 A (Fondation d’entreprise Hermes)yS 2008 4
o ZA g e FAYGS g —REe g2y
27 1923 AR R AR 919 e, Be R &
I3 Z7HE o AFFOR 22 2t BAgle
27k AME FEE FAIES FAYY deF MRS
oM g Zlolet & = itk o|HR o222} ARt &
& oJ5 7Kde] ATS Bl AAL AN ¥EF 3t
e FAIGE] EA1d kel & 5 Ark(Kang, 2006).

20061 ZREUE AL (Fig. 1) ‘@oinls A 7P
Agshax d@Zelm 954< ds &5S L8,
A 7HXE Ausle 98 stal vk H2 d2vie F
OlE]2E 93 7FEY(Ugo Gattoni)e] ZHOE =2 A
gom szl o]o] 20083 €= ‘Jaime Mon Carre’ 3
ARl e 2Tt E Al e e ouE d2nX Al s
e e R v ZRAES HESl] 2013d ‘NNNCL &
MIXRICE’ A, 2015 A= 3192~ ‘La Maison des Carres’
AE Aok S 20129 H7HEES] YEXE {AY
e dE2H AT o&rtE XPshe AR &Rl &
7] 41x](Shinji Ohmaki)2] ‘Monment and Eternity’-S 7l
F3tHFig. 2). o1¢} Zo] 22 FAYLS AW derks
S st deAS AR BAEE Adsiias] Bz
TRl olteld & B = S|2EFE 753kl Ut

> rlo my o

1

(2) Louis Vuitton S.A. : FoJH]% A& FAY (Foundation
Louis Vuitton Museum)

o dd] vl IR FoMlE AT FAYS =82 A
2] (Frank Gehry)ol]l 23] tzll®E dol AF ofo]FZo|th
(Mitchell & Alison, 2013)(Fig. 3). 2013 12¢¥ &% ¥ ¢
Ml Bzl A8 d3ES 45k 9T uEHe A
# Aol AUJrKSin, 2015). ©] AT FTFL 93 ThU3
A3 Z2 a8 AlYgro g2 Foju|Eo] A3k x}He] A}
37 A TSRk - HAUARD At 2A EEeial
ATk At AFE T FAY, ol B AlE], 7l 4,
A PHIE F2E, ofdo] WEAIM, Fad dEex2 afs +
gstal glom dovle 2ES MAEkE vlESe LVMH &

| A} 718AAE7E, 2= 58 AR dA]A
=F 5ol vixEo] UrkFig. 4).
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(3) Compagnie Financiére Richemont S.A.: 7}2ujol] &)
u|&Al S FX]Y (Foundation Cartier Museum)

7t2ud 37l &#® =Y I1l % (Alain Dominique
Perrin) 1980dthel] l&7e] A4S Basae A= 7t

2ajd] Auju|EAt AgS At Awke] vidS =t
Ao X Pe R Z(Park, 2016) 1984d 72wl dfv]<
TH(Fondation Cartier pour l'art contemporain)= 4% 3l
(Alain, 2004)(Fig. 5). 7F2u]o] AhulEAThe o&7 1S3
sl dojvlse] FREES AlEEA 72w 1go] A
dleof st Alzhe deEle D9l dEtar & 4 ).
19940= Ak 105798 71dab] 918 == o)-st
o AA A A= 7t=wl dAvjrledd FAYS A5t
% ‘2 (Jean Nouvel)yel ©J8] AAFTE AEE % 1200m’
yolo] HAFzre] wEEom el FHA ol 74
ol HAPFES A7) Ao s wAT F AEE A
A=A} ol HAAF7H §5482 ArEHY e 4
IFHXE B E OSSR Z2AEESC] gilsA

AR & YE 71EE ATNTIL A% AR Aeria

T2 2 oly

7t2uje] dojrlsAlt FAHAA 20049 YRtely A &
E]o(Jean Paul Gaultier)s ZH3I] ‘Pain Couture’ZF= &
AIBE MHEI. o] ArE Wos WE AFY A=2AS X
ghste] FEJ7F JI9bsE =20 HXE B0 Z e T
29} a7jo] AG 22 AF-S AXUA AFACTHMitchell
& Alison, 2013)(Fig. 6). 7F=Hde ddrjsAdd FAAS

£

=
Bof BP0l AfFEe dEH WS HET 5 Y= F
702 AQKHAN BAel WZE BAse) olo|E Agsh

At

3.12. &8 A2 H=: Balenciaga, Dior, Valentino,
Yves Saint Laurent, Prada, Gucci, Ferragamo

(1) Kering Group: &&IAJo}7} A H (Christobal Balenciaga
Museoa)

20110 FR|AEd daAoprke] g Thrtolel gl At
M uF2~E]9KSan Sebastian)oll W@ AJo} 7} HX] Y (Cristobal
Balenciaga Museoa)S 7H&3Itt. FAYL k-2 olglolH
7h ohd aA7|Fo 2 AREHUSH, dArotet A4S U
FAF AL A o 9 ERF 2 A Aol FHE
INES A5 AAG BAo FADL US54
AERE AFES 28 EF] 742 T A57KR1 ZEt
of=s]gtar ol o] AFolth(Fig. 7).

201249 ‘Balenciaga Paris’ ZA](Fig. 8y HeA|olrte] S5
Z71MEE vpR e FRpEel] o|27|71A] wRIAlokrke 4k
AF AAE 9089 AME =S ARA, EHnlel wWet 6
N TR R FAAEAE Aok sjdo)] Ag FEE A
Aleka siAAAlel Rl FFEE 712]7] S8l wRAA ot 7
HollM 7R en HAle ARUAeld Faor NS F
3 Hale RIS skl

(2) Louis Vuitton S.A.: HJ& FX¥(Musee Christian Dior
de Graville)
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t& FAYMusee Christian Dior de Graville)2(Fig. 9)
1997 =gk 284 (Granville)dl] /A= ATE FAQL =z

27k t]go] d7) AVIE, BT 35 A= A TR
TAHol dem 2015 tHFRlE ] F3t ‘Dior & Il 578
A7IRA 3k ARG AYE A=Al Ao

FADL 201087 7MS-AL AABE X&H02 N
#|$tth. 201013 “The Dior Grand Ball’dS 53 Ag]2%k v
=9 3, 7PFE3E fE B AR =Y 55 AR
©]aL &3] ‘Midnight Poison’°]2} WHE Z#H 25 B3l U
9] folske H4E HAFH(Musee Christian Dior, 2005).
2014391 Florence Miller7} ffElo|& e ARl s A
S HZHO=Z 3= ‘Dior, The Legendary Images Great
Photographers and Dior’, 2016 Ul-22] g7te] Y3} 2&
2 HOFE ‘Une maison, des collections’, < 201739+
k-2 AY 7057dE golte] tiztolye] #ES AEAl =
3= ‘Christian Dior et Granville’ 52 ZHAIE 53] &9
SR B olelg HAFHA] BHIlE S|AETE 53]
2 IthFig. 10).

(3) Pronovias Group: W E X 74 FA] YH(Valentino
Garavani Virtual Museum)

A AA B o] IEw olFfo|Bef F2 F == 7
A s 7IERADY AR FEE Ater] 28 TlAke]
Y 23w Tl Y] {2 3D ERIER TPHRAIY
(Valentino Garavani Virtual Museum)©] 2011 7] = Atk
(Fig. 11). FAYGS dA9 Holz 3k 19mX(eF 3300%)
TRl 7P F7kew FAl wel 7] AEE WHATh
19689 ‘slo|E A FE 20089 FH 19 wix|ut FHE
& 5 1003)7F He sdart o s Al 13 3008
o] Y& =&t 360% 3 oF AFETE Bgh tiRte] <]

A deEdold, Fuasel, AT AR 5 5,000
Aol W ARE ol 504 Al A8 HAT 5 vk

W= 7P FRGS el &g Zolz 2d7 35
 ZaAES ooF 72T} Menkes(201)E FAHe BE
3lazzt i BAHE=ESOA 7 tide] E Zlojzka sidith. &
§ o]z HlE T MES TRIZE A Aol

= e oKd] YARIG oS ARFETE B ERYS
FAG 20E Zeolgtal BHEth(Hong, 2011).

o]} Zo] WHiE: 7MY} FAIYS 7HEe] AEE 3l F
A* ARE AFEHEA YRR olFteld

i

(4) Kering Group: ©|E. A} Z& FX(Museé YSL Paris)
olE A 2% FAYMuseé YSL Parisy>(Fig. 12) ZF2
o] ghEjeh, w29 nlgAAlel 2017 1099l ol
ZH2 LEFCE AL T olE A 2o JAS 7]
£ ‘Museé Yves Saint Laurent’” FA|(Fig. 13)& FHZ o

I AMAE], YRR Z2AR] 5 WS o] olFle] Bt FA
ek g2 FAYL 0|8 A=} 29 FEV )R} AR}
3 Fol2 WEAL FHE ARGE BARRE ARSIA AER,
2008 o]E. A= AP & A AT} ARRAL T2 # 2 A
o] FHEZ olylo|BA Fo= FEYrt. wiEAA FAGS
gdErt I & FEZ A 9 B8 HJA, A, A,
XA, oFs] 7§25 2L SIth(Yang, 2017).

FAGAME 5,0000] He] o]B A Zefo] QE FE|E o
33 150,000 9, AR, AN, 2 Hre 3¢3) 8%
S5, bRkl 1,00088 5383 et 2500x ooz
AL ek Ak Qe 0|2 A 2] 2EEL T, v
=, 299l 52 B HAISEA derabdes X3 9]
(Lee, 2011). ©]2 A 28 FA YoM Tkt oplo]E A
£ 53 Axe] GAE gEur ElEE FHska ok

(5) Prada S.p.A.: Zg}t} Al v]&FH(Fondazione Prada)

u]-9-xjo} I}tk Miuchia Prada)e} T1d¢] F#Hel wHER]X| S
H| 28] (Patrizio Bertelliy= 1993 Deheold A n)&s 5
Yl vge] 9= et} AT (Fondazione Prada)yS A3l
ThMitchell & Alison, 2013)(Fig. 14). 2011'd ®WU2 23}
ARG 17A4)7] TS Qddl] aFase FeA iR ¥E
njeFo 2 vl 2015 Zalth Algk nlgeto] QZ )
A B Al 7199 ARl AAS oiske AR H E
32 (Rem Koolhaas) HEZ E ‘OMAAZ} ¥t}

g ggoin Azl FAES] B3 Eilgrior 74
H o] v IARE ol FEe diEd AEstaal, v
SR o} Jsit, mAE 2Ea FEE V1R EE T
dsl] thget Feje] EslAkE A Uil dska Qloh =
g o) Al FRIGeME wd 23] AAIZC] dd) &t
E9] ZEL AAFA(Fig. 15), 152 Fd3] 93 &3&
I AR, vt gag 5o AE A5E ARt o)y
& 39 FFolle 2 TR Hlgo] A FHRT AT 75

T

e Aol A= Sl oe FolvAE
AEI AL o 2R 7IRE ERCA 3l BAE 3)2ER
g =8k Sirh

(6) Kering Group: 7% A4 (Gucci Museo)

A FAGS 2011 7 sk B 90 71 sk
A= ATHFig. 16). FALE 4M9] Aejez FA=] glo
o Hrl Aels AH3 22 272 Jus Jdshe &
22} 9= (Flora World), & ‘G’239] AL 7|231= 23
tyok(Logomania), %% 7€ & (customized Cadillac)oll A F-E]
i ANE T 7P Sokshs HAl=g wE #ME] o9t
WA, PR 9] AR AlE BEZAN JHE 4 Y
o] A HoiltHMitchell & Alison, 2013)(Fig. 17).

=gt} Z|ol U (Frida Gianniniy’} FQFsF 74 FAGE <
At AP ks ko AR ghee] HAFE F0E, A
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7 A B
TFABRAEE AP + e F= b= k29
oFfolHe A {7 BEEN FHiEe] F7- A A
3}32 9121, ¥ (Francois Pinault Foundation)A&t=} 2
S dlertee] Y olEAEES 5 HAE BaE
o} olo} o] A FAIYS AAelA AR & Alwet
o] zpAke] A|EF Au| o) tiet T7he 2 AZAEe] IAFA

L5 =03 Stk

Table 2. Analysis of luxury fashion brands museum

(7) Salvatore Ferragamo Group: ¥ #7152 2] (Museo
Salvatore Ferragamo)

AutEd ##7tE FXY(Museo Salvatore Ferragamo;
MSF) 1995, A9 ol 11d7h s AxFsie] dxle 9
AAe] vy #HZY F# (Palazzo Spini Ferroni) &2 |
ak= G4 - o]AslAkFig. 18). o132 12890l Aoj7l ¥
Al FAle] AEE A AR 230 Al AU
2 AR Q) 13ollE 7, A=, AR, FAE, A4
A o= ARE L, 252 FAIYCRE dulEd HEHre

Luxury brands Museum exterior

Exhibition(art & fashion)

‘J'aime Mon Carre'(2008)/(Seoul)
‘NNNCL & MIXRICE'(2013)/(Seoul)

‘La Maison des Carres'(2015)/(Seoul)
‘Monment and Eternity'(2012)/(Singapore)

Hermes
Fig. 1. Promenade Museum(Seoul). = P ==
Yeom(2012), p. 43 P
> Fig. 2. Hermés Museum(Singapore): ‘Monment and Eternity'(2012).
Art/Fashion in the 21" century (2013), p. 292.
_ Frank Gehry, la Fondation Louis Vuitton(2015)
LR
NK GZH
NATION o
Louis WESig VUITTO
Vuitton Larchitecture
! . N b, @RB
Fig. 3. Foundation Louis Vuitton Museum. _ QN ;
www.fondationlouisvuitton.fr. Fig. 4. Frank Gehry, la Fondation Louis Vuitton(2015). www.fondationlouisvuitton.fr.
_ ‘Pain Couture’(2004)
P—
Cartier
Fig. S. Foundation Cartier Museum.
www.fondationcartier.com.
Fig. 6. ‘Pain Couture’(2004). Art/Fashion in the 21 century (2013), p. 271.
_ ‘Balenciaga Paris’(2012)
Balenciaga

Fig. 7. Cristobal Balenciaga Museoa.
www.cristobalbalenciagamuseoa.com.

Fig. 8. ‘Balenciaga Paris’(2012). www.cristobalbalenciagamuseoa.com.
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Table 2. Analysis of luxury fashion brands museum (continued)

‘The Dior Grand Ball'(2010)

‘Dior, The Legendary Images Great Photographers and Dior'(2014)
‘Une maison, des collections'(2016)

‘Christian Dior et Granville’(2017)

Dior
Fig. 9. Musee Christian Dior de Graville.
www.musee-dior-granville.com.
Fig. 10. ‘Christian Dior et Granville’(2017).
www.musee-dior-granville.com.
Valentino Online
Fig. 11. Valentino Garavani Virtual Museum.
www.nytimes.com.
_ ‘Museé Yves Saint Laurent’(2017)
Yves Saint
Laurent
Fig. 12. Museé¢ YSL Paris.
museeysiparis.com.
Prada
Fig. 14. Fondazione Prada.
nvogue.co.kr. Fig. 15. Trittico(2015) Eva Hesse's ‘Box 2°(1968). www.vogue.co.kr
Gucci

Fig. 17. Logomania thematic gallery, E‘vening gallery, Handbags gallery, Flora World
Fig. 16. Gucci Museo. gallery. Art/Fashion in the 2I* century (2013), pp. 300-303.
www.gucci.com.
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Table 2. Analysis of luxury fashion brands museum (continued)

_ ‘Ever After: A Cinderella Story’(1998)

_ ‘Greta Garbo: The Mystery of Style’(2010)

Salvatore
Ferragamo
Fig. 18. Museo Salvatore
F;“agm°' Fig. 19. “Greta Garbo: The Mystery of Style’(2010). Yeom (2012). p.53.
WWWjerragamo.com. _ “Secret Archives’(2012)
_ ‘Fashionable temple with soft shoulder sand’(2015)
Armani

Fig. 20. Armani Silos.
www.vogue.co.kr.

Fig. 21. ‘Fashionable temple with soft shoulder sand’(2015). www.vogue.co.kr.

_ ‘Emotions of the Athletic Body'(2016)

X
%

P

Z 1% oo W Wist ofrlo|B e} &)
© = 1929004 19649714 HE 7k 2
5709] "ol whdo] AAsk glow, HE ke 759
39S A AR T glo] AR ERSte] Aol
F A AT 2 4 Ath(Ko, 2009). T3k =9 A
A B FlE7ERe] SAtel] AFARRIF A Fo] HitEo]

@ n;z Jo Lo
ol el -
EO\-J J

)

g

o ¥ BN & 4
18 r

o 2E| ALE 720 P2 AEASNA AR A
o AAsE] Sl 2dvith vl glen, ol Tkt Al

& 7190 2ZA AGAAL E E3lAe) 7]od8lar Qi o]
o 555 A4 oR F3lrE 719ske AR FAYS
A AFUA A FZEe 2 A wisfF7F = ATt

AR B3 28 de @)X (Stefania Ricciys HAAE &
3 At dEpiR Balse] <ddhg ddalaral a1lom
2AF FEol AU 7P F8% fFelH, 24FL I
g7He] AAAE o, sk E MRS F9oR W
AXFIE ZARteltar QESth 8l U2 5 #2471 (Leonardo
Ferragamoy= RG] AvlE sriRe] fiks 712 Ak
S 8A BESAL, HEpie HAllse] HHS AlFete v T8
3 kS aelar tial A shtk(Scarlett, 2015).

1998 “Cinderella” - #H2p7tR 757} 543 ‘Ever
After: A Cinderella Story’E 718 &A= st} 2 whof] g3},
¢ A Sk SRS AlddEE A54es &8st
o] ZAAJsI4TE 2010 ‘Greta Garbo: The Mystery of Style’
12 HE|e= YJsigel &S o AhvtEe FEpie B

zo AE U3tz HAFAthFig. 19). 2012 ‘Secret
Archives’ & vl @ WZMarylin Monroe), W2 ~EH

<

L

(Mery Streep) 5 2]+ ZEFS0o] MR #HE7iR 28
of tigh mitjo] HAIGATE. ol¢h o] AmtEd HH R FA
de 2FFS dFEstet FEte] AAlste 54 HolH
2AFEE AT B0 2A HESHAE, o]F tHHA e
st st sdske2 2l tRrt demsr|de
ke 982 sl JtkJung & Ha, 2016).

3.1.3. AhE YAz Ba=: Armani

(1) Giorgio Armani S.p.A.: =27 FX(Armani Silos)

olZrhE 2015 ‘of2n AFJE (Armani Silos)’ ©15-2
2 50dTRE ARSE FE AFAE AEES A FAAS
NBYch(Fig. 20). ©] AES gupEshe o 50005 #2, =
oF 6009 Y& ol HETh 13608 759 4 =l A
407 o FEE AE e Ao WA FUTKSIn,
2015). 7HEPALRE ofZmie] 40574 71degAte} S oHIE
2 ofZmly M| FHELVE qllon T4 22y PAk=
ofZrlE oM F v SiuiAEE dwst 2015 Weke
Az BAF FAlO] dehe Ao 9 o vt

N& AA(Fig. 21)ye vl 7K FAZ BFHALH A}
AME HolF= 6008 23t 200702] AFo] AU T
Ag oplo|HoMEs 22X Q. ofZnp oS s I+
e F UEF NAAR] opFlo|E F AAIER] R 10004 H
of A ozt 200001 7FA]9] HAAfE] o]mlR], 19] 2
2], HlaYd =29, B, A v, FupEl 5 A
AlaldTt. 201639+ Emporio Armani st tH4! ‘Emotions of
the Athletic Body’ FA13]E M3 3= o2 ARSI oF
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=R FAYe AAE B TRl B U ool
B2 A =24 A ARE AT 5 HA=

olel frgel HMe HABAESS] HAAS 9% 2 A
AEKE & ) 1% FAsle] Table 29} 2ol Helsieich,

32. BM2| IMEE SXige] g
2 AR BAE FAYS AHRA % 4
HYATE v M APEAEe] AHE2 FAY

o] e AR 2ol Fig. 229 Ut

W, Az 2 A7E F HA[YA FARKEARRIL)
2 AR oA AFE AT IS st 1980 o7
= ZIesalel ofjh Azt Adule] s}, Aol g
o Wz}, Azl ou AFel &, T2l o mE 2E A
FoF 255 Fuiol Hspr] flsliA she-aFAdSs e
(Korea Employers Federation, 1987).

sk FAYS $9ohe BN sdua=Ee) B
2 7719017 1009 o1 ® ATe fAske Bl
E2 ARt AFES Tl Lol Wskx A B 719A
71k Slel ek BAYS e 2 o5
& HsIGot HELA FA 2 AT ARE A
S =BT Wil o BUE HUS =3I A
A4 SHEE sl Ak 2 A= ol=vhi= 2015 405
st sk RAYE Aslel st RAE ek
£ ot AfQH oblolBg FRE U UAY oplol
B g AASIIT 4 BESA Sk HUEE
oAl AT el B3 gk wRlElee] Y RARS S
Wojst ARE TR Ak

A, 374 $ozMe APHIY FHoE HAs 3
Hlshs 43S ). Schmitt(1999/2002)= AFPHAIE
o= 04 B3¢ 242 oloplasink. APrHAEL A

d

Type Art & Fashion museum

Hermés Museum

o) 543 st 27 A, AAH B9, B, WA
T8 Ee R TR Slnk PRk 2HRke] A
ZHIE 9 Y92 ARk TAER] A

o] th=2tKChoi & Kim, 2005). & °]§=
Hae I8 &8 a7 2y u].q_ =3
gtk we AeAEe %
o] Aol FE3HA HATH il% %{Hj: o]
A5o] AR ARE Shes WEel, /1Y)

o =
[o o of

ol

>
ol
d

=

‘.

“r
<]
lﬂﬂmr

r
l
i

éri“%—{ﬂ [l
of I
i
EF’FOE R
OHrlo:{nH o
ml N Hﬁ‘
mloi 2
b
we ==
Fo 1
MR

i
ié%

(3
—=
rlrfﬂLﬂ
19
oy

X
by
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ﬁmlm
2 o
=
K-S
> N

N

2
ol i
ol
ﬁ
rﬁ
iy,
i
i
>
re
[>
i)
2
kd
)
¥
krl
s
Hir
o

fF 2 1 O oo & O i kool to =
L™

i

'H—:—E}(Klm, 2005).

Z]‘ﬁ% AR o= oW E7
U fA 2Ol B 9
Egolu thE Agelee] =4

ko [y
< oli
My 2 ﬂ?

E
JE—r’
L

}\LH}_ Egﬂ
o AR

}\

l_. =
2 WEE 2 AAR = AR ZRelth. o)l A7) Eow
AAL 5 Jobe e 1o B B3, BAL A

-l 91%% £ goFr}, ey 4t
Eorozx 97
Alofol| ] 2Pk AlFATE Exlel gk Fujels-g B o=
e Fart WA =dck aejste] Arge A wow
AAGo 2N A = AW dlde] 2 I} WEge Al
A W oAl 7IdEe] ARl BAEE P8 AXskE
EH’%H%* ”Xl%iﬁi a2 B B_Leg EI%%EE%I S},
S

°ﬂ7ﬂ Al EH“L "—‘;%0}1 XJ—T_L?& s 753}1%} gk
(Mikunda, 2004/2005).
A, BAE AFUA A FEog AR F HRteld A
A2 Qe HAle ZH A%S gt} Hooper-Greenhill(1994)
W5 WM FAG 7P EH o= ARgshs 7R
= F 79 f3¥e] =t i dAlelH, ok

I Role of fashion house museumsl

Classic Luxury Foundation Louis Vuitton Museum

brands - -
Foundation Cartier

Christobal Balenciaga Museoa

Modern Luxury

Musee YSL
brands

Gucci Museo
Musee Christian Dior de Graville
Valentino Garavani Virtual Museum
Fondazione Prada
Museo Salvatore Ferragamo

Contemporary

Luxury brands Armani Silos

Fig. 22. Role of fashion house museums.

Provides references to the fashion
industry professionals and
researchers

Differentiation the brand as means
of experience marketing

Promotes the brand and enhances
brand  communication  through
exhibitions of the founder and
designers

Archive the brand's design and
builds the brand's history as a
means of storytelling marketing
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Fol Qlold ThE AR Alel vlms) 2 o ) oAl
Az B A2 dEel TV ARZoE 7458 v
ula) e A ke ew dn, te A Aguast
WAoo MAAE B Ul vs) AN g @4 43

FANA Bolx, i W9)e] B AFFORM 1 F0H Al
7gel Zh= Aﬁ tiEo] A4 AP slo] 2w A5

< 7HA ke Aol Ut ArAY mjAe} T A4S zhe
ok Aaker(20052006)= o712 22 g AH|20] A|Fo]

AFel tigh 1o 5-g FH4IN FPoR HA WA
Z ¢ Juia FelEA, Ax o] Aiolu A 58 AT
ke AL AoA 2 S HojE ok WIlaL ¢
o}

P2 FAHA = AFUANA FEoz A &
ol el theket HAIE B3l A" FAIR] 7o) BAE o]
nRzdolgls PR A HAS tslal Qi) A& 5o
olZnmpe] 74 3 *“XP*OHH AAS grlsle ArE
Aoy glom olH A &L 20173 ZlFHlold 3 Far
o|B A 2 7Ee ZW:@E Ar ot e FAAe o
&, 9AL o, 3 T 534 7150 3E AZS g
719 FRASFA et FADY 7sd AE8S 7Y
ZHoR Aud = Stk AL 7lE, AF AFES B3 B

A= 7S FHEkaL 719 optel B B sjAdake-se] daE
#elshs TRIsolth webs 719 PRojERE BAA 7sH
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Aske-2 FAYe R TAMYEE
JA), 2229y viAY Froza Halzo] txgl of7)
oy ¥ HAE s|iEE 75k 982 Itk Kim and
Jang(2006)= EA= AEEPE ARFEC] HA ol 9l
= 28 %EOﬂ HEAZ ol sl A=
AA skt 1 O|ZHE] AAlut

%

:

SERpBEEE 1 U= FANE BAE Auelds
9] Fa3 olglal oJolr] A UYTtHKim & Jang, 2006).
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o) RAQL leaEe] 24w A, oA gelel S
A, 32T AEAES TR WA B

UEsE 2z Base) onNE ek Fal Adsle
3 REpel) Flefske olnl XS Mgl v,
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