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Effects of Artist Collaboration Exhibitions by Luxury Fashion Brands on Consumer Perceptions

Sang Hoon Cho and Hee Jin Hur'
Dept. of Fashion Design, Konkuk University, Chungju, Korea

Abstract: This study investigates how the characteristics of artist collaboration exhibitions by luxury fashion brands
influence visitors’ brand perceptions. Specifically, it explores how three key exhibition attributes—artistry, com-
merciality, and consistency—affect visitors’ willingness to pay premium prices and their awareness of brand value,
with flow and engagement serving as mediating variables. Grounded in the Stimulus-Organism-Response (SOR)
framework, this study considers how exhibition features influence visitors’ attitudes, which in turn shape their behav-
ioral responses toward the brand. To conduct the research, a survey was administered to 200 male and female con-
sumers in their 20s and 30s who viewed video clips of artist collaboration exhibitions by luxury fashion brands. Data
were analyzed using SPSS 27.0, for descriptive statistics and reliability testing, and AMOS 27.0, for structural equa-
tion modeling. The findings reveal that artistry and consistency positively influence both flow and engagement, lead-
ing to enhanced brand perception. Conversely, commerciality has a negative impact on flow, suggesting that overt
marketing elements may detract from the immersivity of the exhibition experience. Furthermore, visitor attitudes
mediate the relationship between exhibition characteristics and brand responses, and this effect was moderated by
individual levels of artistic knowledge. These results have practical implications for luxury fashion brands seeking to
enhance consumer engagement and brand equity through art-based marketing strategies. This study provides valu-
able insights into how artist collaboration exhibitions can be effectively designed to foster deeper emotional and cog-

nitive connections with audiences.
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Atk ol F3l dF Edkgate HEY dAUiE AN B
Alol] ARglom Bi=o] ARIH st w314 7S 7
2319 TH(Yoo, 2024). TS (Dior) & HEZE ulE-3o)A
OlE]~E m= FMarc Quinn)d FAT TS & ol A
£ g, d& AF gAE e BAIE SEM Aol
A 2 AL AlestAthBhola, 2025).

ol Felrdoldw HEE A3 Aol Ady o) F
224 ZAMT) ol Bz AYE i ARYAIA A+
(Shim & Kim, 2021), o} Zz}rgo]xde] Al £4(Ahn,
2021) 529 A7t o]FojH T E3h, YA Balze ofE F
giEgolde] Bale ojnx]d] wX& JIS AFsHH(Zhang
& Song, 2021), 578 A =i HA=9] olE FejH o]
A 54 9rE A9 EE A97F UthHKim & Park, 2020).
A Axel AEE A3 drEe A g Has A
Hgo] BAE olu], Hx, TR mXe dFS AHEY
(Lee, 2018), BEF HAM=o] mjed HA] A et A+
(Lim & Kim, 2018), Al AY 2471 A89 i Feai
2E09] ALgAL AEE 7N F7hbol et At FIYPE
THKim & Lee, 2022). #dE HYPATES 1239 S o,

ol FElR# oA A dajel st Ztzke] EyE Fof
ZA B AF7F FE o|FUY. Park(2023)2 22 WHE
A Halsel k= dn) d&rie] Fetrdold I ATE

Fgsiglont, AF AeMs ARl 2 F3S AHER] o
ol Ao FA A ¥ AuRe Aoe dA7F AU
th 2 AelMe gAe ] Halse] ofE miAlY F o}¥
2E9te] A3t AN E st o BAS ARzt itk
ol AE FEtE oS AlF A, FAL, HA T ohds B
HE AN, AAE ws] 1Y dFdes Boge As e
o] BilE Hdla} olg]AE A|AIfo] T2k ol o] 4]
o] A Y ded ARs feste 593 YIS
2 758t & AFe oz A FeErh 4HAp whgel W
Ae AgA-AEE gl FHB, olE|AE FepR ol
AXe 295 dFHoz st st

olof & AoM = A=-f+7]A-H-&(Stimulus-Organism-
Response, SOR) °]&% Z|g&3lo] olg]2EV} 3l Mg
A HaA=o] AX EAS A= 821(S)e2 AL {714
8200 #AFA] =St ¥ QQI(R) AHA ] whgo
v QS EIstzAt st SOR B 2 tAg A
Alet 294F Bl e EMeke = d] 285 §

o

AR % ole, 53] Pz BAs AN o] A ol
2 o] 248 AL, 47149 WA kgl BAs g
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2.1. M3t olEe| Sek=iolM

dAdle] dlee A8A, 44 T, A, YdAdel=r
= MR $4S AvH, olFA ZE ) o
el mF A} AgEle] HA
(Suh & Kim, 2013). Z A3}, Hld&2 AAHAHA FAe] 4
%ol ooz 88 F USS AR HE A A
HA=EL AAIE B8 Az, AlA, &4, Rish nle) /g
of tisle] HEoluA slar sk HEHe) AJZHE 2o
B2 S &8sl s ke Hdshs W2 A S
A FFEE LISt k. oA | dle] AAELS Al

=]
e 30 e TA AZE 53 BE4S B0 o)
9% Y Anolw gtk 0% Fal S e 7 B

o

AZF FA 3] Hol HFAoy s|add e AIES] 7t
2o tigk S thA] s o] flste] FRAY de
ol d&dl(artification)s FFH oz 4833 UTHKapferer,
2014). FAE] APge] WskE o 719 A9 fAE QlE
Mg A BlEEo] o=3E Aesia e Alolth. gxg
il BAEE9] d&s) S5 5 149 AYd v9EEE 3
A717] flatd AEL AnAES AxsAY H SHE
zvele mAE Y gEA]] 52 olE FEhE# ool
23t olE FetR ol tislE AHRES] &5 RISt
WA opdet g9o= g o, 715 T F4Y Al
Foll digelgts AA 848 A% A 7HXE 7E
o2 AF 2 ol 9ulE AYA Fth(Kapferer, 2014). ©}
E Zgirgoldo] A8E AF 2 2 THAA 8+
AEE olFAUH, &HRte] =g} kel JEke rXith
(Jang & Park, 2012). 3|4 BEa=o] tjofst olE FejHgo]
A 5 olE|2E FEpRyold HA 238 9o JFES
A B A} gt
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2.2. SOR 24l

SOR Rd2 M= the 34 A=o] ARte] 7174, 1A, 3
ol PIX= FEFE skl dSshetl AREEH], AFol
o A=F(S)ell =22 W FFHA HER)ET W 7714
olxe] Wakoy} A rke 2dlo] A|AEATH(Hahn et al.,
2018). T4 84 F A= 802 JIRIS S o o s
THe] A= ouishe abAds AHse] te A= 2
A0l 7HR1e] WA defol] @2 PIXITH(Eroglu et al., 2001).
717 212 i1 WA AEE ovlei =4, 1, JARAH

o

P& Tol XTI, wkg 91 9N ] A= {71A
A ARz dofuhe W% wheS ovish AlelH &

£ P57 3ol EFEvKSherman et al, 1997). wbA
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22.1. AF 22A(S): cl&A, AU, 934
A Afele] WA Aelel]l FIS vXe 39S
ofmjsled], AlgelAl 9IS F= 2oz E8F IR
g ofdg} Az, A7 59 beks 8c1e 2 AR th(Eroglu
et al,, 2001). o]2]st Weo|x] 2 Aolxe Ao Wh-gol
FLS HAE olE|AE ZetRgold HA] B4 &, 4
a4, LS AT aglez A
SAoldt & Ul olERFolA nhgel Zh5ofol sh=
12 54E 9uisiH, dleEe derte] AR o=
92 24, 53493 FARBITHKang, 2017). A2 HA
Hes oo RIZEthE 3923 SA40= Qlste] 4Tl
ket g ARIEolERE HIdS: wolgit), oo 24
A BAEES 2AA Q12 sfaE 918 o|nx] Walz
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oA AAYH oz HHols HAe diE T AdE 3o
U HilE A S cdedsEe dgeg, odeds s
2A E5E7 HAEe onAE Wrh d4stal SEsHA 4
IA71E = o= Uth(Kapferer, 2014).

FARE AAA ol F8AITRs 54 9vlEi, 714
AQ =got 7o BdS dAsk= MdoZ A2 AU (Lee
& Choi, 2023). 3449 &AM 3| A= AFUA A
x5 sholth. 54 Ftel| i LHAE wiX|stal HA|
£ 75K wrR el Z34E o FH sl AMALE TrEs #)
Ao AxEolH(Jang & Yang, 2011), T2 AAE FA<l 9
A sk s RRle] el BAlE oln|x] 5§ Y
7] 91l E8-E) ol gt ol fE ;WA WA ddF 54
QEEdA Bo} s WAIAE AEE F U3 TR
o HEE YRE T HAY AR oS
3tk AN B BIREE mEes A AREEY
B 39007 93-S o|&o] ¥ 4 v A 2], Hxdt o]
TS FrTE HodA vl didde] H7|E dth(Ye &
Yim, 2014). ]2} ##Esle] Jung and Ha(2018)2] A A
AA Eds H3lo] B3 A AX] Ed=e] EAow A
AAS =E3193, Suh and Kim(2013)S dtid&e] A4S
A2, AAA, A, Ao R ERSed EhdE HelY
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2EAA] H A E A4 (relatedness), 7 (relevance),
S H A (compatibility) > 2 AFE-F]Z(Ruth & Simonin, 2003),
A Aol e A (fineE AM-E71E Sek(Shin et al,
2011). Bal=o} S AF] dAAol SIS AR}

(¢3

o
}O{Y
L4
oo
o
ofN
N
It}
N
d

il

S AS3IAMI(Lim & Jeong, 2014),
o &7 Aol ollES) 2EA 70

o o]IES] The 2014 sk TS 5
A THShin et al., 2011).

o
=
oX %O

2ol
ﬁ
tlo ogr. {m
>l
H
I rlg =
oy Y
TP 0

B

sl
8.
r [}
ol
3R

222. f714 89(0): Z2%-, AAIAHE

F7AE o SPoRRE fdE AnRte] ohdek 8Al
1H3-S ou|gtck(Manthiou et al,, 2017). §71A= 229 A
A, JIAA s UERlH, A=53 vhg- Atole] wizf g
< ddsltKamboj et al, 2018). =, SOR =4l #7]A)
o sigshs 2 A wkMYk ofgl AlF|A wkgo] o]2
7I7HA] Q17ke] #1732l tigk BE wkge] 3k 5 qlrk
(Lee & Hur, 2022). &2 9] gl=o] dFsle E2Z9(flow)e}
AAO|AHE (engagement)S 714 82102 HASIAT]
Z292 1S] Il mEt B4 ol wEEe] thE A
s Y 1 =7k S0 SAAY B8-S oV dtH(Ghani

& Deshpande, 1994). Z29%-= Algo] ojudt &5-S 3HA
s
H

l

7kl Ao 2 YelPdth(Pine & Gilmore, 1998).

L] BRI oleAdst I vkl E29 A7 I
Z A9EH, Wu and Park(2023) ojym]o]A o] ult]o] o<
24 B B9 EAS AHE A7 5 d&F dA W

H
qe a2 AR ARH EAGS wolRn ExE B4

AR
Yol &k A5 B3l WA 5710 dede Ao B
of frelgt IS w2, B AR ool 344 IF
< PSS RIS F cdeAde AR T2 HHA
FFS v Aolgl dddd & ok AP E299]
S FRlet Al mEw 7P Adddel B4 14E
FE B9l Welhwethe 2493 whgrINE o2l ZAske
(Xu & Ahn, 2022) FA7} d&F] 24RO AF S5 T4
o2 7gHAS o, FHAE A olYelv EY 80l ®
71A =9 ol EYFES] AR o]ojd  AUrh(Lee, 2018).
wEhx] FgAde] E2p00 FAQ dEFE v AoE o]
Aok YA 2290 A3 A7-E AvEd, Mg Hal=

of gk 714 AXAL aF Hal=o]
Alell, 712 BA] B a4 =Yl
ZItHMin, 2023). Shim et al. (2011} =
A= R Aot ou|A] 7F AAAJo] Hale FA o
olghs A#E =&t mebr] IR
o] ARl FFE vE ZlelgkaL ddtitt ol E
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7H1-2: X e] AFRAe E290l ol 93 vE Aol
7H13: Al o] AR ER290l o] Y vE Aol

AACIAHE = MZ- AFUACIA 734 mit]oie} &
H|zpe] gojme] sl v Alde HaE 9 Fl

2 ] FES W T A7t ookl slXo] ek
T}, Malthouse et al.(2007) QUAICIAHEE =9} ATE
o] FEAE0] TAH AM ARE e AR A9

_O\L
H

Ephron(2006y> ~8210] ool Abd 2702 2gapH
|27} minloo] EU& AX HHE Bl P53 YRS o
ek =gty At B AFolre] AAeIAHE:S &
A AAE Bl e AMA vEgE 34, a8y B
AHE B o Felze] i A& EY XA e A

2 Aejsitt.

Lee(2018)9] Aol w2 s HEF B9 AA|7} AH]
2 Bz} oozl uxj= Gl A AellM 2LBA F
Aol & HAAZE AANHES AH Fufoze] F2)3k

GFL VA Erke 2S FESkT 2 Weeld, Huh
R S

TR oH, A7 e EYA
QIS MHT SATHChoi & Yu, 2016). ©]S HlEo® A
Aol Amdoz zepils AdAde &
B2l g3 v Aot} AR o] (congruity theory)oll
A FarmA| 9} FATF dXEFE B
AYE FXINTIH AACIAHE Ho] G
LR THShamdasani et al., 2001). A2 A Bal=o] A
Alox1e] olE]2ECL HA =9 on]x] YRGS A7 ] QA
oA HE. go] JFS wF sleAel Erial FHEislth =

=3 7HdS vt 2k
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7V 1-4: A e AAlIAMES o] IS vE
7P 1-5: A ] AFRAe AAlIAIHES o] FFE v
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223, ¥k QQI(R): ZEH|Y 714 AEoA}, HAE 71|

Whge A7) T A 919) R el HFAL
2 Uehke Asht 7ile) e sinlai. ol 9% A%
2 W AL RIS 28 AR Aske WEoE el
G, A4 oAs 4 EHe] F M ZRe Ty

(Feng & Jang, 2024). & Aore= HHe- g@Qloz
71 ABLALet BAE 71R] Q124)S wHHSFE A szt
Eis=y

Zu|d] 71 AE i k= Het o] o]oE WA=
7ML R AFES 2 7R oJsle] FEE A TS
Z3038t 7z olgr A 9)sl th(Barone et al., 2000). ASHIAFES
4 Ba=o] AFolvt ARt tE Ba=o] AF F AH]
2 v &2 F23 7RIS Adrks AL AT 9, vEa
zu|q] 7S AET 8271 A7t} Miler and Mills(2012)
< A AdellA ZEjuld] 7H AR Abe HESel YA
T AR EE AL o A|RE, ZEn|Y) 7H A BAE FEA
7% 8 8%l WIS ) ol T FYE AlF
< e AFEH 2PEskE HARlIE 7S vERRH, okEe]
SR Wgo] AlFel tist el 1218 Eo Zejrd vt
A A& =Y T Arh(Yoo & Lee, 2017).

E299 zEuld] 7H AEAeE BEE dAFolA,
Lee and Han(2011)2 A|&e] olE F9)& Fot vy whg-2
A=) AL QB Zxste] AL AniRte] e
Folet EYE eal stk AF B A2 tigk A
ZH 71x]9] Aol & 7HAC] zlolE RMELL, olEE 83}
2| & Aol HIEle] olES T3t AFoA A2 A=
A =7 AzFsl2E (Hagtvedt & Patrick, 2008), 71t 4%

=dozn Zan|Y 7k AEJALE 7FsEHA THet F,
92 An|Rte] EQS o|THA Zen|Y 7HA 2B
2R J7HE SAH O o]F F AU AAKE Lee
A=) FHAZE LHAL BjEs) ool w
of PX= JFS FHEIHA AACIAHNES] 24 &3E 7

2

o

Zait. ouAl F4 ANE Fal W4E 24 B
2 SlolHE Heke 2ulA Hwsh I A% oAkl 4
ol Y vAE R0 Uehdth olejst Eog vigos
chew e e mEain

7Hd2-1: A9 E2E 2ZEue] 7H AELJAl] g
FES HE Zlo|th

71d2-2: A9 QARINHMEE ZEny 718 X &9l
Aol FEgS mA Aeojth

Ho] ol nAEL A Eshde SEMAS B3 ALE]
T8 A FHo] &57 nHA"A, ARAR sfela d&o]
= WWHE Fl Aol AR &L FEA F FAld 7]
Qo] olv|A] ALE 7HE HFF nHEoRE [AgE 9l

BT TR gt daldtella] Hale 2k 7)) H]
53 T2 A Hal=e) Hlaste] AN £4 Hal=e A
F 7Y St FUHH o R AEsaAt ke 7EXEAL S8
thSimon & Sullivan, 1993). Jang(2015)% G4 &<l HA=
olmlz] g2 A=} EYL Fa olFAZInk siglem, B

W= AL, A, AFEs HAE ofn|z] AL o] o

s

i
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P3s Tk QAIARES Hale Bixdd I
HX|aL, Yoyt BAE HEs Fujowds 3% 43S
B9 om(Sung & Kim, 2020), Kim and Park(2017)& tA]
g AlolUR| <] QAO)XHEY} wjA| El=e} B3 Bl R
3840 FIE vHIths S AFEh AYATE A
B k) o), ZE9 QACIAHEE BEJE 7] Q14 A
Sl A1 Y mIE Aot dldsie] vt 22 M E
A

A3e.

tlo
o
of
i

ﬂJlO oo

P23 AAe] B2 BAE 714 Q14 Be FFL
w3 Relet.

7M24; 2N QASIAREE BAE 71 Q140 Ao
JFL v)4 Zole.

2.3. Hl&=X=

d &SR Z(art involvementy= ol&o] gk X4, d&s &
t =8 502 Ao o (Chitturi et al., 2008),
59| kel Eslolls Fod7) o] FoXHA dEeH G &
oM olg - TS Vgt oY FRES des A
A2 sldg EAL AES T W slFe &40 U
tidoln msky wks-g dOo7|A sl 3FTtH(Moshagen &
Thielsch, 2010). FFu|t]o] o}E AAle] #3} Yang(2014)2] &
Toll 2W desA Tt 2 FEAL AA] 3 vAA]
£ 4 o] Ak, A 24+ sl = =4 vERd

t}. Chitturi et al.(2008) GA| &A=t 24 W3} &

%‘ﬁiﬂ‘
i

H] HlEe] e Foa sigieh. olo] ek FAe Ao 5
o) thel B gL o) ek A weE 5

1 Zoleh Agsiel thewt e THae AR,

743 A Ae] Bel

desAedd weth vE Aot

o} gl mAE 9y

flo

3. A7EH

3.1, NER=E
2 A7 g A4 Base oEiE ¥ AN @

Fig. 1. The stimulus of study.

B2 B= 5wk dofiy] 28] HA
(Bvlgari)7} X133k ofE]~E ¥ AA]
B A AA AA 7] BYE AEE AFs] e
m, Balse i ASEst uhee] JBe FA S o)
Qe B vl Be 9 2= BE A 2] A

3 AR Auaisint. Ao HA] FAL sk
ARE 7] Sg wEh oF 3%

of

A B Byl
2t

Rl e U

4
U= Asioinh. ASEe] BddS gushy] el s A
TAF B IRE AEF 3019 AR B7EE SR A2 A
B e A4S ARt B9, A AR &

3
A%k FAG 2719] 2017 2092 IO AAEALE AN

@ A3, AF=o] GMe) BAkss) ofEsEe] Fehuelold
AL AN F e FRD 8T BARE ATche
A2 gelsianh. 48 ol Y 9¥e AP 5 4 2
o] ehaieint. %ol A48 AN AFE AAE Fig 13}
2,

32 E¥E7

gajg) o BAEe] ofEAE | AN i Bk
3-8 jolal7] 93] SOR 29 WA g Agssen
ARe) dezAwe] e 2AFE Ik 2 Fl8
At B A7 olelnEs) Ha Ay 1

Fa4e sote] Slslel B HAdT SHETE

4 $84
7k g Ate] wigte] sl gsioinh. A 5491 ¢le,

A, €x)14S Koslow et al(2003)2+ Lim and Jeong(2014)
5o ATE Fasislon, AEd g ek F29-9
ol HELE Lee et al(2022)9] AFE Fusle] 4 2
RSy, A whg 24 FEQ1 Zn|d 7 A=t
9} BA= 7}2] €12)2 Park and Hwang(2015)2] 7= 3t
39, dEsAzed et F3L Yang(2014)0] AMg-g

< B Ao 7 gk g nekste] ARgeinh &
oA AN BE B2 5H YAE AR SAHHU

s
=}
ki

R o [

Hir
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ZP? e 8b7] flste] Hz 5d ol gMz] sid B 0401 14599 (72.5%)=2. 7P B2 WSS AA sk lon, o
=] AF o Aol = 20-30009] HY AnAE i o2 theha Ask 237 (11.5%)°] 7P =30t A0S duipe

o= XA ARJAE Tl 22 Avg AN 2} 10078 (50%), FE2 267 (13%), AW 2/71%2] 257 (12.5%)

A e 2o AAaAFeR sigler, atel = SO 2 eyt el 9% 7RSS 5008 o ool

2878 FRIE=T} S 20~300h Aw)Ake] A S 2 817 (40.5%) 2.2 7Fd =45, 200~3007 4 wlgho] 471

gt 5 ol T A VIEeR AAsit ol Hill= (23.5%), 300~4005F ¥ m|gto] 367 (19%)-2 YA =Tt

o tigh A Nl ﬁfwr E Bo=E NgY HES gu

sl7] slgteltt. & 21089] HolE7F Fh=UeH, ©] & = 4. A7ZAD Y =9
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Table 1. The result of confirmatory factor analysis

Standardized Factor

Factor Items Loadings Cronbach’s o AVE CR
The exhibition offers an artistic experience that cannot be felt in regular stores. 912
Artistry The exhibition is more emotionally expressive and artistically sophisticated. .894 .842 646 927
When artworks are displayed in the exhibition, it conveys a sense of artistic value. 851
The exhibition feels like it is not purely artistic in its approach. 734
Commercial  The exhibition seems to be trying to persuade me. .691 714 618 835
The exhibition makes me aware that it is related to product sales. .687
The exhibition expresses the image characteristics of both the brand and the artist 866
in a harmonious way.
Consistency The artworks displayed in the exhibition give a sense of unity with the space. .858 862 087 898
The exhibition effectively conveys the image of both the brand and the artist. 812
While viewing the exhibition, I became completely absorbed and forgot about 866
my surroundings.
Flow While viewing the exhibition, I lost track of time. .857 I15 798I
While viewing the exhibition, I felt immersed in another world. 812
Viewing the exhibition provides a unique and differentiated experience. .839
Engagement  Viewing the exhibition fulfills my desire to enjoy cultural and artistic experiences. 814 .842 702 818
Viewing the exhibition stimulates my interest in the brand. 785
After viewing the exhibition, I would purchase the brand’s product even if it is 838
somewhat expensive.
WTP When purchasing the same type of product, I would consider this brand first. 927 919 79 950
After viewing the exhibition, I feel a desire to purchase the brand’s limited- 260
edition products.
After vi'ewing the exhibition, I feel that the brand is more differentiated from its 801
Awareness of STUPEIR: 712 647 812
brand value After viewing the exhibition, I feel more favorable toward the brand. .834
After viewing the exhibition, I am willing to recommend the brand's value to others. 763
I often visit art exhibitions. 792
Art involvement I have a favorite artist. 745 .703 .601 758

I enjoy talking with people around me about art and artistic topics. 702
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Table 2. The squared correlations and AVE of variables

Factor Artistry Commercial Consistency Flow Engagement WTP Brand Value

Artistry 642°
Commercial Al15° 725
Consistency 581 451 712

Flow 274 281 387 753
Engagement 362 382 264 257 .682

WTP 196 436 463 497 356 678
Brand value 283 387 377 382 130 587 .708

a: Average Variance Extracted (AVE) for constructs are displayed on the diagonal
b: Numbers below diagonal are squared correlation estimates of two variables
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Fig. 2. The result of structure equation model.
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Table 3. Multi-group chi-square test for path differences

Structural Path Ay? Adf p-value Moderation effect
Artistry — Flow 6.10 1 .014 Significant
Consistency — Flow 7.20 1 .007 Significant
Artistry — Engagement 4.80 1 .028 Significant
Consistency — Engagement 6.10 1 013 Significant
Commercial = Flow 1.30 1 254 Not significant
Commercial — Engagement 0.90 1 342 Not significant
Flow — Brand value 1.30 1 256 Not significant
Engagement — Brand value 4.60 1 .032 Significant
Flow — WTP 7.10 1 .008 Significant
Engagement — WTP 3.80 1 .051 Marginal (p < .10)
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