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Abstract

This study sets out to examine actions of a luxury brand to raise its brand value
through collaboration with users, to take in potential demands for spreading market
including Asia. The study uses British luxury brand, Burberry and its 3 attempts as a
case, due to engagements of its users and the role they are considered to have played
for brand developments these years.

Differently from the conventional strategy, it submits a viewpoint to discover
its new meaning for the brand through evaluation of its users who started joint
ownership of the knowledge based on their experiences, embody it to products and

then, evolve that brand.
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2= —DT7ATT7h2HYDFEFWENIE S ETT 7Y FOFDMITDOLH B AMfEA]



T

i

W2 70— N)L e B CREREIICHEEE T 2 2 3 TE B L b s,

5 77 T4 TDRFIL X 2 5186 & RREMREM

PN= N =T 277 v b7+ —241F, Muniz & O’Guinn (2001), McAlexander,
Schouten & Koenig (2002) & #3532 X 512 @V, WSt Al - 2% U ERL 7
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=Y =Bl T e A~S %R T OLENEIFIC X, NRENZ LD ENFENZD D
3% % (Holbrook,1999), TArt of the Trench, QI3 EEZ2E L HODE IR LIC
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