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Abstract

This study examines how the cultural value of Louis Vuitton influences
consumer loyalty through semi-structured interviews with five consumers. The findings

show that stronger perceptions of brand cultural value positively affect loyalty. High-
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net-worth consumers value craftsmanship and brand heritage, while younger
consumers focus more on symbolic meaning and social recognition. In addition,
effective cultural communication enhances emotional attachment and repeat
purchase behavior. The study suggests that luxury brands should balance cultural
depth and innovative communication to strengthen long-term consumer loyalty.
Keywords: Louis Vuitton; brand cultural value; consumer loyalty; emotional

resonance; interview method
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5. & 5#EIN

5.1 W&

AR A VIRIEER T T LV S SN E XS T 2 S s . B TSR, T
T SRR SCAL N HTTR P 5 0 2 (AP B R B R . i {EL T B 0T LV SR g st A%
RS T M EA SRR B, 1N 11200 2 W5 22 oG i ) A5 I E S 42l F)
(Kapferer, 2015). IXFf\HIZE 5200 T AAT TR i RS A0 A 17 T 5 ] AT e RS
A3 o A L R L BRAY T 2 B R RS S R I SO R R Cln T s R R
Y B RERT T e R AR, kg sR 7 H B (Bhattacharya & Sen, 2003).
SR, BE AR T S S AR 3R P kAR, G2 S BAE R G SO E I R B, i
P A ANAS— B S A 38 07 A AE 32 A I 44 S D T BRI 5530 701 2 3 1) A (Ho L t,
2004) IR LegE JER A, BRSO R 5 I A2 2 2 Bl R 2R AL FIVE A, B ST A
RN LN e
5.2 TR SRR

AR, SRR SCAGTE S ot LR T B A O AR F oV SRR LV Sl R A
WO AORIE T H = S TR 5 ThRE, I8 T S RS R AR AR BE AR o G2 T
S5 T 2SR, e E T o Pt T S IR SRR, T T B R BN T T 27
G, SRS A RSN FE N E N E L, X RIS Aaker (1996) # Hi ) i hEL % 77 7
T AH — 0, 2R B i RSO PRI A [ 4 P55 6 AS R ol 3 A o 1% L BN ) R, B Lt A B0,
T8 SRR SCAAE SR AR AR, S R T I SC AR AoRe P 5 17 3 38 Nk 2 TR 5K 0o 3 B Rl AR Y SC Ak
FERE T B 5 350 LA SCANMEIFRRE, S2m B IR e o R AR S & g2 1]
W, BRI — 2 S A DI E R ZESE (Kapferer, 2015). MtAh, ik
RGP e 2 S, A BRI Sk A AR AR, T B T 35 R D LB R
(Holt, 2004).LV fh FEAEGES HSCAAN AR ) [R1 B S B8 I B ST AR 36 1 — SO A 5o 12
IS HR T B B IS B R TRER, AT (i A )t R R
5.3 B

BT ARFFEIIRIL, T LV RSO AR 3 % 28 S0 U8UBE B A, B2 H LR LI 3L
B, SRR THE T B N E B R R . LV SIGR SR nas L O fRk,  Ju
RAEEHE N R T, S T2 A T BE NS I R IR R B TS R SE Y (Kapferer,
2015). SR, X FAEARE B BEAA, W MAT S M E AN A A RSBy B, LV RoRix e
KR IN AL R GRS, R RTEAVE B i RIE % (Liu & Liang, 2020). HK, &
R SCA B R M A AL 46 B R FF AR . 3ok FE A R LAk T B8 T B0 238 5 i R SC AL A R BRI
SO i U IR E M (Holt, 2004). LV NAEHEH SEF= S, VEE S —8E, B
G DRI 3 P SR A T R A R AR OV Lo B s A ERAL S AR AL~ A2 ol RS A A 1
PICHE N . BEE LV fE BRI Y R, 5B AEAS R X AT SCAGIE D, DA X b
Wz, B AR EALTAEE, LV GENS T A b AN R B SO R R, bR AR A
BRYGEE N B S S (Bhattacharya & Sen, 2003; Muniz & 07 Guinn, 2001). fEZ7GC
A FE, ORI RS R MBS R B LV A IR E IR BB L R
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