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Abstract: This study explores consumers' perceptions of collaboration strategies in luxury fashion
brands and classifies perception types through in-depth interviews. Collaboration has recently
emerged as a crucial means of shaping brand identity and driving value innovation, extending
beyond simple product expansion. However, systematic research on the complexity of consumer
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perceptions regarding these strategies remains limited. To address this gap, the study first

employs big data analysis to examine trends, key statuses, and consumer attention toward luxury

brand collaborations, providing a data-driven overview of market dynamics. It then incorporates

qualitative interviews with consumers and industry experts to generate richer insights, mapping

diverse perception systems, responses, and typologies. Based on these findings, the study suggests

strategic directions for achieving brand differentiation and enhancing consumer value. Although

empirical validation is not included, the research provides theoretical contributions and practical

implications for how luxury fashion brands may leverage collaborations to strengthen value per-

ception and sustain competitive advantage.
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Table 2. Top 20 Core Keywords: Frequency

Top 20 Core Keywords: Frequency Analysis

Frequency Analysis| TF-IDF Analysis
Keyword
Frequency| Rank | TF-IDF | Rank
Collaboration | 9,120 1 2,282.46 9
Fashion 8,599 2
Brand 7,247 3 3,046.66 2
Luxury 5,273 4 2,724.77 6
Product 3,066 5 2,894.20 4
Bag 1,992 6 3,871.23 1
Collection 1,744 7 2,840.98 5
Global 1,500 8 2,447.38 7
Design 1,256 9 2,233.01 10
Designer 1,228 10 2,151.80 12
Adidas 987 11 3,042.74 3
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Table 3. Top 20 Core Keywords: TF-IDF
Top 20 Core Keywords: Frequency Analysis
Frequency Analysis| TF-IDF Analysis
Keyword
Frequency| Rank | TF-IDF | Rank
Style 948 12 |1,931.12] 15
Launch 947 13 1,909.71 17
LouisVuitton 929 14 2,412.90 8
Item 910 15 1,919.53 16
Street 819 16 1,764.81 19
Price 712 17
Sales 643 18 1,686.28 20
Gucci 632 19 1,901.34 18
Golf 599 20 2,128.14 13
Gentle Monster 2,156.51 11
Goods 2,097.05 14
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Table 4. Morphological Analysis of Top 20 Core Keywords

NO Category Category

1 Core Industry Fashion, Brand, Luxury,
Keywords Collection (4)

9 Core Industry | Collaboration, Global, Launch
Strategy (3)

3 Brand and Design, Designer, LouisVuitton,
Designer Gucci, Adidas (5)

4 Style Golf, Street, Style (3)
Product Product, Item, Bag (3)

6 Distribution Price, Sales (2)
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Figure 1. Visualization of Key Words Network Structure
Results.

Figure 2. Visualization of Key Words CONCOR Analysis
Results.
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Table 5. Group-wise CONCOR Analysis Results

Category (Type) Keywords

Collaboration, Fashion, Brand,
Luxury, LouisVuitton, Gucci,
Adidas, Bag, Item (9)

<Type 1> Luxury
Brand Collaboration

<Type 2> Consumer

Information Search Price, Sales, Product (3)

<Type 3> Trends and [Style, Launch, Collection, Global,

Style Golf, Design (6)
<Type 4> Street .
Fashion Street, Designer (2)

U] olo] wh ‘A BRHE FAo R HHstyct.
% 2 714, O], AFL2 FAH o, &
|A50] FEE s NN dFH= 7I9E
ofuigtt, AFS HAE FtEYoldE B8 &
AE B3 AES AR, 713wl s aHAE
| AEE FAsh= 9 F8 848 Uit o]
of wa}, ‘anjR} PR g0 R Prstt.

8 32 28, A1, 294, 22, 22, bRl

|29

i

o

=

oz TAEY, Yo AFY B4 A, O B4,
et e el ST B AR 71 W 4
WA 9 onlgith A AN AE
) 34 B opsjaint, LU TS
Hhe] 3 W EAES ehich, G2}
Y e P 59 2HEY AelE oo
olol we} A= W Avtelz WS
29 4 2233 tgol Yz F4He] 9o, o
=4 94 Aete QS 19E Folth, A=
o AFHoR 9Ese] G0 SaH, Mo
chopet 2 4e) BRsete] g Ast gk
Aol olelgt $3hE FESHE Hola FARA, 2
£ iz A4 fAS Agehs o BYE Jg g
Saateh. olo] et cES A0 PSHY
2]

O

=)

=) mH
el flo %2
A Pk F

it

CONCOR &4 A3}, 24 E%H_E Ao, auzt
AR A, EAE 9 2etd, AEZ A kA
§8o2 BRE B G4 B BAS Fepdol
R 718, upY A, Al AR BY 5 A 5
Yol 2§ 7158 29E =230

2k
o

4,

«

oX

HE
1z

% B43 TRIDFEAS Ba) 242 94 e
wefloldn BT Fa WA olHEY FaHS BA
st gHel A HAS Sehudoldn BAE o

L

719 E ko) BA F2E st fARE on| & Ad
719E & E&seu, a8zt 4 9 B8-S
F7H o= BAst7] Yol gAY i St ol
of tiet A 7| =S FHSHAEAY B A= U &
FHE ojudt A Dot A=A AAHEAS Q/\lﬂ
Aok A4 EARF £42 TEXTOM H|o] A2t
7](Bayesian Classifier)2 &-&3}o] 24| O]"ﬂ‘:]'. %
ATolA JPE A2 EY Aol EE21¢ 7 52
2 o|RolA A B AE Fuet 20 E= FE
< FHstEe AFo] A= AL 2 Hol FAHQ dgo]
HEo| @o] E&E .

A9 S BA% 21 HA 24 6,036 F
AEAE 35794 (F 59.3%), SHEAE 2,3554A
(39.0%), HAEAE 1024 (1.7%)2. 2 Yehgtt. 44

{4

Emlﬂo

olf 4L GAE FHAFAUL vigo R 4A
1319 28 NES Ba) LAstu, FAAIAIAL B
o] 7]ure] BAE BAo] £-8% 9714 AR 71,
0], 34 85, 48 . Fois, 59, Avdos
TASET B4 A B, g Al g WEsk

rE -0
g2 <>lo|

7 =2 ALE Uit
71N AlFE A HEE =
A= <Table 7> Ztt,

<Table 6>3} Zo] MELAH HFQ ‘T (good
feeling), ‘T 0] (interest), 7] & (joy)2} T2 A HFE
= 2HAE0] 22 £ e U a3y WYy +
AAQ F8A w3 it S&AHY anA= FE
9 AE SOl digh 3AA AL HojErt v, A
B7P(disgust), ‘6Z (sadness), El’(anger), ‘T
(fear), ‘=2 (fright), ‘55" (pain)& &2 £A3 4 74
o MF= AuAEY A F2 4F 5ol #EE
43L& RoErh 34 A013 84 A= <Table

EX NPT

Holch. A% 7

il

Table 6. Detailed Sentiment Keywords

Sentiment Category Frequency
Good feeling 8,789
Interest 2,811
Joy 439
Deta.uled Disgust 510
Sentiment
Keywords Sadness 282
Anger 41
Fear 93
Fright 72
Pain 13
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Table 7. Sentiment Analysis of Positive Keywords

Category| Keyword | Frequency | Intensity | Ratio (%)
Luxury 2,621 2.5556 20.08
Rez(:gien' 647 | 47778 | 4.96
Good Perceived
Feeling Juxury 481 5.6667 3.69
Affective 325 3.2222 2.49
Modern 309 5.7778 2.37
Novelty 629 2.7778 4.82
Special 412 3.7778 3.16
Interest | Innovative 284 3.8889 2.18
Creative 244 4.3333 1.87
Unique 148 4.6667 1.13
Best 141 4.0000 1.08
Pleasant 49 5.6667 0.38
Joy Great Find 40 3.7778 0.19
Grateful 25 3.4444 0.17
Smile 22 3.2222 0.15

Table 8. Sentiment Analysis of Negative keywords

Rati
Category Keyword |Frequency |Intensity (:;1/;0
0
Tacky 140 3.5556 | 1.07
Complex 76 3.7778 | 0.58
Disgust Hard 43 3.5556 | 0.33
Excessive 34 4.4444 0.26
Burdensome 26 3.7778 | 0.20
Caution 40 1.6667 | 0.31
Fear Worry 16 2.2222 | 0.12
Shrink 8 2.7778 | 0.06
Cry 134 5.6667 1.03
Sadness exhausted 39 2.7778 | 0.30
Regretful 23 2.8889 | 0.18
) Surprised 30 5.3333 | 0.23
Fright
Shocked 23 5.3333 | 0.18
Destructive 10 5.5556 | 0.08
Anger
False 3.7778 0.06
) Painful 6.5556 0.04
Pain
Heavy 2.0000 0.02
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