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T gAY BA=g) Al A AA B 571
oA wipd A Adskar qlom, A A Al
TR 20199 1% 3319 2ol E3THD Arpizio
et al., 2019). gxg] Bolo] axolgly & 4 9=
HM] AT A&H 07 st et I R
£ 2019\ 2,8109) fr2ef 0123 OU% ol&F M
H] 7% %73t Ao tHD’ Arpizio at al., 2019). F&
Aoz YAl 3RS 7hEu s ¥ st
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19 o] 2= A=) gMe s ~7301
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A AL, = FAHL A ARAE 1#6&
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AF7H BME] s FE I goew
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2019), A= EME] AH[A}F 35 (Back & Hwang,
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w5kl AL Sl A ol Akt Ao
o e AAE TANCE Egshs i
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Az wgte] IXAIA Kot o] lE 349
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B AR FolltHChoi, K. H.,, 2014).
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A 2] (tuxury)’, T8 S(prestige)’, “#| ] (status)” 5
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2 glal slgler, 22X]2 olZrR(Giorgio Armani)
€ g 2494 Slo] A=

37 nAslolth ekl 3HITHBum, 2017).
gAEl e oA S-S
wlow HMeE FAR R Aot k.
< A7ANE $4HCR 29 EH Heine and Phan
(20112 BN AlES 67FA T8 BQo® 7
SI=H IS 71, F4, w4 okgt, 319
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E_;q éﬂ]—o] -
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T, gaZee] 874, &% A3 55 @ 7
AA A, BlEe] S22 Ay txiely) o)
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A, FE F5FTE 7 Ye 24, A5
el 7|Hket st 7137%* 35, 283 I
3k glo| ApfAe] Axolth Ko et al.(2019)
LAY gME] BAER A48 5 Qe 7|F0
= E*f‘%?ﬂJ 548& AYsisled, 1 7S =

4 e A s Bek 4E vt

FH 59 1*4 g ok Ao R T
Mgz AAQA AiES dor)a St
AE7bee ol Wsks v gMeleta st
o A57HA ] A ool el Wsht
Asta Qlokarl 7 sIth(Kapferer & Laurent, 2016;
Samsungdesign.net, 2018). + YA gty Ea= ¢
A A wgle] wiAelE Ae)En txds
HIESE AAE ] W) sjdstel el S=ds)

Mel Q1] 7L el AEkd o] wstel Al

2
wA) 5o ek
2. o7 H2S B SN UE 0|2

A el o] 2L E3RIFEAIo|A} A gkt
Ql 7 #"UEl(Jean Hamilton) BFAMell 2J3f 1987'd
Albel meo]t}, o] o]&ef oabd M-S skt
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1
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<Figure 2> T 713 RIA, AT VA 5 oReFsE anE

2
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ot
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Value, Norm, Knowledge, Themes, Philosophies,
Ideology Religious beliefs, Sentiments, Ethical principles,
World views, Ethos

The way of arrangement in which human organize

Social Structure themselves into defined roles, groups, and

Technology

institutions

Material culture, Physical things, Technigues, Ways

Figure 1. Components of culture in Hamiltons’ metatheory. Adapted from Hamilton. (1987). pp. 1-7.
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Figure 2. Research process.
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D A A 7S] B

Fdstar olF v AFEY FRshaA AR
B £3ks %k A &7 ohek 23
M AR s FsH AldiselA ¢
A s Eo] AE7kA] aEigid Aeleh A
T 29 AAke} wEhes A KRS Flo
o]AR| 3. $) K Samsungdesign.net, 2018). =3t T
gAEE 19 e s wEATE Jiqleke g
Al 548 Helck Ziqlske gAalolr e
< gME BIASE Afeta AbEebe Hdshs
A Ze)d-& SSHT(Cristini et al., 2017). 77 &
MY 2RSS AAr ARS Fxahs O
K3 Qlerg HALs) tigo|us ARGES
22k S Aty Bt iQ1e] A7 Ed s flet
E7E Agshs FAlERL & 4 ATHDeAcetis,
2019). B3 7 HMEE FFoln BeAl A
A YAk 2 M 284S B
ok M e fARIOIAY aolE AR, ¥
S = B9l olE|AEA] HIRH &H9EaE
AP HEriele] HEE = 5 AUTHDeAcets,
2019).

T EAMEE Hold, A, A ozt

h

A YA HER s A2 HA e 1)
ZUA BEls o]EIL QITHCristini et al., 2017).
2] W 2YF 7RI 2B|R; ) Al 2 3
g vR7) AlFsPAA B3, A% 7, 5 E
B2, Ak gl e 38, 29 Akl djet 3
A Qg dA AFS THE o 1HEHE T2
Qolch F2H A I HA <zl i

Elysy)] Hal BauAe] oJshd vzl 7=
“fr7lE "ol sk AAlo] 47% F7LEE Ao R
ERTHMatter of form, 2019). 53], ¥ g2l Ak
o] a 2nlAtel U AlthMillenials)=
A& 7Vl 71 Aol Bll=o & V)
ol 2 S T1Eole Zo® vt 7
gME BREES A%, A Y ofolr]o] g9
5 AH|Rbel A e A 0] THRE Alwet] ¢

3 AFA0% thesta ek

2) AZgel gk 2%

7 GAEE LA Faldt AAghs et
ok 7 YAEE olFEI Sl Fa wdel o]
B2 A AR Fast AFRTRE A48
3l Bolshn] 5l 58 MEshs A
UH(Hanna, 2004). webs] Alsh Al SAWE ofy
2k BHE A9} AE-E el A
u) A7} TS F 285 THHan et al., 2010; Kastanakis
& Balabanis, 2012). AZH-2 7|E GAe] Bi=
o] A< gyd, Adelolsn viHE e wA, 4
o) Ball T A2 QY] Hl=e] &
Fe Fall o] FoA AL vk FeAlelal 1A}
ouX|of|A] HIEJX] ~EZE olu|2]|2 FHilS th
B3t 54 (Gueei), AT} AERE AAE |
U= gy vbd2lolDemna Gasalia) s 2]ol©]
EjH T2 J]lst WA ol K(Balenciaga), H
A ol5Z (Virgil Abloh)E %2 =91 Y& A
ZoolE| B teEle] lgeta g2 AEYE
BUE 2 (Supreme) 2t AW eo]d-S 3yst
0] 8] % (Louise Vuitton) 5°] ~1 ol|o]Ch(Figure 3,
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Figure 3. Virgil Abloh’s LOUIS VUITTON 2020SS.
From Socha. (2020).
https://www.wwd.com

2] sjAe] A28 ZHE|R 561 1 (Hale, 2018),
o]F 7|REC & = AEPE o] Ax = A
TRpEA AUAZE 7 oEAE e ik
o] E3It}, EH A (Forbes)ol] W= 2017 A
AlA 2YAZ= W& ARt 10% 7Fs v)s)

40%] g rie] o] EF{ThHale, 2018). M H
WEE2 e AUAZ= 2RlS s8E A
OJE]AE 2 A|Q1Z(2 Chainz)?} W 2A}A] (Versace)
9] “Chain Reaction’, A4 & 22| (Pharrell
Williams) 2} AFdl(Chanel)®] ‘Hu Race Trail’®} 7]
Aol ez AUAZE SAEISIH 32
A Aol AyAZ=e} AR dixE= A
T4 26 22 UAYA Ao 43t g
7 A S71eE Ao® o SHHBCG-Altagamma,
2019).
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3) FAlolM o=

M) el glol Eeld Il oids] &=
Azt SR A2 A Aol ZEA7E 2}
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T7Fs N B2 A, A919 2 AR
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A, A Qe AL siglt ir gAE
ZSHIARES GMEE AR AR Bl R

Figure 4. LOUIS VUITTON & SUPREME collaboration.
From “SUPREME, LOUIS VUITTON". (n.d.).
http://www.dyed.co.kr
U7k Folshs HAE=R Q14 8k (Batat, 2019). &
7 Xﬂl%~ 2frahs thal ARilo] AAshk= 7S
frohs AlE 9 BAEE A3sta 378 V)3
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oju Hlo]|= 5 QU (made-to-order) 9} -2 7914
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S sk 3] =& 2259 R, AAAEE

A]
ZHTHD Arpizio & Levato, 2019). ©]o]]
el 2Ag] 2HRR= 20199 39 63Tt ol A
2025\ 4°] 5T o7 Fd o ASHr)
(D’Arpizio et al., 2019).
ole]gt &Mzt e 54 dPE AnH|X
EPFlO R G 1A, il Rl A, 343
1 gM g eh= ApHEstETh F79
107 3R grjaor v 714
FCo(Silverstein et al., 2003). W H%54
gME] BA= A HMEUY AYEM=
(sweartshirt) 9} 72 21§] 7Fseh 2] AlES A
SHow FUkeke A& B 4 UThFigure 5, 6).
2014155 2018 A d A7} 2t mjE2] 50%
oldo] Wz} 500 G wgke] 7HAT7E 2SIk
(Smith, 2018). #I1 A= A 1|(Bain & Company)S}
AEFAvHAltagamma)ell 2T 2017'd HA g
HPE=S] ~UAZ=, BN, 7 E8F+= 2016
drct 247t 10%, 25%, 50% 3733813 om ko
2 olof] gk =3 FApF Festttar ekl
(D’ Arpizio & Levato, 2019). -2 Wete] X T} g
Mg Fokel vlwd wf o) Fe} A AlEe]
332 g}o) A (off-price) FH7F A4 F71EkaL ek
20191 2] -5 2 oiv] 1% Adatslsd], 539
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Figure 5. Balenciaga’s Figure 6. Balenciaga’s Rubber
T-Shirts. Slippers.
From BALENCIAGA LOGO ~ From PISCINE SLIDE SANDALS.
PRINTED T-SHIRT. (n.d.). (n.d.).
https://www.balenciaga.com  https://www.balenciaga.com

210 2 VEPHTHD Arpizio et al., 2019).

2) A Al &8

A v 19819 5E 1996\ Afele] Efjo]
gy AldlE vRe AR Ak Fe)
2ol et} Hiieo oa] SA o w2 wistell
or, 77k vl 1990 ) FakellA 20108
ZHte] ol ZAdel oJ3f oS Wk 0w
o SHT) HIl = AHY S| D’ Arpizio et al.(2019)
2 AU AltiEo] 20199 AA A 4H|9
35%% AAPem 2005l 45%7H4) e A
02 =319tk BCG-Altagamma(2019)= 20253
ol st A, sPdE M An9) 50%
£ 2y AdiEe] A A0R S5,
o= 2018 E] 2025714 HAY<d A wt

A AAFEL] 130%) D3t o5 HEAQ

Fare] Ao s AA FEFS wron, B
FAEE Z|HThs A2 AS RS A%
Al Aizks e AS EUoh 28N ohdet
Ol ARe] 7EA|s} Blo]X AEMYE e
RE AL LEAA P2 BT nlE o=
7dgFo] 7}slth(Bertola et al., 2017).

ZAd= A YA s A, S
] oF 4% Y5 A SFARHBCG-Altagamma,
2019), " A AS] AMZ ANHRE A%
Hck ol oA TE Aldiel iEE Bt vt
215 HoFErh olg2 st iRt |Hok=
AR BAELe] oA wsk Fo dist A
digta ek A%, w2 Bassle] &
A1 TG eA oyt BRESE AAow
AAxe] Folsh= Z1s FAsHAl AI7ITHD’ Arpizio
et al., 2019).
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Ao Z A vkt 5 3 7K Qe A
ouek= Aoz WM FTKSilverstein et al, 2005;
Yeoman, 2011). &, ZA 2] W53KCristini et al.,
2017; The Boston Consulting Group, n.d.)7} A& ¥
I Qitk

WFskE 574 ARl B Are]
oA Erhd, fAe] Wkl vl anlRte}
sartedel skt 2k fa Qlok Awxiel #
HallA]= oA FAE ke AEE Alve] E3
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WFF A A2 Hellr, 20200 _u_o]q e}
A HARIE tigellAlA BERE
sitl AE gHe) AE B 2
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o thalA Ae7HAe] S =
TSS9 tKBertola et al,, 2017). 549 M= &
A1 7w JEUE Fal HMeE B &7
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= T T O
(Cristini et al., 2017). TIXE3} A= o=
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2 97k SE Y. WA AAARY Pt
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W FERT FoS v o HdrEd RyE
ARESEA 9k xS AREStaL Qlvh &
2 AREoR B JPARE 1 ofnjél tAjlo)
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71E0 B 2902 AEIEelu 7)) 9 &
HI2E AR ohdel 719 viF-2] Wske 7h ghok
7199 =2 A A Adsd) vUAEs Sl
228 ddlo|Esh sk UTtHJenson, 2017).
7leS YA, A, vAE, 17 A
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A Slal &85 vk
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¢

2) e
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2 ZAo] gtk A3 To= &, YA fE
o lo) 71 wEA et Ado|thD’ Arpizio
et al., 2019). H|Ql = S| D’Arpizio et al.
(2019)°] wh2 2019 2}l MES i oy
2% s7¥ste] A gAME W& 12%E 2HAe
a1, 20250l A A wiEe] 25%E A
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Figure 7. The secondhand luxury channel: Vestiaire Collective.

Captured by the author from Vestiaire Collective. (n.d.).
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Figure 9. Components of new luxury fashion culture.
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Abstract

Luxury brands and products have been growing every year in many countries around the world. While luxury
fashion, the core of the luxury sector, has been constantly growing, completely different luxury is reinventing a
transformation in the fashion industry. The purpose of the study was to discover the socio-cultural meaning inherent
in the new fashion phenomenon called new luxury based on the socio-cultural theory. To this end, data from various
sources such as books, academic papers, professional institution reports, newspaper articles related to new luxury
fashion were collected. Then, the unifying metatheory for clothing and textile based on cultural anthropology was
introduced as a theoretical framework to interpret the meaning, symbolic value, and discourse belonging to new luxury
fashion. The results were as follows. Unlike the traditional luxury, which is strictly tied to the concept of price,
craftsmanship, historical status and wealth, new luxury is complex and dynamic, linking true self, community and
culture, values we share, and worldview to the brand. Three sub-components were derived from the three components
of the new luxury fashion culture, ideology, social structure, and technology. The sub-components of ideology were
sharing of self-interest & self-value, desire for newness, and transition from conspicuousness to experience. The
sub-components of social structure were the rise of the middle class in emerging markets, the emergence of new
generations, and luxury democratization. The sub-components of technology were tech innovation and transfer,
multi-channel, and the digitally advanced. The contributions of this study are to provide an academic framework in
the field of new luxury and to be helpful for the market research capability of the fashion industry and the real

time education for a new field required by the era.

Key words : luxury, new luxury, new luxury fashion, social cultural analysis, unifying metatheory for clothing and

textile
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