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[ Abstract ]

Recently, “New Luxury” goods, which are products or services that are higher-class

than usual things, have been being remarkable. In this study, surveys of the studies
about New Luxury, case studies, and quantitative analyses will be shown. And
marketing strategies that result from this study will be suggested. Comparing New
Luxury with non New Luxury, there clearly exist significant differencies in “BLI: Brand
Luxury Index””, “Emotional Valuel®”, “Loyalty®l”, and “New Luxury Index”. And in
New Luxury, there are positive correlations between “BLI” and “Emotional Value”,

“Emotional Value” and “Loyalty”, and “New Luxury Index” and “Loyalty”.
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2.367
1.418 8
-0.956 1
1
Iml Iml
ml 44.225 0.148
123] 5001  0.246] -0.256, -0.466
120] 500 0.24 -0.323 -0.506
105] 330]  0.318] -0.663 0.022
105] 330]  0.318 -0.663 0.022
197] 5001  0.394] 1.418 0.535
134] 500  0.268 -0.007 -0.317
113] 5001  0.226 -0.482 -0.601
239] 330] 0.724 2.367, 2.769
115] 500 0.23 -0.436, -0.574
92 500] 0.184 -0.956 -0.885
AyaCreamy 1.118
3
-1.243 2
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Iml Iml
ml 68.179 0.688

262] 120 2.183 1118 1.058

AyaCreamy 262] 120 2.183 1118 1.058

101] 200 0.505 -1.243 -1.382

101] 200 0.505 -1.243 -1.382

239] 120 1.992 0.781 0.779

210} 120 1.75 0.356 0.428

210} 120 1.75 0.356 0.428

101} 130 0.777 -1.243 -0.986

1.623
Foodex 1.230
397 -2.696 3
3
1kg

kg 254.733
Foodex 2780 5 556 1.23
Foodex 2480 5 496 0.052]
Foodex 2480 5 496} 0.052]
2380 5 476} -0.34
- 2380 5 476 -0.34]
2500 5 500 0.131]
2580 5 516 0.445}
2880 5 576) 1.623]
- 2380 5 476 -0.34
- 2480 5 496 0.052
2500 5 500 0.131]
397 1780 5 356 -2.696)
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ver. 2viii R sem ix
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131 35
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4
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4
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0.7 a
4 a

vii R Development Core Team (2004). R: A language and environment for statistical computing. R
Foundation for Statistical Computing, Vienna, Austria. ISBN 3-900051-07-0, URL
http://www.R-project.org.

viii “The MIM Web Site”: http://www.hypergraph.dk/

ixJohn Fox (2004). sem: Structural Equation Models. R package version 0.8-2. http://www.r-project.org,
http://www.socsci.mcmaster.cal/jfox/
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4 a

Alpha Alpha | Alpha

M () 1 )
0.6695 0.612 | 0.7709
0.8799 0.8571 | 0.8772
0.6599 0.9017 | 0.836
0.7832 0.7587 | 0.7822
0.8758 0.8515 | 0.889
0.8551 0.8398 | 0.8611
0.6681 0.7212 | 0.7342

t
11
t Welch 5%
5
p
8.122 | 5.202 13.818 | 246.114 | 0.000
6.588 | 5.496 4.384 | 259.063 | 0.000
3397 | 2093 9.692 | 237.673 | 0.000
2.351 [ 1.969 3.131 | 248.745 | 0.002
2.855 | 2.234 4578 | 249.805 | 0.000
2084 1791 2.958 | 259.295 | 0.003
11641 | 6.357 15.949 | 253194 | 0.000
8.916 | 6.938 5.482 | 252.332 | 0.000
16.290 | 10.814 10.700 | 250.901 | 0.000
9.443 | 7.488 5536 | 259.612 | 0.000
13.130 | 10.584 6.867 | 259.926 | 0.000
n=131
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— 0.719 0.771
0.731
6
NL 1.000
0.431 | 1.000
0.437 ] 0.513 ] 1.000
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0.048 | 0.125] 0.338 ] 0.468 | 0.502 | 0.568 | 0.545] 1.000
0.440 | 0.392 | 0.408 | 0.188 | 0.282 | 0.250 | 0.434 ] 0.394 | 1.000
0.400 | 0.568 | 0.474 ] 0.342] 0.366 | 0.325 | 0.379 ] 0.299 | 0.771 | 1.000
0.331 ]| 0.402 | 0.370 | 0.261 | 0.287 | 0.187 | 0.347 | 0.244 | 0.652 | 0.719 { 1.000
n=131 NL
9
4
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0.379 | 1.000
0.419 | 0.583 | 1.000
0.249 | 0.301 | 0.584 | 1.000
0.302 | 0.379 | 0.505 | 0.530 | 1.000
0.197 | 0.255 | 0.407 | 0.496 | 0.437 | 1.000
0.304 | 0.240 | 0.487 | 0.462 | 0.378 | 0.607 | 1.000
0.179 ] 0.208 | 0.362 | 0.280 | 0.275 | 0.405 | 0.657 | 1.000
0.315 ] 0.469 | 0.400 | 0.357 | 0.380 | 0.404 | 0474 | 0.513 | 1.000
0.275 ] 0.566 | 0.383 | 0.308 | 0.340 | 0.333 [ 0.262 | 0.347 [ 0.734 | 1.000
0.252 | 0431 ] 0283 | 0.331 ] 0.341 [ 0.298 | 0.283 | 0.330 | 0.551 | 0.572 | 1.000
n=131 NL

10 3

15.890 26 p
0.939

1710

A67

LA b
IR

J45

oIS [ MR nei31
FEiRI1F eI RO PREGE. 15800 EEE:26 pid: 0938
e e ity Rk - R i s

35.463 27 p 0.128

26



22.1 T
A97 "
LR
AL |,__—
BF R | 242 poie

B a0

Biyr
mE ﬁ_ EE LR
496+ S61 = E
METIHTE
EHITE SR ARCEEE
RN A EIT T IECETE A
N TR Bk O
10%

-

._l"
_._._.---"'- L1 "

=13

¥*2:36463 BHEM-27 pik:0.128
GF D852 aGF|; 0803

-0.168 *

-0.142 *

27



Silverstein

[6]

28



Hd1l

Hd2

Hd3

Hd4

Hcl

Hc2

Hc3

Hc4

Hch

Hc6

29



VII.

30



200

Excel 2003 12
P. Quester and A. L. Lim: “Product involvement/brand loyalty: is there a link?”, Journal of
Product & Brand Management, Vol. 12, No 1, pp. 22-38 (2003)
F. F. Reichheld: “The One Number You Need To Grow”, Harvard Business Review (December
2003)

F DIAMOND

29 6 pp. 60-71 2004 6

S. Robinette, C. Brand and V. Lenz: “Emotion Marketing: The Hallmark Way of Winning
Customers for Life”, McGraw-Hill (December 2000)

— 2002 9
H. Schultz, D. J. Yang: “Pour Your Heart into It : How Starbucks Built a Company One Cup at a

Time”, Hyperion Books (January 1999)

BP 1998 4
M. J. Silverstein, N. Fiske and J. Butman: “Trading Up: The New American Luxury”, Portfolio
(October 2003)
J
2004 1
F. Vigneron and L. W. Johnson: “Measuring perceptions of brand luxury”, Brand Management,

Vol. 11, No 6, pp. 484-506 (July 2004)

31



