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BR O ) ZAE(ONA & (E48)
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(Customer reflected image) (Customer self-concept)
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I ORERF
(Epic of the brand)

FEsE
(History)

FIY2TU—KENTD
I—pyNFEFIa—F
(European approach to luxury)

BE,. VP
(Clients, VIPs)

JUTAR—
(The creator)

SHTaATV—txT R
TAYNKTTO—F
(American approach to luxury)

MEETHIL
(Story telling)

S8, IRFEHLS. BRED - —
(Experience in stores,
at points of sales, and corners)

HUFE © Kapfere & Bastien (2009) & 0 4E&1ERK
42 5TTATU— T FRED= DR

WHIR AL, 79 Y FORESDVIPHFI(ED 2 &) BFEMEIEY) #3562 & TRIE
OWREREL TV, ZHZLT7 AV AIE, N7y FRF4 A=—%7u7F2—AL
ZZETH Y. AHEOBEMEICHRZ 2T 5 2 L1 & 0 RERlifE 2 mEH L Tw b, RERGEO
BEZZA =V =TV IR0 THRTHD . BRER/ LW T TV FBT7 7V 2
T g EEET S L TORE b,

B58 SUU2TU—-TS5LROT—45 12 TBE

BT, KV Y a =V FPROBEORR~—r T4 ¥ 7% 57V a7 ) —~il
ME2ZLBERTHY), 77727 — 77Nk, TOMARZES, To—H%

RBLTORMELINDE DD THDZ L E2MHER L, AFETIX, Kapfere & Bastien (2009)

BT S (18D~ =774 Y ZHEY)OEH] 2 KROMErHEHL, 57947
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CO18 n&EMMTLE. SV aT)—OREIIH725 [TATVT 47 4] WY
LIHH AL OMBRME] CHT2HHA. ELTY— 71473 v 27 XD 4P [Product]
[Price] [Place] [Promotion] 2B A2IHH D 6 DIZHHET L2 EDWHETH 5,
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(D Forget about ‘positioning’, luxury is not comparative
(@ Does your product have enough flaws? 74

>
N
NI
N

Qe B

(3 Don't pander to your customers’ wishes

@ Keep non-enthusiasts out
® Don't respond to rising demand BE L OBRYE
(® Dominate the client

@ Make it difficult for clients to buy @ ®
Protect clients from non-clients, the big from the small @
(© The role of advertising is not to sell

Communicate to those whom you are not targeting Product Price
@ The presumed price should always seem higher than the actual price @

@ Luxury sets the price, price does not set luxury
@ Raise your prices as time goes on in order to increase demand

@ Keep raising the average price of the product range -
@® Do not sell Place Promotion

®6
SIS

@® Keep stars out of your advertising @
@ Cultivate closeness to the arts for initiates
Don't relocate your factories

®@
SIS

T © Kapfere & Bastien (2009) & 0 ZE5 1K
51 ¥—7r7 4 > J¥RY OER|
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7 =% % RV SLE TH B0 5 ERRAEE LT 5720 IHE ICEET 5D TR
. HoHHEZ B L, £ D7 T v FEEHTRELVER ZHRT 2 B2 Fil- 2
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LV, LV TICAS ETRBET. FRICEFICAL o2 LTHTT U F
DEILEHEHE LRI THOALYAT AV I EROONDE, T Va7 —3Hmbthz
RfETL e 2BEEL, REFENRVE)ICEEHMZ Y Fu— L LTW5, Ak
W7 TaT7)— T3 FETFICANL EWH Z LD, B L THAD B2 7-H 5~
DITEFETHDHEHE M LEL LI EIEETHL, 77727 -3 R 5 5E
Wi & LB, BELEMOFIRTHH 5. WIEHED RIS, 2 THTOMKRO X
I L S E o THELINEG) ZLAROONLDTH D, ZLTLH) LK
DWEHR FIZLIEREE L R EHENOF 5720 ORI A L UTHEL iUt
HTohv, TOHMAZENT SV 2T Y —- 752 KIZBIJ % CRM (Customer
Relationship Management) Ta& V). O L LTOfEE 7T ¥ FPBENMI G352
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