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ABSTRACT

The luxury industry is now targeting consumers 18 to 24 years of age, also known as the MZ generation,
who will show the most significant purchasing power in the next decade. Consequentially, the marketing of
luxury brands needs to change, and with the extension of this trend, luxury fashion brands are actively engaged
in marketing activities using fashion exhibitions. The purpose of this study is to examine the elements that cre-
ate the atmosphere of fashion exhibitions concerning Gemnot Bohme and to analyze the utilization of the at-
mospheric elements by different types of exhibitions. First, different types of exhibitions (retrospective, survey,
photography, and virtual exhibitions) were classified for conducting the research. Then, they were compared
with aesthetic atmospheric elements by Bdhme, largely divided into spatiality and light, to derive characteristics.
These characteristics were used to suggest atmospheric elements that can be used in fashion exhibitions. Next,
the target brands (Lours Vuitton, Dior, and Gucc) were chosen based on brand value, exhibition type, and fre-
quency of exhibitions. The cases of each brand’s exhibitions were collected using keyword searching. The re-
sults of this study are as follows: First, the spatial atmosphere of the retrospective exhibition is intended to al-
low the audience to emjoy the exhibiion from various perspectives. The common atmosphere of the three
brands is traditionality. Second, to express the spatial atmosphere, the survey exhibition takes the form of giv-
ing new satisfaction by reflecting the entertaining atmosphere of viewing exhibitions. Third, the photography ex-
hibition’s spatial atmosphere takes the basic form. The harmony of the non-fashion sectors and messages to
deliver through the exhibition seems the most natural in photography exhibitions compared to other fashion
exhibitions. Fourth, there have not yet been many cases of virtual exhibitions; however, it is expected that fash-
ion brands will utilize them more in the future.

Key words: atmosphere($]71), Dior(t]2), fashion exhibition(® 4 A1), Gueci(7-),
Louis Vuitton(F°]¥] %), luxury brand(EA4 2] BRAE)
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AfuAoldes Z8drh(Jang & Yang, 2011).
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{Table 1> Atmospheric Elements by Bohme: Recomposition of Bohme's book "The Aesthetics of Atmospheres

Main Sulo=
Elements | Elements

Details

e The subject exists and under the affected of the surroundings.
Space e In the case of a building, it gives off a unique atmosphere and influences the
subject (ex. Museum, temple etc.).

Spatialit S : .
—— City e A city’s indigenous culture has the same atmosphere as a city space or city image.
. ¢ A means of decorating space
Material . . .
The attribute and characteristics of the material create an atmosphere.
Licht * Redefine the space, induce experience, and create an atmosphere with the Light
(Li hgtin g | el
i 3 3 In modern exhibitions and stage settings, video(media art) serve as Light.
18 ] ] . . R .
e Color is representative of expressing an image, and the subjects have various
Color emotions are felt due to the color.

¢ Closely related to light.

Body Body Felt

¢ The subject feels like moving due to the form of the space or moves with the
produced spatial composition.

Sound Sound e A medium that expresses and conveys the atmosphere to the subject.
(Bohme, 2016, pp. 125-211)
v FEOE P EA, AEE EFEH Hule A Interbrandell Al wid L= "gE24 100t A=
&5 58 e AgAEd, B985 435 94 (Best Global Brands Ranking)” EAAEE 3| ¢
g F ol FUNCE FAYE FUG HE = g 717k gME A BAEe] BAE spx 9 7
o7 xAo] 7hgatH, A7ke] AZ4FEE EASHA BRTA JPAA AA 53 Jﬂ/}i Al Wk
A FHEE fFEaAY S A & F A= AHEYT olE Tl & A7 fYeE
Ack A Wz dge Aol glom, FHe| F Fo|u] % (Louis Vuitton), Tl (Dior), :rW](GuCCI)E]
UAS Z2A gk 1§ Hee SAYE FAU E A BARER ARsiith
T4 22 F e AR I FHE I ¢ BRsd Syl A AlElE 7192 A4 71
LA AY v A Qo] WAty At S AHEEte] ZF BiEo 32 Euolx] ¥ dE A
R e 2 AE'E £9718 FAA dgsty v AR dojH el o AAME T2k 7|4 EE
= wiiA e 98 e AE 840t I, 7B 558 BAE 34 AHde 594 2
AAHHE F94 5 20208 3€ 274 HH 2020
IV. 2IM2| I EEHE AMA|9| 649 197kA HASHY, & 11079 AANAEE 4
NETER s
S PO T LT DA R e
A i BARE AN F3S £/ S8
A NS 008FH AN EAHEE w aza s gae A BAS FHARE WA
AR M, 9 £ BT AR 12 AN e B AR hF BRE
& 201047 202097A 2 YIRS, AAFAS ek Nt 19d, G mhe

Wae Ade 6 TAY e AR
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{Table 2> Number of Times for Each Brand’s Exhibition Types(from 2010 to 2020)

Exhibition Type Brand Louis Vuitton Dior Gucci
Retrospective 7 9
Survey 26 46
Photography 5 6 -
Virtual - - 2
Total 38 61 11
ARRS AL W A FEE BRAn A R 3EAY LS FHsE S T gE 9
ANe] BAG @ A ACEE OO FASG o FN0E B APAE B4 gt 9%
4 W oo AYRE A4 AN FAEOR 24 F Add @ PR A4 AN AEe 57
ERa7E AT ol BHHA wEe Ags Aol Aeleh BAB HolHE Fras] ojee B4
of A FE& BRI ol o, & dAFdMe £97] dF 24E T
AHIEAS S8 HF sHE W BAE Sy oyl e Aol dis) 248k
o] A AA Aldle= F 110782, t&e] 614, F s F04S 09 EA, AR A HER
olH]Fo] 387, FA 7t 110K Table 2). FolH] whrol Angth Fh2 FA 9] 9l #EE A=
53 "&e e FAR oy EAE #38E o] &xu F7HH S FASe AHEY BEE F
B, FAE @ EAGA @ AARE o F4e]  IRUHOE 22 # JE 2AES YEER,
7ol iAoz F Bl Hla] HAl SlgolA Al FZE AR, AN €9 A% fEE ER
Zpol 5 H AT Sttt =AIE AAIZE 9 A8 FAa(S1A]) el o
3 GolB kY, AMERE AAY 74 249 HAAF
2) Hwle) #9718 wE A dF L& EF F AREE AEY Al dE EAE AT 2 e
B 7o AA AZ2Qa= (Table 33 7o) 1) wirelA B2 E 9] A2 (Bohme, 2017) & HI%
stof Az FPAA L Ul F A AN Fag

W] A2l TThe Aesthetics of Atmospheresy & 7]
o2 siAd HAl AHE BEA457] 3 HA AA

o B/ AFR2'E FESHGT MHe 2907
9F Q2 $4Y TR, 22 YOB R £
e, FAY AL 4GS A7 FAl HA
AN B4 ARv LAE WE el )

(Table 3> The Atmospheric Elements of Fashion Exhibition

AL @A EFRIL QA A oz AR

o AR EAe] ALg e

o]
-

Main Elements Sub-Elements Details
Space Space Design, Architectural Application
Spatiality City City, Location of City
Material Exhibition Objects, Raw Material, Material
Light Light (Lightings) Light, Lightings, Lighting Design
Color Color, Color Spatiality, Color Display
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A HADE 7 U oA, Foluls
I g&e] JrHE Sty Ade AAYR
AaA de HEE Y APHE Fe A
(Fig. . AAE FAE AHCE FAdste] B
20 Gate] FHG AEHL o) FAL F
o 3 SAU(HHKR) Ate]lxy HAER #HA
oAl EARS FAste FAO, Aled JFE F
de FZY EAVE AFs APz AFS
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ARE wjREte, dEe] PstE Hexd 7edd
CRZAfRE) o) MAER Was ZHEoh o)dd A2

o
FHAAA AMA olWA FAE
At EA71E 2o =7A AKFig. 2.
of Folu|E2 (Louis Vuitton X, 20194 HAA]H
o] FE& WFFHCRE tARIsAL, v2& (Dior
the House of Dior Seventy Years of Haute Couture,
2017014 BF9 F2ES AMEE dHA o A%
Aol trFstAl BAE F AEE frEdte] #A <]
Frdte] AAE Erhe =4S 2 Ak ® o
TERHLEE MNA =AY 23
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bl
)

A BAE FS20 AFS AU
Z

bl $7 9% PHE 4 A
6.
I A7 BA 9oh Qust

Aol AEH7lde P& Fol AUk et Foly|
> =9 A {(Coming of Age, 2019-2020)
53 ARoZ AEsH, & (The Art of
Colors, 2017-2018)498 ‘#A&'el=

A AAAA BHAE FH

HEE dele dAE AFsdn 30uAle

{Fig. 1) Balloons for the Louis (Fig. 2> The Entrance to the
Vuitton's <Voyages) Dior’s <Designer of Dreams)
(Davis, 2011) in Paris
(Judge, 2020)
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{Fig. 3> Red Light at the
Entrance of <{Volez, Voguez,
Voyagez) in Shanghai
(Mazarine, n.d.)
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<Fig. 4> Gucci's
<90th Anniversary Heritage
Exhibition> in Kyoto at Golden

{Fig. 5> Showcases of Varying
Heights, Dior’s
{Lady Dior As Seen by>

I 4

Ju@@." ' L g

{Fig. 6> Gucci's
Installation Art of
{The Artist is Present)

Temple (Jing Daily, 2013) (Wallpaper, 2018)
(Kimu, n.d.)

AV ET, FoulFe A SOlE FH AFH 2) =A
A FLUARN S AHEBIA AL, U AAl F7be] o) A7 dd EAE BATs FAE Yas sw
gt A oE FiuARle BAARL FYIagolu 0% 27 R4 AR HFS TE Hasl TEA
FEAE THE T JAPE AA= sPolE FH o7 ANE AHsT YUtk =3 22| gist Al
Be] g gl AR FolnlE3t BAZ Ao WL =SS & 4 Ty TEH
HE S Al AREE RIS ABAL g 54 omAzE BT WNF ENE FE 4
7 B3 Qe FAe N3l I TR} AL YHF

AAZE dEE AF(E)e FHORE H3M o qegoz zgey Baeue) 2ol 3E B
of dEE X2 FEAAUF ANS A AN sgn saw of RradE guan 1949
Aesr AFE M7t F2 Z971E o1&sty 3 2 AR wpo|7t 9Tt FTAY ALe= HEA
AL, NEAD A 1g9AnE AT #dS A 0% a2 Ui HYe AT, 719AY Ao
A BAES AAle] 8HA Aojxl Zej14 2Eo = = O geret TAo|A], olES o] (Art Fair) =9
£ ol &k xd FAE FAYS LAse ol ZA A o]} oMER old TIFAHL 197
< HuE AF3%e] FAHe F= 579 971 2 98 2 gt oA ANE AT FHE LA
ol gAg BAHTEL ‘ole] 1A o] A (artifica- ol Ao B ANE 7)Y BES B E, 7
tion)'e] EHOoE RFAFAAMY HAE Azt AE HTAS BAT] ‘FAo(FA) AN 297
(Beom, 2018). 7A€ 75+ 32A2 AAE 9% 2 7zd & 9= 3L Ay, NHAL A o
X ROE AR G 22 F AT A ) g ga g8 Ag9d AAS AN 99
Z({Gucci Heritage Exhibition in Kyoto, 2011>: X SAME Ho]2 BAy, ZouEL LAZ Az
E FZbelv &4 ¥E#((Timeless Touch of o Wold, B3, A% = MzAWe Tt e
Craftmanship, 2012): A& A&5%F 7Frated) < © EAGT, Uel mal Aste] e Faoz ¥
A, 238 TR HE ol AAS= 71F A BT Fpol2 HT

Aol FALANM AAE Fof FA ] Azl g
e e SIlTh AR Y] e EAe uhet
W19 2R, A, FAY FoE G
237esd

T

3) AE(AAF)

AANFS A AN 9hg 7B AH o7 ofifo] F
7 Hem, o9 gEo 7h, Al dMAE] Fol
A skl Aldidst @A AAFE] g olsi
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{Fig. 7) Louis Vuitton’s Magic
Trunk, Expressed in Media art
(Louis Vuitton, 2017)
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A= (Volez, Vouguez, Voyagez,
Ao A AA Ab=(d: ¥, 712 F)
# A AAG A7 AR, "L 718
{Inspiration Dior, 2011), {Miss Dior: Love N' Roses,
2019y oAM= FA7HES dEFEe A AAEA
o FRE Q] WA ge ARlY &4
(Timeless Touch of Craftsmanship), 2012)914 FA
o AFFIAR = AIMF(HRA) S FR ] of
FtolB W 7P 3 HAISHAAIT, (OFE|AEE
ZA3tH(The Artist is Present), 2018)¢}F (o] &7h
o] A4, JHHZEFoHNo Space, Just a Place,
Eterotopia), 2020) 22 W#E 71gHAAE AAF

A AEAES Fa HAse HoS AzeA ©
EE 52 wie AAE HAFYL, olHE)
ARAAL AR G AERS BARATE, TLA
ARE AR B8 8 QAAE, B8 22y
27 AAST AT

9 W(=9)

(P9 AHES AuER (Fig DAY AAE
ARE5E UAY Qe Faoe] zHow AS
S A9 B ¢ 4 Ak B AHEER
o= 2REEe 9

(digital wall)&
g

wol AHgEI Uitk AR ZH(R)9 =

{Fig. 8> ‘Dior Garden’ Section of
Dior's <Designer of Dreams)
(Snapp, 2019)

{Fig. 9> Gucci’s Virtual Exhibition
Execution Screen Image
(No Space Just a Place, n.d.)
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(Table 6> Results of Analysis by Exhibition Types of Louis Vuitton, Dior and Gucci ('City’ elements are listed in order of time held of exhibitions.)

Louis Vuitton Dior Gucci
i Ssmoiien e Types of Exhibition Types of Exhibition Types of Exhibition
Elements by Bohme
Retrospective Survey Photography Retrospective Survey Photography | Retrospective Survey Virtual
e Thematic Sections e Life-sized e Thematic Sections
e A Strong Impression Installation e A Strong Impression
cycle at the e Application of cycle at the beginning . White Emphasizing
beginning & end of Runway Stage & end of an exhibition . White Cube Place « Intentionall
an exhibition Setting * White * A Reproduction of Dior Characteristics v
. . . ) . . Cube e Space Non-exposure
o Life-sized ¢ Dynamic cycle Cube Boutique in Paris . The Space .
. . . ¢ Pedestal of Displayed L the Brand ¢ Online
Installation with Mannequin's|* Unframed |* Reflect culture by . Section is . .
. Different by Faces Gucci came Web site
¢ Reflect culture by Pose * Display country . . ROOM .
Space . Heights & Lines - forth with * Rotate 360
. country ¢ Internal & with ¢ Duplex structure Minimal . s
Design . . . e Large * Bon-ton . The Issue Degrees
e Atypical Spatial External Design Photo ¢ Flowers, Masquerade, . Display o
. L . Installation |* Translucen . and it is up |* Zoom
Composition Unification attached and Other objects . . ¢ Tatamis(Japa .
e e . K Symbolizing t Partition to the Artits In/Out
Space e Utilization of * Glass Utilization to the Reminiscent of Dior & Dior & LED nese Mat) to interpret
Brand-Specific e Active Utilization Window Haute Couture . K * Korean X P
. . e . ¢ Miniature Iron-line . it
Patterns of Media Art e Mirror Utilization « LED Pillar Traditional
¢ Continuing the Story|* The Intersection ¢ High Pedestal Furniture
by Section of Brightness & ¢ Display on the Ceiling
e Mirror Utilization Darkness e Utilization of Media Art
Spa- . Flagship
tiality Archtec- i}ii:ﬁlri Store, Store, Gallery, Flagship Store, |Simultaneously
tural Exhibition Space, Pop-up Exhibition Flagship o ’ Museum, Specialized Museum, opened online
. Exhibition Space, Museum [Pop-up .
Applica- |Museum Space Store, Gallery Exhibition pop-up Museum, Temple |Pop-up & off-line
tion Exhibition Exhibition Space [exhibition
Space
Space
Paris, Shanghai,
Milan, Hong Kong, Ee?;ng' Seoul,
Bangkok, Berlin, ans.
. ) Shanghai,
Singapore, Dubali, Tokyo. Milan
, Melbourne, Madrid, , , vo. . (Off-line)
. Paris, Tokyo, Seoul, Paris, London, Shanghai, Sao Paulo, Paris, .
" Location . Osaka, Toronto, LA, Beijing, . Shanghai, Tokyo, Seoul
Cities . NY, Shanghai, Beijing, . Tokyo, Seoul, Melbourne, Hong Kong, Shanghai, Kyoto, Seoul i
of City Jakarta, Mexico Tokyo, Seoul Tokyo, Seoul (Online)
LA R Colorado, Dallas, Osaka Bangkok, Seoul, NY .
City, Chendu, Kuala Worldwide
Melbourne,
Lumpur, Tokyo,
Chendu,
Beijing, Seoul,
Osaka,
London, Rome, Toronto
Miami, Munich
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Louis Vuitton Dior Gucci
The Atmospheric Types of Exhibition Types of Exhibition Types of Exhibition
Elements by Bohme
Retrospective Survey Photography Retrospective Survey Photography | Retrospective Survey Virtual
Archives
Actual Object , " Artworks, (I
B(?a?aTrairJleCCS;:Xetc) Artworks, Costume, related to the Traditional Soin\zor s, {In Artworks(In
Mate- |Exhibition Ba s Costl.{me ‘Livin- " |Fashion products of |Photography |Accessories, Shoes, theme of the |[Photography, |Korean exhibitions) collaboration
rials  |Objects Ag ) i & Collection (No Frame) |Archives, Period objects Exhibition, Catalog Furnitures, Bags, . with Artists),
Miscellaneous Goods, - . . Archives&Produ
. that inspired Dior Costume, Art Archives Artworks
Archives cts
works
Media Art, Digital Moving image, Floor LED Light, LED Showcase, Digital
. . Wall, Lighting using a |Video, Digital Wall, |[General . L Digital Wall, . Video, General Light Box, . .
Light |Ligh I t Light LED LED Light M Onl
ight |Lightings | i o, Glass Cubic,  |LED Lighting Lighting Sncllileichts 1‘2 ;\r;[gir’mr LED B | Light Digital Wall, Oridl)a( nne
Light LED Lighting potig Showecase Digital Show Y
Black, Blue, B Black, Blue, B , Black. Blue,
ack, Blue. BIOWL. gk, Metallic, Red. | . Black. Blue, Gold, Pink,  |Black, Grey. _ ack. bue own. ack. Bue
Color |Color Green, Natural, Neon, Silver. White White Red. Violet. White Pink. White White, Yellow |Brown, Green, Hot-pink, Mint, |Brown, Red,
White : ’ ' ’ White Neon, Yellow White
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ce Design Y
Dior Lightings
®Duplex & 2 g dhes

structure {

Digital : Indirect ;Vbdeo

Boutique | ristics Wall  iLighting |

Light

Retrospective Exhibition
Atmosphere

Architectural

Application Falor
) : Louis Vuitton, Dior, Gucci : W | Dior |Gues
== t e Traditionality Natural, ; Gold, : Mint
Exhibition : Exhibition : Specialized Neon :\iolet !
Space, |Space, |Museum . :

Museum | Museum |

Spatiality

Location of City

(L I Dior I Guecci
Bangkok, Bangkok, EShsnghai,
Beijing, : Beijing, : Seoul,
Dubai, : Hongkong, : Tokyo
Hongkong, | Milan,
i Paris,

Exhibition Objects

LV Dior Gueci
Actual EArtwmka EArchives
Obijects, : Archives, :
Archives : Period
i objects

{Fig. 10> Analysis of Retrospective Exhibition’s Atmosphere: Louis Vuitton, Dior & Gucci
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Space Design

Dior

Gueci

Lightings

W | Dior |

Internal &
External
Design

Architectural
Application
w | i

Dior Gucci

nification | Dior

Large
: Installation : Non-

: Symbolizing | exposure

i Brand

ilntentionally o

Active | LED
Utilization | Show : Wall,
of Media Ecase

Art H

Survey Exhibition
Atmosphere

: Flagship, :
: Gallery

Spatiality

Pop-up ;Pop-up, ; Museum

ior:
icCi:

Color

Light

Focusing on the atmosphere
of the city & their Issue

White

Location of

w Dior

City

Gueei

Exhibition Objects

Bangkok, : Bangkok,

Beijing, Beijing,
ubal, Hongkong,
ongkong, : Milan,

don, : Paris,

Shanghali, v 1 Dior Gueci
Seoul, Collection | Archives, :Artworks

.meo products E.Artwcrks

{Fig. 11> Analysis of Survey Exhibition’s Atmosphere: Louis Vuitton, Dior & Gucci
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i Catalog
* Gucci did not hold a Photography Exhibition.

Exhibition Objects
w |
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(No Frame)
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Wil 557045
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Brand Message & Harmony
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Space Design Lightings

Gucei

Digital Media (Online Only)

Gucci

* QOnline Web site

® Rotate 360
Degrees

® Zoom In/Out

Virtual Exhibition
Atmosphere

Gucci :
Reproduced Off-line

Architectural Color

Application

Gueaci

Black, Blue, Brown, Red,
White

Gueei

Simultaneously
opened online & off-
line exhibition

Spatiality

Location of City Exhibition Objects

Gueei

(Off-line) Tokyo, Seoul
{Online) Worldwide

Gucci

Artworks(In collaboration
with Artists), Artworks

* The Virtual Exhibition was held Only in Gucci.

{Fig. 13> Analysis of Virtual Exhibition’s Atmosphere: Gucci
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