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o] W9E dAHoR dolata 11 5 gAe b
A Basgl Ageolds ¢ HAEE At
Atk olF TAE Sh9EEHA 5A4o] WEs] =

s Aol S Ja3tk oftjtiA(Adidas),

lo
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o} oflzvhe] Awaold

(Blechman, 2013) ]21%{¢l ziﬂ E® HriEck
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718k FgjellolE] B, t]HlE = xRshA Q14E
& 9 AT A Base s2|E e ~ER
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ARl AEZES 0 Y] mgks gME] A Bl
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t}. o] A= A(The Hundreds)®] HFH] ==
(Bobby Hundreds):= A~Eg|Ego]7} o o3t A
o] ofe} 3t et Fojeta WP or, Fof
2H ZHFear of God)] Al2] Z#lZ(Jerry Lorenzo)
= 2EZESo)e] godl tis] dEHQ A A
2EE Holuh= BE Zlojgta gt e 3}
o|EQ] o}B 2= AEFES 7} 1Al o3}
gy, = dakta Sk s dsdzg)
o] AEREof= Kol ofue} w3te] gt 7

i,

ek, =7 gfo)

TS

o

e
ZERde] w3t ZlofEhal 5274 3 HH(Hundreds, 2017).
olgl WEd JOE vl 2 ofHARL 4
HHow AEEo: des] A o] B
=7b ot s o, gobs o2 w3
o] g Ftolr thEneke] WEkE e T2
g 940

=

F

gt gof7h AREE7] ool ~EFEdo]
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flofs a50] el & Sl WAlolEE A
AAEe Zlo|thMorency, 2017). WA AEHE
glo] Bai=ele] Aol de A dd =2
WErh BAES] fARS 42 AH|RbA dadd
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HEl A B3R vl IAE §19EE o)
Bo= AT F Utk o]ofx= HelME ¥4
2 g BTl AEZEC] 7he] AHge]
A A IAE epelest el olsfstaiat
NEAE SE9Eske] S disl] araek Aol

Mo
o2

=t

ﬂllo Hoodn >
>SZ (W

ek
)
o

EXE SRS} A= o o 2141719 4
A, EeHA, AAA A wedskA] o Ao
HEE = (Muggleton & Weinzierl, 2003) %= WY
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Figure 1. Burberry x Gosha Rubchinskiy.
From Allwood. (2017).
https://www.dazeddigital.com
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Figure 3. Louis Vuitton x Supreme.
From Ellison. (2017).
https://www.ft.com

Figure 4. ~Dior x Nike Air Jordan 1.
From Evans. (2019).
https://www.esquire.com
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Figure 5. Balenciaga x Crocs.
From Nair. (2021).
https://www lifestyleasia.com/sg
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Abstract

Luxury fashion brands are embracing the communication methods of streetwear brands while trying new strategies
to meet the needs of Millennials and Generation Z through collaboration with streetwear brands. This study is to
examine the communication trends by analyzing collaboration cases between luxury fashion brands and streetwear
brands from the post-subculture perspective. The post-subculture theory investigates a youth culture newly formed
according to individual tastes and consumption choices. As a research methods, literature and empirical research through
case analysis were combined. In the case analysis, collaboration cases between luxury fashion brands and streetwear
brands after 2017 were collected, when Louis Vuitton and Supreme collaborated. The results are as follows. First,
young people form a fluid and temporary network to gather and create a hype when news and rumors about a collaboration
are posted on social media. Second, luxury fashion brands promote consumption behavior with limited supply by applying
the drop release of streetwear, and young people express their tastes and identities through consumption-oriented
behaviors. Third, young people exhibit an ambivalent attitude toward the media. They display subcultural capital on
social media, while distinguishing them from the outside world and being aware of the appropriation of subcultural
capital to the public. Fourth, the consumers put emphasis on brand activism and express their will to change society
in a more active way while demanding diversity, equity and inclusion. Therefore, luxury fashion brands create a
participatory consumer model in which a community is voluntarily formed or a meme is created by applying the
communication methods of streetwear that overturn the traditional fashion system. As a result, consumers of the
post-subculture take the lead in tastemaking with the authority to decide what is cool. This study is meaningful in
that it can help fashion brands establish effective strategies to meet the needs of Millennials and Generation Z.

Key words : luxury fashion brand, streetwear, subculture, post-subculture, collaboration
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