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Abstract

With the development of technology, the protection of differentiation and distinctiveness of
brands or products through Intellectual Property Rights(hereinafter IPRs) is becoming more
important. The basis of this importance can be examined from the perspective of brand equity.
As brand equity induces purchase decisions based on consumer perception and strengthens
brand differentiation, IPRs analysis centered on brand equity is a meaningful research topic. A
luxury brand, LOUIS VUITTON, originating from France, has recognized the importance of brand
value early on and is creating and maintaining brand value by protecting brand assets, utilizing
IPRs. The introduction of this research indicates the importance of brand equity and the need
for IPRs utilization as consumer decisions become more prominent. For the body of the
research, after developing the theoretical background, collecting literature data related to the
concept of brand equity, the concept, and necessity of utilizing IP and IPRs, the research was
conducted by analyzing the case and significance of the LOUIS VUITTON IPRs case based on
Acker and Keller's brand equity perspective, who studied brand equity in terms of consumer
perception through qualitative content analysis, a method of qualitative research. In conclusion,
the IPRs case of LOUIS VUITTON showed an organic correlation with the brand equity
perspective, and it was visible that it is, directly and indirectly, used to create a brand value
through IPRS. First, by utilizing IPRs for marketing, perceived quality can be optioned, and the
perceived quality of products can be expanded throughout the brand. Second, it is possible to
acquire brand recognition through technology at the consumer contact point and form
differentiated values from brand awareness. Third, parts of the brand’s differentiated intangible
services can be utilized for brand awareness. Fourth, it can create utility and cognitive value by
organically protecting the brand's products. Fifth, through using a wide range of IPRs,
consistent brand knowledge can be created to form unrivaled brand equity. Therefore, this
studies suggests that IPRs can be used for brand management from the perspective of brand
equity formation. In future studies, the meaning of IPRs from the perspective of brand equity
will be systematized through empirical analysis.
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5t A2 2015HCZ efol| S0f 2|22 0|20
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ol 2 E miF e Y 220l 2M SSiE =
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2012, p.110.
35) AR )1 A, ol 9|(), Op. cit., p.104.

36) FrE HIAESY] $Jgt A|2Hl(system for testing a
perfume), S31&EAFN A10-201770046735.

37) HiEE AEE I3 W71 A (packaging device
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A10-201770053825..

38) 700Rol| oA U2 FolulE
370, (2021.11.2.). URL:
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