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A Study on the Effect of Art-related Social Media Content
Usage Behavior on Luxury Brand Purchase Intention
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Abstract

As the luxury market continues to grow, luxury brands are quickly incorporating art into brand
communication due to the decrease in scarcity, which is the intrinsic value of luxury brand. This study
aims to analyze the effect of art-related content usage behavior on luxury brand purchase intention. This
study verified the effect of consumers' usage of art content on the purchase intention of luxury brands in
social media, a representative consumer communication channel of luxury brands. As a result of the
analysis, consumers who accept and diffuse more art-related content on social media showed higher
purchase intention for luxury brands. In addition, aesthetic, symbolic, and hedonic values, which are art and
luxury purchasing motives, were analyzed to mediate art content usage and purchase intention in social
media, and the moderating effect of FOMO(Fear-of-missing-out) was verified as a psychological mechanism
inherent in consumers. This study provides academic and practical management implications by exploring
the impact of art content on luxury consumers at this time when luxury brands are becoming more artistic.
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