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Abstract

A strategic alliance has been used in various terms, including co-marketing, strategic partnership, interfirm cooperation, and cooperative strategies. A strategic alliance is a cooperative arrangement among partners who share skills and resources to yield high/superior productivities for each individual firm's profits. Using strategic alliance for luxury products may be an effective way of enhancing the value of products. The combination of two companies' strengths not only provides greater outputs, but also nurtures consumers' expectation toward the products. Because more and more industries will use this kind of alliances, academic researchers will need to pay attention to those consumers who prefer unique marketing strategies.
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Introductio


Since the 1990s, the majority of American domestic firms have entered an international market, and this flood of activity has let to heavy competition [1]. This competitive market environment has pushed these companies to be innovative and constantly upgrade their products in order to remain viable in the market. To respond at a high level to customers' needs, many companies have attempted to implement new retail strategies such as Mass Customization (MC). Introduced by Davis [2], the term "mass customization” indicates a system that uses information technology to allow individual customers to design products to meet their specific needs and preferences. This MC has been applied by different retailers, such as apparel (e.g., Levi's), greeting cards (e.g., Hall Mark), and eyewear (e.g., Paris Miki). The effective adaption of MC offers customers to experience both "aesthetic and functional fit” and uniqueness (boosting differentiation from other customers) among an infinite variety of products [3,4]. The innovative aspect of MC especially satisfy consumers' uniqueness-seeking need by providing scarce goods and services [4].


    Although customization provides a major point of individualization or uniqueness, it has its limits in operational capabilities and demand [5,6]. Technology can support large- scale customization; however, this customization is limited for a few attributes and a few products. Further, the consumer demand for customization is not substantial enough to provide profits to marketers [6]. In particular, consumers are not prepared to have everything customized [6] because they fear to be extremely dissimilar relative to others [7]. Not surprisingly, the popularity of MC has diminished among companies and academic researchers since the early 2000s. Under this circumstance, business firms need a powerful strategy to overcome the limitations of MC. A new strategy of marketing has been developed that has many of the advantages of MC but without its limitations. This strategy is called "a strategic alliance.”

A strategic alliance has been used in various terms, including co-marketing, strategic partnership, interfirm cooperation, and cooperative strategies [8]. A strategic alliance is a cooperative arrangement among partners who share skills and resources to yield high/superior productivities for each individual firm's profits [8]. While MC is co-creation between suppliers and consumers, a strategic alliance is co-creation between two firms. The alliance between two companies, especially from different industries, enhances synergy, which is "the ability of the firm to exploit existing knowledge and resources to make a new product and is considered to be an aspect of firm strategy” [9]. Especially, the technology and fashion industries have engaged in synergy to add symbolic values to products or services via luxury brand images. Since LG Telecom (an electronic company), and Prada (a luxury apparel brand) collaborated and created a "Prada Phone,” [10] many companies have introduced collaborated products to the luxury market such as "the world's first luxury Android Wear Smartwatch” by TAGHeuer collaborating with Google's Android operating system [11]. Such products created from strategic alliance between two businesses can provide unique benefits to consumers by offering both utilitarian (i.e., technology) and hedonic (i.e., fashion) attributes, leading to customer satisfaction.

   Conclusion

   The role of technology or fashion is not limited to either functional or aesthetic aspect. This creates the value of fashion to technology and allows this technology product to extend to the fashion industry. Using strategic alliance for luxury products may be an effective way of enhancing the value of products. The combination of two companies' strengths not only provides greater outputs, but also nurtures consumers' expectation toward the products [8]. Because the two well-known companies produce one product integrating each company's strengths, the quality of the product gains credibility. The collaboration provides an opportunity to technology and fashion marketers to adopt new elements from other industries. Accelerated use of alliance marketing has created a paradigm shift, and as a result, many companies selling different products have collaborated for competitive advantages [8,12]. Recently, the car industry has used this strategy alliance to accentuate the uniqueness of their products. Hyundai, the Korean automaker, and Prada, the Italian fashion brand, collaborated and created "Genesis Prada” [13]. Aesthetic features such as Prada's signature top quality leather and a new rear entertainment system distinguish this special edition luxury sedan. For the same reason, ErmenegildoZegna, the Italian luxury fashion house, and Maserati, the Italian luxury vehicle manufacturer, collaborated to create bespoke interiors for a concept car [14]. This kind of strategy tends to advance both companies' potential worldwide success because their cooperation provides more benefits than an individual firm can do alone. Because more and more industries will use this kind of alliances, academic researchers will need to pay attention to those consumers who prefer unique marketing strategies. Although many studies have focused on the B2B context dealing with fit between alliances' resources [15-18], few have investigated how consumers perceive and adopt these alliances. Thus, future research may want to examinehow strategic alliance creates new markets and affect consumers' decision-making.
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