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[Abstract]

While the new coronavirus pandemic will continue to depress consumer confidence, the
art market is booming. However, the market for contemporary art in Japan has been underex-
plored, despite the fact that it has the potential to grow as a strong market after the end of the
coronavirus pandemic. The structure of Japanese art market itself is still unclear, and a quanti-
tative analysis of the trends of contemporary art collectors, who constitute the market, is an un-
explored as well. In this paper, we use cluster analysis to derive a typology of contemporary art

collectors. This study could provide important data for marketing initiatives aimed at the devel-
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opment and growth of the contemporary art market in the future. By extracting the motivations
and disincentives that lead consumers to enter the contemporary art market for the first time,
and to continue their purchasing behavior after the first purchase, we hope to contribute to the

revitalization of the art market as a key element of Japan's cultural strategy.
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