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Abstract

Advancements in technology and the proliferation of digital services have
highlighted the importance of luxury brands in service environments. Based on
the social exchange theory, this study investigated the interaction between
customers and luxury brands in a traditional offline service encounter and a
digital online service encounter. The interaction area was classified into three
parts:  human-human, human-digital, and human-physical environments. We
qualitatively investigated the practitioners working experiences with luxury
brands. The study determined that both online and offline service encounter
interactions between luxury brands and customers have become diverse. First,
forming a special relationship with customers and frontline employees in
traditional service encounters is important. Second, luxury brands should focus
on the interaction among customers. Third, various digital tools should be
considered to provide information about the brand to customers. Fourth, the
exclusive benefits of offline service encounters should be maximized to
stimulate positive experiences. The findings provide valuable insight to scholars
and marketers on the new interaction phase between customers and luxury
brands in the digital age.
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W2 YRES w2W FEY M B
s AEHem AAstal et 2025W0l= A Az
e wiES] 19%7}F 22lolA T Aoz odstar 9
omn, 2eRloA ot Aske Mg 8%, exEdl
Y ohES 22%, YA 70%s 2EoRRE s
i w2 oS0kl vk (Mckinsey & Company, 2018).
A EAE] BRiE: 2Rl HAgit 22 7le 8ol
g5 AFAIAY AL oyt olEH| At Zt2w] o
£ 2020d0] EHojMof 22l wHiE AlRtetglar, ARde
FAmES At Rt 7B 2 ARE oF 28
wilE sty A got We71® Shlth(France
Inter, 2019). T3t EIAE 2eRRlo2 AES B = 9
o FuiE oM exekl wiS WHEsfioF gl

7l&e] dHog HAe] Hllto] AulA JYoM: o
kel B B PR i e S E d J od R o e
OISR AHIA 3ol Zlete] AoAg, A4 mHolE
B3 A Az Ag o=z Asksta ItiHolmgyist, Wirtz,
& Fritze, 2020b). AH|A HHoA HAES S8 ozt
|9 W7t thdeiA L gl Aotk gAMg] HliboA=
I8 BAE AR T7] oige] 1A
85 B AN FE o|RYTh ey 1
AR ARE AFste wWld A9 AR
71&0] tAlsh= AlE AU ot dE 59, AR
o] EHIY AR THE ALS el miE
AAste] M2 A tiet JH &lo] 7FEsith HH
2= 221 74 oA Fefr|E, AEby, 2% A
£ 5Y AHRE wEog s £ mHeolAE st
9] tolgle Aletsta ok FH= A
et ofEF Aol AdaEts, 2 5F 7MIeR o
g AdS & & It THIH(augmented reality) AJH|A
£ AEst gt} 55| Weg olg e Bt
oAd Ve SOl He AHAEY 4AEchkr Sid
(Loranger & Roeraas, 2022).

olgd% A BIEE2 tAY Jles Z8dle] At
Hog AHIZEN ARUAldst] $s wstal Qlrt
(Chae, Ko, & Ko, 2016). I3} 11243} BT o] #HY
AloJdo] F7kstar 1ol EFokal, AESHE AHIA A
HollA o' Faago] o]foiz=7], 10| ojd Yzg
7 gleAlell digh A B3 AAolth VIP A5
oAl HFe] BaE AEE 9ol AlTHA mepel AHjA
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Wb ofyzh RatqloM o] deAgE e FasiAHA,
A2 oA =M BES] g gt a4t 2
sirh 2 Aol HWEAQ QmeReligt opzt 2}l
Aol ol=7 7] #Ae] Bi=S] AuH|A Al 1A
o] AeAge AelA e o2 ol dmEyzt
gtk #AE] Bsr) exelay ERqlelq aAelA A
Sohs AH|29t ofo] HiRt 17 wkg2 dobir] fsf o
Azl BREe] oY gl AR|lA B9 AZvkeS dHdes
o 2AE AAske JAIA AFE Adskalrt. A7 &
22 o2t gk

AT =2 1 HAE] Bisel 17 he] FozakgolA
ofuRt ARSlA weho] dojubEa] HAF o R ey

AT =2 2. gAM2] BR=rt v dogd o, &
2kl o emepelo] AH|a oA dlEElolol & ARYE
& EE3)

ol HAIE Ao HA2] Bl Auli HYoA i
A A Algwlotop & 7pA7F FallA s, HAe] B
HE Fgase] Y Ade

=

%
A% o) 27| Fefse

al
B 211, of® 22 Tefsiel sheAle] dhet Feleet

e Algstazt gt

=2

I. olE3 HiZ

1. 8M2| 23ce} Alsd ngt 0|2

A Bt tiet ide g SRHE AfelolA TRt
Aoz gMo]l  EHolghtHKim &  Kim, 2022; Ko,
Costello, & Taylor, 2019; Lee & Ko, 2022). A5l 14
ol BIEA] Hagh ZI7tel thgh wWetolA M F
aok#] o2 Z(anything unneeded)’(Sekora, 197722 &
Oljo], A olHA ofg Aol 7FEet o2E HAFY]
T 5t%thQuach & Thaichon, 2017). Fqt ] A&t
AE|Ae 2P7] jEE, B BRIOIA UE HoFa 4o] o
= 2HREY] 898 FFAIH Correia & Kozak, 2021).
Ao tiet HE2 AR SAHAQ AR AHF FHAY
Aoz Yol E £ 9J=d(Seo & Buchana-Oliver,
2019), Ar2lA Su|ze] Mzl Aol BH 2|
olm] AR]H 29E UHHe &85 7 HKo et
al., 2019; Seo & Buchana-Oliver, 2019). WhHof 7]217
omE= AP HA dfgtle WA 4 HAS
Ag] B R 8% 942 EhQuach &
Thaichon, 2017). & 7oA Az BREH w2 4
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of ZlsHolAY ARAR &5 A= 7HA
skal, AYUE ow|A|et A AH|RRel 7 A
27(Ko et al, 2019)= Aojgict.

A me ojgels, 9L We
o AR wFel Zefst] s Felzdl A4e Wdrke
Adolch(Thibaur & Kelley, 2017). 7H91e ofd, A=), 7
AR B 22 ATA ol AR el WA BEHE
o Eotet AAA o]dE A Zddt= A(Shiau &
Luo, 2012)01ck. o714 m@ke] <lulst sl slo] A
o AR offe} AgEQ B olele] @i wejEr
(Harrigan, Evers, Miles, & Daly, 2018). o]&iet Ats]4 i
B nUe A7 WS ASE 7L BRAS e s
28 PAE EAstke 7]l EHojgitk(Shiau & Luo,
2012). o] AgArelxe 2ha 22| BA|(Tekleab
& Chiaburu, 2011), X7} 2]7Fe] FA|(Grissemann,
Plank, & Brunner—Sperdin, 2013; Pappas & Flaherty,
2008, Kim & Qu, 2020), Yo7} 143} B =0o] A
(Higgins & Scholer, 2009; Hollebeek, 2011)5 AFs]d i
fie] A Hskck

IAS HAEOIO] PARKEE o]olg ¢ HY HHS
of gk FAAYN AZolyt Pzo=m Fr(Pervan,
Bove, & Johnson, 2009). ¢l EITo|A A-Fsh= AH]|
A 2 Qo] FAARN AT PARERE ofye} wefjo] 1A
FRENE P ok 1A B BlEERE de Tt
g Moz QX FAH, B4 AU 2 Hnz
(Higgins & Scholer, 2009), 112jo] HH=9o} *}i?‘h‘lo}L
AL OmE Za3% 93k Sthi(Hollebeek, 2011).
W] EAL AdelA AdE AFFoEN FE ‘/}Oﬂ
A 7RA7E Joba wdE= e Y= Ao|th(Chandler &
Vargo, 2011). |4, 4# 59 7444 2Age #zyA
WO oG F2 Zobg 4 glovt, A, A
I S e ARl 2Ye zbotHy] o]k 1L,
E3] gA] BHENAE ol=dt AAQl Ao wEol
o]Foix]=t, Quach and Thaichon (2017)9] A-olA+&=
AR, AT, HE T A 2 mEe] HAMz Bl
Lo} 17} Alolof| A o]fojlrial Hejrh & ““a}oﬂ/‘ﬂ ‘A
ol oy o] HHol fJ2F oulstH,
B 227 CARE zo A4 oA, A BS =i}
ol A BHE Ao F83% IS AT Quach
& Thaichon, 2017). A, A2l B} 717 E4SH &
AL drARl AAA AFe=wt ofsfsr]ol= 6}7417]' A
th Al E°l, 7HHo] A& LEAT oj¢} A A

oo} Azl

4% W 2le AL Holk o] HAe mu:

Aol B4 % shfolrh. webd 2 Ba=et uA g
A5G Ied] F4, AR AEA 5o A A
o] mgtoggt sHsrlofe @A Ak A, the Aol
A g ez g2 Aol HAE slge] Wt @

Al GiEar Qlow, Thes] o] gARl WARRTE aAo] Z]f
Sk HHE mefehrlole ofelgo] ARt o] B

oF wHsh= 2 A gEat o} wiire] 4, AlEske
AEA ZZ2AIA, 71EA B FoR TSt Qi) o
o 1Ao] AFE 2Bt
cRHE Jdishe ARY, A, WE 59 - &

& BACeh mEsks A A 5 g,

2, YMz2| BMEo| MulA HA

-

o] 5289 2(Surprenant & Solomon, 1987), A 7+
SRRt 248w ey o2t g o
o Yzet 7lee] wHog Qs £ o WA 285
. Shostac(1985)+= HHV HHE n7o] FAHL AfH)
o] E1_uﬂol/\9]- }x}—_Q_XT- o]—‘— Z£7tog /R-]Eﬂé‘]—ﬁr,]- o]

T ARl A, o2 )RR ofet 2jAQ1 8, A
HA 3, 7le 59 g 9uE Hdoka Slok
(Patricio, Fisk, Falcdo e Cunha, & Constantine, 2011).
I by, charet Sletsl
ol1% Bo ARk AR AR 7168 A AEHE
oz okfzL Jgor ARsIY YK Winderlich,
Wangenheim, & Bitner, 2013).

A BES AHA MY 5 22l FHiol diof o
2] =97t stk A BREE Rl FAl, =2 AHIA
45 7R A9l onAE 7L 917] HiZel(Ko
et al, 2019), 17o] ohd thE AlgtEdte] wR=iY
A6 B S SIS LAl T A
FafloF et FHT Ith(Kapferer & Bastien, 2012).
= ae] 1) 1A A} AGAA A
A ARE A Bobd, Ao dig ¢14le] wopd gk
oflet 1 ”H o] ofeke 4 Qlok= Aotk Ly 24
mjoej7t HEshHA Bt gt fo] ok miHroi:
LolgAHKim & Ko, 2012; Godey, Manthiou,
Pederzoli, Rokka, Aiello, Donvito, & Singh, 2106). X
elol ol T BAL npEAL Ame ohje 44

eels Bal the uASY meshl  AsshEA

7129 Az B Tt Aol mAT Aus AR

(¢ r_ﬁ,

(o
§E

o

l' I> %2 o
. =

= nA-A9 3F oA AoAgo
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(Holmqpvist et al., 2020a) 1Zjo] <QlAJsh= AH|A 7<)
NEe =T ek oAl Bt o 1 Algohs ZHHY
ofEeAloldS S migel A3 7HA @itk VR, AR &
Sg AE W, dasdelde AREF Aol Fofiglel
Aoz o A =3l olgx ohstd 22kl Aol
3 FE Barh glon, Mulis Ao S HAMe B
FHiEe] F4lo] & MZAHel

-l
A4e) B
Sl 77 4
A WEo] g, nAT wpg A BAE B4 ¢
Aol WAR B 4 glom(Rosenbaum, Russell-Bennett, &
Drennan, 2015), 53 Wy Adks eejolmat ofje}
QTmeelo AL HAg] HMEol ALH A ;31}%% 517
ARy, 2020). E3F {3k Bt AES 2861
AH|5Me ZAHH=E 37jdo Rz AH|SH= UZ2A|AZE] Al
o] Yep7|= ehh(Hyun, Kim, & Hwang, 2021). =14
Biee] deud A5 BREo] FAHC: S
Sofl BRESh Al fuiz ‘% 2= Y
Sth(Ratakam & Petison, 2022). ESH ZAg] BIHC=o
ol AH|A oAM= EHEEE AH|A, BRRE

& A A=, YA Hovkeths A4S S 50
Al & ™ol

>i
>_\.L
mlo
ol
fo
QL
=
o
N
N

-85t (Kauppinen—Réisanen,
Miihlbacher, & Taishoff, 2020), HAd EI1= ARMESH &
2Rl AFUAlA Fa4de thFE Atk Holmgvist et
al, 2020b). A2 s HPESO] 24 wHolE F
BEo} Ao AELE AT AFUAldsts A
oo} 7o wigto|c},

olof AH|A HAEL 1A HHEE oloj= V)&, 1L
A3t AU AeAg, E2F/dAE 27, AHlA Z2A
A2 FAE uA-BHEZt AFSZARR(Lariviere, Bowen,

Andreassen, Kunz, Sirianni, Voss, Wiinderlich, & De
Keyser. 2017)0]2t= ﬂ';ﬁ% Ags F97t Qi E9],
Aol AT A4E HAY] BREeto] Aoy F
Hom YotH A} iﬂr AN HRHEZE o]RojR]= AT
2H-S A8 A (social), HAE(digital), &84 (physical) 4
goz E Holmgvist et al.(2020b)9] A& 7[Htez, =
AFolMe AT ARfhuman-human), AFETF 71&
Abgat E94 @7 (human—physical
environment) Al 7t o g HZste] AmKR 1} gt

e

(human—digital),

O

m, ¢t g2

It

B AF= A H(Creswell & Poth, 2016)& 75te.
2 gAe] HToE emeRolyt 2eRloA uAA AlF
Sk AH|A9F AT AFoARge] diof goth: FHAA
AT AYPslt. olF fJolfl HAAe BHEY] wiAg 9
I ME|A BAL e 9SS tVdeR AT dER
£ Aseltt. 2 Qe $hA Ao FHoR 3 A
o] Aeerx] gotr7] o A BREA 10d EA
A3t A7t Al He g eR mpdsl QIERE Agsigle
W, =] gAe] B A2 ohgat Zo] aokd
Aot 2, FAE BRHE EAA= g a7 =7t
2 AZsial gloh. BRHES asks ofAlol 9 2= 9
wAEE el Atz Agsks 5 BRl e
£2 "olth. &4, tAE &l digt 22 AFUAC]
A0} 4-go] whEth HHHo] AGeirt Sl VIPLALY] 39
5] emeRRIAS] WFHE ASoks e Holal ¢l
oug gk Ho| AUA|A AeAA] g2 EA4E Kol §l
oh. oleet AWE Higor 2 Aol FH| T GAY
HHE A2 Aul2 3450 wate] dish Ame 7ol 2%
g Zog wdsiytt

2 2= B4 23 (purposive sampling)of] okt A+
o] ojeof ARt g dAE AAst) ool gAMe Bl
o upAY & 1A AE|A RopollA 109 o) 2ReE &
b 15%e dider A% WS AAsHtHTable 1), &
Aol Ao tisl] F2o] Aot oo Fogt HoldE
= tdoz Agsiylon, F7F dRol SiE B¢ ol
oAl AAetste] 71 AERE AASHITE AT A=
Kauppinen—Rdisanen et al. (2020)¢] $14-& Fa1sto] =9
(introduction), A}=(stimulation), ZAHprobing), F7F4<1
©]7A(additional thoughts), AEAEA AH(background
information)®] & SHAR FPsiolct. R W§ +442
Holmgqvist et al.(2020b), Kauppinen—Réisénen et al.(2020)
9] -5 FAstHTable 2). &4 @ ¢
=20 tigt =4 AEo® AFste], @Rt Sl B
o] IAZA ofF AH|AL oHIEE ]|skal AlFSh
P=Al, AEgE AH| 2] Higt BrpE 1AEE Zpol7t gl
A, 1A o7} 2Ahate] BAE ofuRtA], 1AEo] g
FAL of4lIEt AHAY] e 55 Aostalon mExRt
°% WYAEY ATEANY AEoT AHRES ohRs
Sk Qe S hate] o sl mesigien], W

AR RS AR AR EA-RRY, A3, A

|z -

[

oft

o= =
= SR
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Table 1. Profile of Interviewees
Interviewee Name Age Gender Work Experience
A Sk* 30s Woman 13 years
B Kx* 40s Woman 16 years
C Cr* 30s Woman 14 years
D L** 30s Woman 10 years
E Px* 50s Man 25 years
F L** 40s Man 12 years
G Kx* 40s Woman 15 years
H N** 40s Woman 16 years
| Hxx 40s Man 13 years
J Px* 40s Woman 13 years
K Kx* 40s Woman 22 years
L Kx* 50s Man 23 years
M L** 30s Woman 16 years
N L** 40s Man 12 years
0 Cx* 50s Woman 22 years
Table 2. /nterview Guide
Process Questions
1) Introduction + What do you do? Could you explain your work responsibility in detail?
2) Stimulation + What kinds of services or events do you plan and provide to customers?

« Are there any differences between customers’ evaluation?
+ How is the relationship between customers and employees? What kind of
effort is undertaken by employees for their customers?

When a customer visits the store, what kind of service do frontline
employees provide?
+ What kind of retail environment does your company provide at the store or
online?
+ Is there any satisfactory/unsatisfactory feedback from customers?

3) Probing

+ What kind of service do you plan in the near future?

4) Additional thoughts « Which services should be strengthened in your opinion?

5) Background information + The interviews ended by obtaining demographic information.
T 71E(@A-71ezh), A 298 @ A-E4 @ Iv. |3t 23t
70 ArAgor ERSIGH B3 7 J9EE 2]
oA olfolAE FuAgIt exmelold olfol: 45 1. 1Z-2@(customer-employee) 4TS

Agoz LA,

BE QER vt SUsH omellelds waw 7
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At EE9 PAE sk Aol oHls] FasiHa o1
5}9:14 1’411‘%_1 7]%‘31 =L 312‘%, “%?4 B 1

3 olon A WAZ S A9 BACS) B4R
. olell 2Me B w4
A2AE e 5 3494

| 9lel AgHew wesn ot

2 FRRlelAl B grEetEal AEA] A
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ol
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~5 Ag HRse] Aulz tiRae A7
2wt ohleh A A, old Tof e, 4T 52
Fgole] 1 AR £35te AT Aol A

FgoL 7 ojg] Yoo FEoln E B
9 55 FG AP AFE JoF]
et o] e Ay FEE FRoke FPE
2012.(4)

- Ag A

1

“Fe] VIPS] F-9
Zo] fle] EFL per] o] B 1 TAL FHEol
= XNEo] EFS g dYgS Zo] £3prEA]
o £Ee HAE WA Hhe P HE (B

o9 P B 5 UEF

“Jeloji} AT FjgdE FA)F0] Zaf ¢hj7} of
izl 7 O7L FHuoke go] HirZ RS
afo] ZHFULF SRl 59] {ES Hy ) 77
7 Hg Felvte] B} Hesore] 7 §io)

& FRYF e pjA)7] mjEolE.7(C)

B LA Hijis ofd] {EE0] =, o] G4
228 AR Q7] mjEe] S 1278 ek
& 54 dES HYHT ()

i
Ir o
)
o r
O
e
2
Y
H1
i
:Cg
jN r
rir
(o]
T
oE
)
1o

FAEHE AolHD,GK). o= oS
Al (commercial friendship)” &F 72 Wgoz & 4
(Holmqvist et al., 2020b; Rosenbaum et al., 2015). 94
AmE ARl 2 F AEEE Yujsts Aol BEiE

7 Al ABsHe Qe Ao ohet 1] Zgle]

Ak ALshes, 8T oz £ 4 3ot A2 2
Bl 22l g7golM wol 2o]al Jle Aot o]
HA Fo= diF

=
Eole Ude A aesia qioh

g Hglo] Ao £E & aFs, oA F
o]z gopa. w7 o] FLlep] TogE

o],
HFo]71R.7(D)

“YrJEE oo} o) KE AHH ofo]E]
ol st YL A7) fja 2] HIg Fgle]
A B gIRL Fer gos] glojg. T X ¢

he AL g Ay HEA F e AT

AL & 7 90008.7(G)
‘gt L7} oferS E—O}o}ﬁfi A& g 17
o] AuF 77}0] 9folL XHEGHY0] g o] EH

'L'Lﬁy]} E7’:’1— L_"IOHX/Z “(]()

2. 174-Z(customer-customer) 4Z2HE

24 njtjojod o2 ARFETRe]

W5E 5§ ‘AR'E wssict 14 Aol A4 U]qoi
AAo| ARTsl= Ao oz} St Halso] gl =

257t FsalARA 1Az
Reo i A A3 A

A whgsta : =

ol emepel ol agoh=s AWGE ohle ThE AR
Eo wHE AFeHHSaricam, 2022). UL ITHEL
A2 Bl AE ] S BRloA Bl 370
Al 4AHlE AstE Fe(Hyun et al, 2021), A
Bl Aold BE A %‘Q T = A

“w2o] Wb o] BYUE A = g 1o
F 7 YEE Y 2L PAE T 7
Y= EE AR F PEIRB)
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“E5] 2pplo] HE oft FE HojFo} siE o
2GR} Zhe VIPZRS Aplo] BEl=2HE]
ys Yt JYE £ O/E Hojz + g

W52 JTohe B (C

YA 2O B FE EEIHI) ARHE
Ho7H e gEe] EHet AnaE
2 YR, ofF A 4 rjrof] &84
BRZojgoA] HolFE A E7HEAE ()

‘HeCojk] Al FHlgF HdEL
AL Ale 24mjrolo] e Hg Fopsh
2.71)

Pl

el 4 pjrjojo] YEEsE7] Pla gAjE] He
= GYrjo] Fojit gzlsid Frok (M)

get ik £, el
o] BHF AL e ARG throl AHIAE AT
she o= e JrHDE). we] 4349 458
271k g 1AL BN AT W HolS B
ofE 3] @57 ALY olReld 4 g gt
LO)
w9 paE HYE) VIP ZAES Eo] ojF
gl o]9)9] HE A}, & AT Foj= A2 F

ol {1gepz] ok, ”(C)

Wlo] G ALHLEY BHE DA REF
2 Al 22 ofd YAl o ¥ o L

Theol OF & F87) Boks. T8 Pt
BRI & O Zejoliih AuAE HEEZ A
F32l7 5. "(D)

‘Ot gl 4oJ HL Klofsl=
ol oF 8. ()

l:l
J\l
l"Io

ofef

VIP Fojij= HalEo] 2 gRlof= X7 ZFS)

L Ao REE 2= NPEE 9E A 2
2 galy 7 7] wjeel], o 1Ass §
= PSP S AL ol
T A G R YA SR ADE
B2 G

2 ol 4lo)elE A0z ok

249 Fp 2 7R YA} Fols) ke 24
hgelE 22 AEIRITY 87 F L)

"omEpl Papo Eoe mAA IYS
2 g Po] Sojg + WA 8. 1 17 gz
o] yigh Gl FHZ + LA HLHe Y
& ¢ iz DAEI)EE F oS

o
7 ) iz (0)
3. 174-7}&(customer-technology) 4228

gAe] BHEoA = ARRlA 24 F shuel HR'E ox
ZRlME 4IH oz AlFsta glrt. E5] exakel vzt
of WESHA grrlete A 9 ARRol ot FRE oeF
SHAl A= Qo Az Ao gt om|x|et Fe
Adn|tolut RS Fofl 4A M2
Ao e QTHCD). E3] e 145

2Rl oA E B sl AlFol= =
Z 4 =E VR, AR, AY 59 ==

_Iia

KN). ol BASE g Zge] gluehe &
1] B 4 Gl A nl 2AS] BAE Ao =
292 5 9k /198 ng 4 ol
s} A LGope £ wjjolE o o
gpolely] HGEY 7 Q= FAY gE T ojge
el ZAEE gL 8. (O

RIZo] Aze HEHL majoji] & mf F-4
Bo]z]BO} ofi]a} FfFfoE EoZ onjjsle] 4E

oz JYT 7 UEF o] o] Fe AAE

Uioiv

'"l

2 HF30Z Pt (D)

ANelojit AR 22 FNE TjEE Foll FLo 4]
o) ] G el YIS o] BE B
=S TS Y A POl (E)
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VM PlAEH o) ARE FHde] £ 7 9
L oJ A fEEA) S R A9k
o ZHs a8, ()

B )7t PHOE AFhe olREZS
REZ heo} & 5 gl AL gl &
5] Fo uAEoJAL HELo] Folg X Lzl H
AEE et o] giHelE BHse] FHEE
& el A3 g 5 e olREE
Al EH HalTo] bjg Hu FolEA

o
T 7 A= 7)5IE AFe 7 A7k, (N)

A3 oA el BAEE nietska ok
whgelq 7o) e Zglo] ofghe tils] Hrke 1
Aol Aol det ARE Agsha Sk AU 4
2 F& o AWHD ok o2 Sof, AgE] tie
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Table 3. Results Summary

Interaction

No. (Social exchange) Type SIETDE
+ It is important to form a special relationship with customers
and frontline employees in traditional service encounters. This
relationship is termed as “commercial friendship,” and it is
Customer-emplo considered to increase the wvalue of human-to-human
yee Offline communication, which cannot be replaced by any Al chatbot.
(love, status, + More specialized and personalized services should be
information) offered. Solely following luxury brands’ official service manual
will not suffice. It is necessary to consider customers taste,
1 Human-to-hum prior purchasing history, and personality to enhance their
an shopping experience while purchasing luxury brands.
+ Customers who like to exhibit their products and services
Customer-custo  gjine and millennials vvhq want to engage in a_ctive communi_cation
mer can choose a special spot to share their brand experiences
(love, status, through social media.
information) + Strictly private and secured services should be provided to
Offline customers who value their privacy or do not wish to mingle
with other customers.

Through the assistance of digital tools and technology,
information about new brand collections should be provided
online for customers who are unable to personally visit stores.
This information could be notified to customers not only in the
form of images but also through videos or other formats.

Online Real-time chatbots or 3D social media could also be used to
Human-to-digit  Customer-techn enhance brand visibility. Customers can gain information about
2 al ology new products and fashion advice at par with the latest trends.
(information) + Especially, services to trigger young customers interests in
VR and AR games could be offered.
Visually stimulating digital tools can be presented at the
Offline offline stores to_attract cgstomers_ Updated_ information about
the brand and its collections can be acquired not only from
frontline employees but also from the digital tools in the store.
+ In offline stores, brands should deliver consumer experiences
Human-to-physi  Customer-physic that stimulate their senses. When customers enter a store, to
3 cal al environment  Offline capture their attention, they need to be exposed to stimulus
environment (information) that is not only visual but also auditory and olfactory. Such
experiences can only be offered in offline service encounters.
e DAz AGEE 2L FRsb) AZSIL ek ¥ BAS 7 4320 452go] o|Rojx 1 k. 53] Fe
of mafo|HAE FasH of7]l= IAENAE HaiHoln IANAE 221 AL BIHE tfFt SulE & 5
nofolHIgt ABIAE AlFst it ol 23 7I%F &<t QEE VR, AR, A 5 tHFe tAg FH AHlAE
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