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Luxury brand strategies and customer experiences:

Contributions to theory and practice
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4.3. Customer emotions and their triggers in luxury retail: an attempt
to understand the effects of customer emotions before and after
entering a luxury shop

Kim, Park, Lee, and Choi (in this issue) next look at the pre and post retail
shopping experiences of luxury fashion consumers. They examine the impact of
specific customer emotions on their evaluation of service quality and subsequent
attitudes toward the brand, before and after shopping at a luxury retail store.
Surveying respondents in Korea, they find that the emotions experience by
consumers vary on the level of brand familiarity at the shopping motive that the
consumer has prior to and after entering the store. This provides great insight for
luxury brands to better anticipate consumers' behavior throughout their
shopping experience at the store; and take steps to improve the store and service
experience for consumers.
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