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Abstract Although, the luxury industry has been consdered immune to uncertainty and criss, the luxury indudry is
currently facing another criss which is the COVID-19 criss. People begin to isolate themsdves and face-to-face contact
becomes less and less in the hopes of slemming the pread of the virus. The COVID-19 has affected peopl€ s dally life and the
econony. In order to handle the crigs, the luxury brands implement the specid marketing strategies. Theam of this sudy isto
investigate how the luxury fashion brands do in order to overcome the COVID-19. The ressarch conducts the inductive contents
andyds We andyze the marketing actions of top 10 luxury fashion brands in the period of coronavirus crisis. The marketing
srategies are summarized as 1) the product donations, 2) the monetary donations, 3) the price adjustment srategies, 4) turning
to eretaling, 5) trustworthy communication, and 6) the fashion shows grategies. The luxury fashion brands promptly and
actively conveyed the brand imege and deployed the correct brand communication. They improved brand affinity through cause

marketing and maintai ned bus ness through online retailing and online marketing strategies.
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Introduction

The luxury fashion industry is an important part of the global
retal budness. The two drivers of its gromth are
globdization and the improvement of consumer capacity
(Kepferer & Badtien, 2009). The luxury industry hes been
congdered immune to uncertainty and crisis (Savelli, 2011).
After the SARS outbresk in 2002 and the world economic
crigsin 2008, the luxury industry is currently facing another
crigs which is the coronavirus crisis. Although, the luxury
industry has been condgdered immune to uncertainty and
crigs, the luxury industry is currently facing ancther criss
whichisthe COVID-19 criss

The COVID-19 criss has a grest impact on the
economy, including the luxury fashion industry, where sdes
have dedined. The pandemic has interrupted supply and
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demand. Economies were forced into a near-indtant
recesson, with layoffs and sdlary cuts amid store and factory
cosures. According to Bain's report, by the firgt quarter of
2020, globd sdes of luxury goods will be down 25 to 30
percent from a year earlier (Bain & Company, 2020). Sdes
are expected to dedline by 35 percent as the pandemic
disrupted supply and demand. On the supply side, the mgjor
manufacturers of personal luxury products are blocked, such
asFrance and Italy.

Under the influence of the COVID-19, there have been
big changes in the consumer behavior. People began to
isolate themsdlves and face-to-face contact became less and
less in the hopes of stemming the soread of the virus. This
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has affected peopl€ s daily life and the economy. The decline
of income and consumer confidence have led to adedlinein
disposable spending. A potentid, lasting behavior change is
the accderated adoption of e-commerce In addition,
passenger purchases and sarvices will continue to be
disupted by travd redrictions Discretionary spending
collgpsed, the United States, Europe, Japan and South Korea
suffered blows due to the absence of tourists from other
countries, epecidly from China

The COVID-19 is changing the retail indudry. The
retalers need to consder the changes and formulate
drategies in reponse to the COVID-19 studions. Luxury
brands implement the specid drategies to ded with the
crisis. The luxury brands have maintained operations through
these, while some have suspended production and ddlivery.
At the same time, in order to handle this criss, the brands
implement some specid marketing drategies to find new
opportunities. Even if the pandemic ends, the market will not
return to its preCOVID-19 dae Therefore the current
immediate responses of the top luxury fashion brands suggest
a direction for the many fashion brands preparing the
post-COVID-19 market in the long term. Besides, this
pandemic stuation made academics face the chdlenges as
wel as retalers. While previous research focus on the
introduction of new ingore technologies to enhance
consumers experiences (Fizzi, Scarpi, Pichierri, & Vannucdi,
2019, Vannucci & Pantano, 2019), research is needed on how
traditiond retail bradsinteract with their customers under the
Situation where in-store interaction is blocked. Additiondly,
snce COVID-19 is a recent phenomenon, rdaively little
literature can be found, so we hope that this study will
contribute as abadc literature resourcein retail research. The
am of this study is to investigate what the luxury fashion
indugtry did in order to adjust to ded with the COVID-19
occurring the big changes in the retall business and the
consumer behaviors. To identify the merketing strategies,
this sudy andyzes the marketing actions of the top luxury
brands with the quelitative gpproach.
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Literature Reviews

The Luxury Brands' Reaction to the Former
Economic Crisis

The COVID-19 is not the first world-wide crisis which the
luxury brands have faced. The Globd Economy Criss
affected the luxury industry and caused an 8% overdl decline
(Business Think, 2010). Raggio and Leone (2009) stated the
Jus Good Enough (JGE) drategy and the Altered
Amortisstion (AA) drategy to survive the economic
downturn. The AA drategy was adopted by luxury brands
such as De Beers and Land Rover during the economy criss.
Customers should change the amortization schedule to afford
the high price products This drategy contributes to
long-term  benefits. Furthermore, focusing on the vdue
proposition of brand identity (Haliburton & Kelner, 2012)
was corroborated during the crisis

Brands employed slitable strategies to overcome the
crigs, according to their oan brand identity. Research
suggests the activities of luxury brands to overcome this
crisgs Hemés and Prada employed a globdized Strategy
through opening new stores in other countries, while Sela
McCartney adopted a Cogt Rationdization drategy by
cogng its old store in Moscow. Chrigtian Dior exited logo
and acoessories businesses to focus on product offering and
luxury prominence in order to upscde the brand (Som &
Blanckaert, 2015). Some brands insist on focusing on qudity
and craftsmanship and changed nathing during crisis such as
Bottega Veneta. Overdl, luxury brands thet have overcome
the economic criss have maintained their cusomer dreams
and arefathful to their brand image, rather then diluting their
brands (Kepferer & Bastein, 2009).

Luxury Consumer Behavior During the COVID-19

COVID-19 crisis has an impact on economic and consumer
behavior. Consumer confidence and income have declined as
aresult of the negative impact on the economy. These have
driven decreasss in discretionary  spending. Meanwhile,
travel redrictions interfere with passenger purchases and
services. The brick-and-mortar stores of the luxury brandsin
some countries rely heavily on oversees consumers, with
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Chinese tourists done accounting for 27 percent of the entire
luxury market (Bain & Company, 2020). Chinese consumers
may concentrate their consumption in China during this
period, because the spread of COVID-19 pandemic oversees
has restricted globd travd. This kind of expenditure
restructuring is a trend in the luxury industry. According to
the policies promulgated by government, theimport tariffson
luxury products have been reduced, and the gap between the
prices of luxury goods in China and those in other countries
has gradudly decressed.

Luxury Industry and E-Commerce

Growth of e-commerce and the [uxury brands' turning to the
e-commerce are the lucky conditions under the COVID-19
studtion. As the COVID-19 outbresk forces potentid
long-lagting changes in consumer behavior which is the
accderated adoption of e-commerce (Snghd & Sneeder,
2020). E-commerce is an inevitable trend since consumers
purchase more and more products and services online (Kotler
& Kdler, 2006). The characteritics of luxury goods include
avaidy of factors such as a high quaity, expensive prices,
premium image, pleasant purchasing and consumption
experience (Kdler, 2009). Okonkwo (2010) statesthat luxury
products are exclusive, cregtive and innovative. However,
due to the difficulty in maintaining brand image and
identities, luxury fashion companies have lagged behind the
adoption of e-commerce. E-commerce may weeken the brand
image and affect the brand's exdusivity and reputation (Kim,
2019). It is a chdlenge to convey the sensory attributes of
products and the experience of luxury brands through virtud
experiences (Okonkwo, 2009). Historicdly, Gueci launched
its own e-commerce website in 2002 and was one of the firgt
luxury fashion brands to use e-commerce (Shermen, 2020).
Then, since 2010, the growth of online luxury sdes has been
accderating (Ban & Compay, 2020). This proves the
advantage of the combination of luxury and e-commerce.
Hrdtly, it is conducive to establishing an online image for
luxury brands and promoting rgpid brand growth (Moore &
Doyle, 2010). Secondly, accessihility hes significancein the
purchase of luxury products (Okonkwo, 2010). Online stores
can provide customers with more information and choices
than offline and luxury companies can obtain more ingant
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feedback from customers. Furthermore, socid  media
platforms can connect directly and closdy with consumers.
E-commerce is conducive to the spread and promotion of
luxury brands.

Methods

The Inductive Contents Analysis

The ressarch conducted the inductive contents andyss. The
inductive gpproach is recommended if there is not enough
former research about the phenomenon or if the knowledgeis
fragmented (Elo & Kyngés, 2008). Since the COVID-19isa
recent phenomenon, there is not enough former knowledge
and aticles about coronavirus criss According to the
process of the inductive contents andysis (Elo & Kyngés,
2008), the reszarchers sdected the unit of the andysis a the
first step. At the second sep, the researchers organized the
quditative data, the marketing actions and tools of the luxury
fashion brands. This process included open coding, coding
shedts, grouping, categorization, and abstraction.

Selecting Samples

To identify how the top luxury brands ded with the
COVID-19, atotd of ten luxury fashion brands are selected
based on the ranking reported by two representaive ligts,
Forbes “The world's most vauable brands’ (Forbes, 2020)
and Luxe Digitd’s “The 15 mogt popular luxury brands
onlinein 2020" (Luxe Digitd, 2020). Firtly, the Forbes list
was chosen because of its great influence and popularity.
Louis Vuitton, Gueci, Hermes and Chand are the luxury
fachion brands in the lig of “The world's most vauable
brands’ which was announced by Forbes. As there are only
four luxury fashion brands on thisligt, another ranking list is
used to determine the top luxury fashion brands. Secondly,
“The 15 mogt popular luxury brands online in 2020
announced by Luxe Digitd was used. The top 10 luxury
fashion brands in this list are Gucdi, Louis Vuitton, Chand,
Dior, Bdenciaga, Armani, Yves Saint Laurent, Burberry,
Hermés and Prada. Moreover, these indude the four brands
in the lig announced by Forbes as wel. The marketing
actions of the ten luxury brands to face the COVID-19 criss
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were collected through the officid websites and the socid
media such as Facebook and Indagram operated by the
brands. Moreover, reports, news and artides which about
luxury and corona are used as second-hand data We
searched the name of each brand combined with “COVID”
on Google Addtiondly, we searched “luxury” and
“COVID” together on Google to collect the news aticles
covering theluxury brands' regponsesto the COVID-19.

Results

Through content andyss, the marketing actions, that the
luxury fashion brands have adopted to face the COVID-19,
are summarized as 1) the product donations, 2) the monetary
donations, 3) the price adjusgment srategies, 4) turning to
erdaling, 5) the trustworthy communication, and 6) the
fashion show drategiesasshownin Teble 1.

Donations

Many luxury companies have product donaion as their
dretegies. This voluntary service is mainly reflected in the
production of persond protective equipments such as masks,
gowns, hand sanitizers and 0 on. Firdly, some announced
the production of the persond protective equipments in the
name of the group. LVMH and Kering are the two man
luxury groups in this sudy. Because among the ten sdected
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brands, Louis Vuitton and Dior belong to the LVMH group,
while Gucdi, Yves Saint Laurent and Baenciaga belong to
the Kering group. According to Lauren (2020), LVMH
produced masks and hand sanitizers to ded with the shortage
Stuation. It provided persond protective equipment to
French hedlth indtitutions and European hospitd systems for
free. Kering purchasad masks from China.and imported them
into France to provide medicd supplies In addition, this
group manufactured masks and protective clothing & the
factories of Gued, Yves Sant Laurent and Bdenciaga
(Hayley, 2020b). Moreover, it bought a 3D printer to meke
the persond protective equipments (Hayley, 2020b). Besides,
the individud luxury brands provided the product donation
as wdl. Louis Vuitton produced masks for use by its
employees and nearby nursing homes (Diderich, 2020). Dior
announced on socid mediathat it has changed the Baby Dior
factory in Redon, France, for the production of masks (Davis,
2020). Volunteers participated in factory work. Armani used
its Itdian factories to produce medica overdls (Reuters,
2020). Prada menufactured masks and medicd uniforms in
their factories (Webb, 2020). There have been casesin which
luxury brands have made donations to overcome criss (eg.
Amazon fire, Notre Dame Cathedrd fire) (Dawkins, 2019;
Jehshan, 2019), but it isvery unusud to usetheir menufactures
for public purposes.

Many luxury companies provide the monegay
donetions aswell asthe product donations. The luxury brand

Table 1. The categories of marketing actions of the luxury fashion brands dealing with the COVID-19

Product Masks, gowns, & hand sanitisers LVMH, Kering, Hermes, Prada, Burberry
donations 3D printers Kering
Monetary Local hospitals and oganizations LVMH, Kering, Armani, Burberry, Hermes, Prada
donations International organizations LVMH, Kering
. . ) Increasing Louis Vuitton, Chanel, Gucci, Prada
Price adjustment strategies . ) . .
Decreasing Temporary discount sale provided by retailers
Tuming to Live-streamings on social commerce platforms Louis Vuitton
e-retaiﬁn Launching cause marketing campaigns and online pop-up store Louis Vuitton
9 via social media platforms
Prompt communication with customers about changes of store operations ~ Prada
Trustworthy communication Sharing the information about the impact of the COVID-19 with the Burberry
stakeholders
Decreasing the number of fashion shows Gucci
Fashion shows Outdoor runway show Burberry
Live-streamed show Dior
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monetary donaions are summarized as locd donetions and
internationd donations. Frgtly, the monetary donations mede
by the luxury groups are as fdlowns LVMH and Kering
Group both announced to donate to hospitas. According to
The Fashion Law (2020), Kering group and its brands
donated for research and donated to mgjor loca hospitals.
Moreover, Kering mede international dongtions to China
Gucci donated to the nationd civil defense department in
Ity through the crowdfunding platform and web peage
(qued forfundingit). Globaly, Gucc donaed through
Facebook’s $10 million fundraisng event to support the
World Hedth Organization (WHO) (The Fashion Law,
2020). Hermes has mede donations, to public hospitasin the
Paris (Wu, 2020). Globdlly, it donated to the Soong Ching
Ling foundation in China (WU, 2020). Amarni donated $2.2
million to hospital's and reseerch centers in Milan, to build
additiond intensive care units (Tognini, 2020).

There are severd reesons for the donation of the luxury
fashion industry. The luxury industry has developed rapidly,
the market value continues to rise and the cash reserves have
increesed. The luxury brands are able to donate products and
money based on the smooth cash flow. Helping the locd and
globa markets to overcome difficulties is dso conducive to
the recovery of the luxury industry. Besides, the donations
help to beautify the image of luxury brands and can increese
the affinity of thebrand.

Price Adjustment Strategies

Raising prices have been a commonly used luxury Srategy
for decades. Regular price increases have become a routine
means for luxury brands to maintain and enhance their brand
vaue The price incresse reflects the risng codsts of raw
materids and labor, and the growing willingness to pay of
customers. Some luxury brands are gill adopting merketing
drategies to increase prices during this specid period. For
ingtance, Chand and Louis Vuitton arethefirgt two brandsto
use this srategy. Louis Vuitton increased prices by 3% in
March, and by 5%in April (Vikram, 2020). Chane raised the
price of itsiconic handbags and some smdl leather products
by 5 to 17 percent in May 2020 (Vikram, 2020). It isaglobd
srategy. When consumers know that prices are about to rise,
they will go to the store to buy handbags before the price
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increase. In fact, when Chand announced its upcoming price
increase policy, consumers were crowded in line in front of
the store, hoping to buy products before the price increase.
This actudly hes the effect of a reverse sdes effect. In
addition, raising prices can further distinguish between red
luxury brands such as Chand and its competitors.
Conddering thet the price increases are shown regularly in
the luxury brands, the price increase cannot be seen asanew
response to the COVID-19. However, it is remarkable that
luxury brands have maintained their price increeses despite
an unprecedented economic downturn caused by COVID-19.
During this period, some consumers may be frusirated by the
economic contraction and unwilling to pay higher prices
Consequently, the price increase proves again the charm of
red luxury goods.

On the contrary, some brands have moved in another
direction. For instance, the British brand Mulberry reduced
its prices by 20%in some Asan markets to attract consumers
to buy (Bof & McKinsey & Company, 2020). Besides, the
top ten luxury fashion brands reduced prices as wel,
however, thisis not the officid pricing pdlicy of the brands.
It is modly reflected in prices on other shopping platforms.
This phenomenon existed before the Corona virus crisis.
Therefore, it cannot be proved that the price reduction is
rdaedtothecriss.

Some andysts bdieve tha this move agppears to
increese profits and mitigate the impact of overdl sdes
dedine &fter the store dosad for weeks. However, Philippe
Blondiaux, the CEO of Chand, said that price increases are
part of the company's long-term "price coordination” strategy
(Vikram, 2020). The strategy ams to ba ance prices between
regions, which is the reason for considering fluctuations in
exchange rates and rising cogts of high-qudlity raw meterids.
He said "We have not mede up for thisloss by raising prices.
We must adjust prices regularly to adapt to the impact of rav
materid costs and currency changes.” (Alois & White, 2020)

Now, more and more luxury brands are responding to
the criss by increasing prices According to Bof &
McKinssy & Company (2020), Pradds product price hes
quietly incressad by lessthan 10%. Cdine dso completed the
price increee a the end of May, with some handbags
increesing by 14.6% annualy. By comparing the prices in
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May and June, the prices of Gued handbags in Itdy, the
United Kingdom and China have increased by an average of
5% to 9% This change will narow the gep between
handbags in mgjor luxury markets such as Europe and China
However, dthough luxury brands recent adjustments to
product prices in some markets have been interpreted as
narrowing the product price gap between different regions of
the world, the current price of Gued handbags in Chinais
ill 23% to 28% higher than in Itay (Bof & McKinssy &
Company, 2020).

Implementing a price increese dtrategy during the
globd criss seems to be contrary to logic, but it is actudly
an emergency mechanism for luxury brands to maintain their
performance. In the short term, raising prices can simulate
consumers to place orders before the price increese and
increase brand cash flow. In the long run, it can increese
profits and make up for the loss of brand revenue during the
epidemic. Although Chaend’'s CEO sdd that the price
increase was dueto risng raw materids, this satement is not
persuasive. Because the price of luxury goods is not aways
determined by cost. The symbalic vaue of luxury is higher
than the utilitarian valug, which gives it an imegindive
premium space. It is determined by intangible factors such as
emotions, desires and needs.

Turning to the E-Retailing

Even after eccommerce became mansream of the retall
business, many luxury brands hesitated to turn to the online
retailing. Although there are leading e-business brands like
Burberry, most of the luxury brands have been passivein the
trangtion to e-retaling. However, COVID-19 is pushing the
luxury brands back to jump into the e-commerce. Kering,
which owns brands induding Gueci and Saint Laurent, sad
on July 28 that e-commerce accounted for 13% of its totd
retail sdesin the firg haf of 2020, up from just 6% during
the same period last (Kering, 2020). CFO Jean-Marc Duplaix
pointed out on a cdl with investors that even as stores have
reopened around China and Europe, digita growth continued
to accelerate (Bain, 2020).

LVMH—theworld slargest luxury group and owner of
brands such as Louis Vuitton and Dior—said it saw strong
peformance across its own eccommerce channds, as
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opposed to online sdes through other retalers, which have
tended to dominate online luxury sdes “When | se the
amount of business that we ve been able to generate in the
last sx months on our e-commerce platform, | think thereisa
future for these platforms to generate a significant amount of
the globd sdes” Jean-Jacques Guiony, LVMH's CFO, sad
on the company’s duly 27 earnings cdl (Bain, 2020). Stores
will remain the most important saes channel, he added, but
ecommerce will dso be a “vay interesting way of
goproaching some clients and didributing products” (Ban,
2020)

Consdering the young consumers who were familiar to
the online media, in the world, especidly Ching, it ssemsto
be the very appropriate strategy for the luxury fashion brands
to turn to the eretailing and develop new channds. Louis
Vuitton was the firg brand to experiment with the new
red-time sreaming festure on Chinese socid commerce
platform Xiaochongshu (FashionNetWork, 2020). They invited
a cdebrity to broadcast live. Since then, many luxury brands
of fashion and cosmetics have started marketing in China
through online live sreaming (Yu, 2020). Besides Louis
Vuitton launched a Vdenting's Day exclusive pop-up Sore
viaa WeChat mini-program thet alowed customers to place
orders online (Wang, 2020). Sore associates were adle to
share exd usive offline promotionsto cusomers via QR code.
The brand moved presde condultations and pogt-sde
customer sarvices online and partnered with SF Express to
ensure smooth delivery. Despite the outbresk, Louis Vuitton
doubled its online sdes compared to lagt year's Vderting's
season (Wang, 2020). Because Louis Vuitton has hed asocid
media presence in China on WeChat and Weibo for a few
years (FashionNetwork, 2020), the brand could easily expand
their retail channd to a new plaiform using live streaming
after the COVID-19.

Trustworthy Communication

During a crids, the brand communication becomes very
important. Under the COVID-19 situation, the luxury brands
tried to communicate trustworthily to customers, employees,
and dakeholders. On February 7, Louis Vuitton poded a
poster online which has a Chinese sentence on WeCha and
Weibo (Wang, 2020). The words on the poster means “Every

55



Luxury fashion brands dealing with the COVID-19

paused journey will eventudly restart. Louis Vuitton hopes
you and your beloved ones stay safe and hedthy.” Louis
Vuitton conveyed its concern and support to Chinese
consumers because that was the period when China was most
threatened by COVID-19 crisis. The message is condstent
with the brand imege that is positioned as a purveyor of fine
luggage. On February 18, Louis Vuitton launched a cause
merketing campaign, “Love has no fear,” on Chinese socid
media platform Weibo. Multiple Chinese cderity brand
ambassadors recorded videos to encourage residents in
Wuhan and support frontline medica workers. The campaign
topic generated 4.2 hillion views within its first week
(Chohean, 2020).

Besides, the luxury brands meke efforts to engage and
entertain fans who are isolated from many outing activities
Gucd gives an overview of the new exhibition "No Spece, Just
A Race' through an online platform (hitps://nospace ustapl ace.
gucdi.com/en.html). Fondation Louis Vuitton launched the
“FLVfromhome’ event through the officid Facebook and
YouTube channds (FLV, 2020). “Chrigtian Dior: Designer of
Dreams’ has been launched on the officid Y ouTube channd.
The "Dior Tak" series of podcagts through Ingtagram to talk
fredy. The Prada Art Foundation (Fondazione Prada) in
Milan hes planned a dreaming film festivd "Pefect
Falures' on the streaming platform MUBI (Hayley, 20203).
Prada implements the "Prada Possible Conversation” online
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talk program through Ingtagram (Fig 1).

Therole of brand communication is not only managing
the brand imege, but dso announcing the exact information.
Prada is among the luxury brands that communicated
promptly with customers about changes of store operations. It
notified customers on WeChat about postponing customer
srvice and ddiveries to Hube province, which is heavily
impacted by the outbresk. Burberry issued atimely update of
the virus's impact to its sakeholders such as suppliers,
ddlivery partners, and employees about the temporary dlosing
of 24 of its 64 dores in mainland China and reduced
operating hours for the rest (Hayley, 2020b). Its CEO dso
cdamed tha the company is taking mitigating actions and
every precaution to help ensure the ssfety and well-being of
its China-based employees.

Fashion Show Strategies

Because of the COVID-19, face-to-face contact activities are
not promoted. Intensive crowding may increese the risk of
infection. The rgpid progression of the COVID-19 during fdl
fashion week forced designers in the “big four” to cancd,
postpone and adapt their events across Paris, Milan, New
York and London (Bof & McKinsey & Companty, 2020). For
the firgt time since it was concelved, there will be no modd's
presenting new collections before crowds. Instead, some
brands will digitdly present ther collections Many

PRADA

A SERIES OF DIGITAL TALKS
EXPLORING CULTURE, FASHION
AND LIFE VIA INSTAGRAM

Figure 1. Online talk program posters of the luxury brands (Prada, 2020)
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improvised and adgpted to the Stuation by aring their shows
online, through brand websites and more importantly, socid
mediaplaforms.

Armani even decided to broadcast ther women's
PW20-21 Milen show without a physica audience On
February 25, Dior live-streamed on Weibo the cawak show
for its 2020 autumn/winter women's collection in Paris
(Wang, 2020). Gucd credtive director announced through
Gucd Instagram that the future will not follow the traditiona
fashion week schedule which is four times a year, but will
reduce the rhythm of the fashion show to twice a yeer to
better design and credivity presented to consumers
(Friedmen, 2020) (Fg 2.). Burberry was one of the firgt
luxury companies to announce plans for Fal Fashion Week.
It announced that it woul d showcase its Spring/Summer 2021
collection a an unnamed UK fresh air venue on September

@ alessandro_michele &

KOTES FROM THE SILEKCE
ROME — 29 MARCH, 2020
WE TURKED OUT TO BE S0 SMALL

Jiali Xie - Chorong Youn

17th (Bof & McKinssy & Company, 2020). The exhibition
will be "digplayed" digitdly to those who cannot travel or
vidt. Previoudy, fashion shows were broadcast on socid
mediato communicate with the fans, but thisisthe first time
a collection without cawak has been presented. In a
Situation where the COVID-19 is unlikely to end soon, online
exhibition could st a precedent for fashion brands
contemplating how to digplay their new callection without
fashion shows.

Conclusion

This research aimed to andyze what luxury fashion brands
do in order to adjudt to ded with the COVID-19 crisis. Since
COVID-19isacrisstha darted just afew months ago, there

D

These days of confinement, in a suspended time that we can hardly
imagipe as free, I try to ask myself what 18 the meanlog of my
astions, It's a vital and urgent questioning for me, which demands
a careful pause and a delicate listening. It's trying to name, with
the precision of love, my fears and my desires. It's the posaibility
to face the aphaslia that every trauma provokes.

After all, the tragedy we are living ls providing new reflections.
We could never have lmegined to feel so connected to 1ife through a
bond of trembling and heartbreaking tenderness. We could never have
thought to reconnect, 80 deeply, with the fragility of our creatural
destiny. Our reed for reciprocity. We turned out to be =20 small. A
miracle of nothing.

Above all, we understood we went way too far. Our reckless actions
have burned the house we live in. We concelved of curselves as
separated from neture, we felt cunning ard almighty. We usurped
nature, we dominated and wounded it. We incited Prometheus, and
buried Pan, 55 much haughtiness made us loge cur sisterhood with the
butterflies, the flowers, the trees and the roots. 55 much sutragoous
greod made us lose the harmony and the care, the connection and the
belonglng. We ravaged the sanctity of 1ife, neglectful of our beling
a apotics. At the ond of the @ay, we were osut of broath.

Figure 2. Announcement about fashion show on Gucci Instagram (Gucci, 2020)
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are few academic studies about fashion indudtry facing the
crisis. We expect this sudy would provide a basic literature
background for the further researches. In addition, we dso
expect that the marketing strategies of the top luxury fashion
brands would help the fashion brands struggling againgt the
COVID-19 by proposing the practicd implements.

Many of the actions of luxury companiesin repponseto
the coronavirus crisis are good practices. Firg of dl, it is
important to promptly and actively convey the brand image
and deploy the correct brand communication. In the crisis of
the COVID-19 epidamic, the top luxury brands have
communicated with customers, employees and stakeholders
in atimely and transparent manner. Secondly, improve brand
affinity through cause marketing. In this specid period, these
top luxury fashion brands have expressed their concern
through donations and volunteer services. Improving the
brand image and shortening and increasing the positioninthe
minds of consumers is conducive to increasing consumer
loydty to the brand. Thirdly, maintain business through
online marketing strategies and activities. During COVID-19,
luxury brands dtracted customers through digita programs.
Fourthly, increasng prices during the crisis is beneficid in
the short and long term. In the short term, raising prices can
stimulate consumers to place orders before the price incresse
and increese brand cash flow. Inthelong term, it canincreese
profits and make up for the loss of brand revenue during the
epidemic.

Because the COVID-19 is the latest phenomenon, the
reatively literatures can be hardly found. There are few
academic meteridsthat this udy can refer to, so thereis not
enough literature support. Besides, this study haes tried to
collect and andyze various activities regponding to the
COVID-19 of the top luxury brands, but this study has the
limitation that atempts to differentiate and compare before
and dter the COVID-19 pandemic were inaffident. In
addition, the COVID-19 criss is ongoing, and it is
impossible to predict the future development. The response
messures of luxury fashion brands are aso being updated at
any time. Therefore, this ressarch needs to be carried out
with the times instead of stopping at this stage. In the further
research, degper understanding of consumer behavior during
the COVID-19 crids will be achieved by combining

International Journal of Costume and Fashion Vol. 20 No. 2 2020

quantitative and quantitative reseerch methods. Furthermore,
comparing the busness peformences of the brands
managing the COVID-19 criss wel with the suitable
marketing actions, to those of the brands without the crisis
management will note how important the crisis management
draegiesae
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