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ABSTRACT

Retail tech plays an important role i improving the quality of consumer experience. Fashion platforms
are now approaching customers with more effective omnichannel strategies by using retail tech i flagship
stores as modern marketing tools. In the past, it was used to eliminate the boundaries between offline and
online sales experiences. But recently, based on advanced technology, retail tech has been used to improve
the ommnichannel customer experience regardless of the distribution channel (online, offline, or mobile retail).
It has also been actively used to improve sensory experiences and deliver the brand image to customers.
This study analyzes cases of domestic and foreign fashion flagship stores using retail tech. The aim is to in-
crease understanding of retail tech that is developing in connection with the fashion industry and to present
the direction of offline store retail tech in a way that helps them maximize the customer experience. Six
case studies of retail tech in fashion brand flagship stores at home and abroad were collected and analyzed
according to consumer experience and flow factors. The types of flagship stores, the types of applied retal
tech, and elements of experience and flow were analyzed. The study shows, first, that the fashion flagship
stores analyzed in this study use the features of retail tech according to the purposes and characters of the
brand and apply the overall experience and flow elements adaptively. Second, it shows that flagship stores fo-
cus on stimulating consumers' shared rather than individual experiences through retail tech. Third, the retal
tech used by fashion flagship stores emphasizes a feeling of flow for customers through individual experiences

and control.
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7 e FHFAY 98 F F ded 29 = A e o]tk (Han, 2006: Lee, 2021). YRHA]
3 Btk 2lEld sHlas oAl wHsty Ae vt N Fl 7t g ZH A AEoly BHite
o] B2 W2 AR A7} o] FAXA R T o] E & #+5dte Ae 7 & FH2E st
N wigel] 2P F dAFe AT AA g of gal A3 HAS FH e s
e HIE 9 A7T F5 Aol ol e 2 A2 Fhth(Hwang & Shin, 2013;
2 ATeE A Aol Hs £ 2EY "1 Shin & Yu, 2012).

& A A7 de4S = AFE YA SHIY Z2EAE LM HAErE 2
2 dFodAs FHe 2zl A AEo] & XA FAE 2 FAS AFUA A &
= 538 14 AE] S s wEA Wskst 7] WEel BIAEe] e FAHAEE =°le
W P37k ST ofd BWE ololdlEH o Fo3 9L $trh(Han, 2006: Kang, 2006).
g HBAFE A 2Eod 2¥E w3d mebs, BAES thiEske 370l SHIA 2E
BRSO dadk 2 ZHIY 2EoS] Al oM ApEste wiAIY Mol AREHT AY
£ d7dod o ® g Base o xeql nA g e BN Ze 14 2Eols 145 ©
gol ofd Weko 2 wWste] A s & F g3k 7t 713 Ak APAQ] 9AE Alwet
Ae Aolth AFolA &¥ EYel FulgFdl = AF A" dxFA FTHelth(Choi, 2009).
A 985 e As AT Yu, Jung, & W mHAR Y #HAAE ZHIY 2EoE B
Oh(2021)¢] A+& wgeZ e Has &8 WE oA & FF3hE o 1 548 Fi X
sto] ZH|ALA o)lEAd F e EYY 84 Az BACS BAE Axste AP A4

oW Zo] A=A APF &R} ABAo] AFat ° % Evh(Shin & Yu, 2012).
a7 gheh E=3 A S04 sEd =¥ FRIA 2EAY F¥ AYsiry ok
e Y "398 F3s Rty 1AFEAS 94 2oy FHIA 2EOS §3 A AR
ste] @Al 2EHY HAY AFAE HATHCE & 719 A3 o BRI AR BN A 4]
Al Bzt ek ol & Fal A Ad AAs A5 A7 He AFdte] BATHth FE
o ts L8 Yrte 2EY Has2Ad o Aol ApEAA S Axst AF A=l wet A3
OFEE ¥olX, U0z IARASL Fudar] 2= 2Eoj(sacred store) 9} #HolE AERY AE
QM ofmE QAo FHFH ok sheA Y HA of (lifestyle store), +5 Aol ma} 719 F-ol
QxeQl 2E S WA AAskE Zlo] # A A AIE Aol AEof(mind scape store), Pt
T9 EFo|t} A A0 AE o (market scape store) 32
2 FE3th(Jang & Lee, 2020; Kim & Lee,

II. O|2X H{4 2014).

A FAAA AIBE 2B §32 Wi
1. M Zejas AE0] o] A9 AFE, AAH I HAdE T84
ato] AH|R A d&sty A =4S Fo
D A Fe 2 2mes s e AZRE 2EoE AR 204 A0l B
ZY 14 2Eo](flagship store) & 3 HA=E oz} AEsE T TA Q= A4S Q9sy 9=
izt WS 2 (flagship) ol &= Aol vl v7e wy =Hoh W glo|Z A AEol:
3 AujApllA Ade T EAE JEE AEs) 2H| 27} WA ot A E Y Bl Tule] Ewel @)



Bk 2n 2 e A SHIY 2809 H Y HA At 24

{Table 1> Types of Flagship Stores

Types Purpose
Consumer Perspective - Sacred Store Raise the Brand Image
Classified by Experience Lifestvle Store Stimulate the Sensory Experience to Get Esed to the
Pattern v Lifestyle
. . Emphasize Brand’s Identity and Maintain the Brand’s
Company Perspective - Mind Scape Store Traditions
Classified by Construction Create the Brand | 1 Analvzing the Local Market
Pattern Mark reate the Brand image wi nalyzing the Local Marke
arket Scape Store Ability
olZAEtU S AFPAEE 3 HI T4 & AL F2H WdES AFE gdd HIas
Eojox FE &&HE HdFoltt wF W9 A el A A9t oS AdstdE Y 2873
9 2 TS FHOE dFA e H"HuE S AEoY on A HAIAME ol st Hels

o, rir

ANE MR AAZE FxE A 2 AES Kol 3t} olmtE(Amazon), &E]ulub(Alibaba)
A Ak (Lee, 2021: Lee & Chung, 2022; Lee 9} 7o HFE Hopo] F2H UUIPES AFE
= L

=]
A FEd "HAag & -

ol
L

& Lee, 2011: Park, 2014: Shin & Yu, 2012). wel Al =zl g
N BHNA PRI Ao E 2Eol= Bdl  gde] £k F4o]thKwon & Lee, 2020).
= A AEE Axsy] 8 B Tfe ZeY g BAEY] omael gy 2l
oJMAE A FIFLE JAE A YA A, Butd ofEAold & Brk 9483 4o
BRSO A A BAE HES FAHA s o ZAHA FY Ad Ao shgsitt
T AtwHstel EdEe 2t A st wsE (Kim & Song, 2019). 224 19& #ow =
Z131= o)) pllE AAo)ZT AES L 7 How s 2l HHY s vEeE g
ek PR wgellA 7 FAES UAdE F Hd HIE YA AAste Szl 379
Aste BAE olo]dEE S Aslste dee] A AAE FA4Y F olth exeel g #Ae g
gateh vl 2Alolx= wjdel 913 e ® Hd HAE 53 A& 283t 2Eo9
T ZAS 2EAE E4ste] 1 A g U718 BEAY AHAA 2B HIE F
o]l FHETHKim & Yun, 2018: Lee & Lato] Avabe] &£ AP S s H
Chung, 2022). webx ZHIAH 2Eole] {3l B A4 §AT F e 2% wHE £
sl ek x5 (Table 13 2tk o8 &8 4 ArH(Kim, 2020)
e Hae YAY 71719 AxgRe] 4
2) fEld "= AZ4E B3 AFHoRZ HolHe FHe} E93E
e Qold AHAES gAoZ 7} o= Aol 2H A oAb AR Ees Ft(Jang
A= Zyrolw, Yo ou@ Tl o]Eojx= & Ban, 2019). Jang & Ban(2019)> 2AWIE g
BE AL wdthKang, 2006). e Hofo] HY 7] (smart retail technology, SRT)©o] Z=u}
AHEN7ES Ade AL 6 ¥z 23 E 34 A3d vAEs 9FE A7 A A
o gxZ4 7l€2E Al 784 (augmented 84, MR, Ao LARTA d¥= A
reality, AR)., 7P3@d (virtual reality, VR), #¢ "L 531 vl @Al aAdTel 34 o
Ax 2R T o] YkKim & Song. 2019). &S A= AE HHTh Lee(2018)= AWHE 3
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A 2EOES BAE Y AstE A% AMHI~ 3 & A SsA G AdEoe 1A
TS A A, mjgelxe] FE ST 9 Yz 9 A3S A sy Z2AAE A
AE A, FlAI7NAY &£ Z2ZHNAE 7] Ay, SPEL A FHe FHY HIA
A A4S T BEdE AEE Astsior sty Eqdol % & & AMTh
itk Ao 7 mA Mo dHH o Ao Kwon & Lee(2020) 9] 03?01]7\1‘“ A A
A vpobzh o AulAE Ade w4 A A #8453 A& AR, VR, RFID, F<1ui3e] A
25 AAEF S & 5 Stk gE T3 HY "I %*é% HA=

A4 e HA & oM s AR (sensory stimulus), 70 A (individuality), &A%
S} ~Eojo] HoE fg AEAFH FAE ST (simultaneity), & %73 (immersion), ‘&322 (in-
7]&o] & BES A3 Kim & Song(2019) teractivity), 3|4 (enjoyment), A4 (sponta-
S HEA NEE B8 HZ 7)9EY FHY neity), XA ¥ (information provision), &&4
B2 A 1374219 AF 291E +438ka HEHd (efficiency) @] 971X &2 &3tk Z4AFAHL 7]
B9 dAFAE Bgs] stk 2H Y HA A =S B3 A0 AAHE AFseE 54 A
g = 7P Bo] dFE AL AR FAHES B2 1A delHE Jvte s srEst JE AT
o FE AMEAEC] AFHF MHIEE 45T F o] 7hed B4, FAAES AN E AFHe
AEE F AHIEC] Btk H moto]l 75t EAS oulgth Ed Ao

Kwon & Lee(2020)¢] mEW, L] e A AT BAE 74 G Ago] ThE
A AblE el AEole] Q1 A e S0 {842 AA0A EAEH TH 59
Aol A E&2 ol FAAH, ARA|F = A Azt fuste 54, ARAEdS 149
< FE JIEES %ol =YATY st I ol A ALA AR wE 54, FEA
w olol] mls) A EAA SH9 AL HASt 4 2ol A AT 22 JAAH A Hol
= 27 A9 Ve Hud 9 €85Y IdF Fed B4, 842 Ao AKsy 7S
< I oy M8 AFES T A 2 M2 A Fe] 7hedt 545 ougt & A
SHETh BAE ezl AEojdAe] HY H e APt FPAFS A 87HA 9 54
(Table 2) Characteristics of Retail Tech derived from Previous Studies

Characteristic Description

Sensory Stimulus Stimulate Five Senses of Human through the Technology

Arouse the Hedonic Feeling such as Happiness or Interesting in Customers through the

Enjoyment Technology

Information provision Update the Latest Information in Real-time through the Technology

Efficienc Enables Customers to Experience Service Quickly and Easily through Streamlined
Y Information Classification and Processing

Spontaneity Acceptance and Introduction of Technology Depend on Customers’ Consent

Individualit Able to Suggest Each Customer’s Lifestyle with Selection of Appropriate Information
uatty and Provision of Customized Information Based on Customer Data

Simultaneity Update the Latest Information in Real-time through the Technology

Interactivity Enables Customers to Interact between Brands
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[e]

=
Definitions of Characteristic

A mix of individual experiences that appeal to intelligence and induce changes in
- 91 —

thinking and values
The experience of influencing people’s interaction or lifestyle through the body

Primary and aesthetic experience appealing to the five senses
An experience that creates emotions, sensitivity, and feelings
and connecting them to their ideal self, others, and culture

Forms
Individual
Shared

Components
Sense
Feel
Perception
Act
Relation

{Table 3> Components and Forms of Experience
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{Table 4> Factors of Flow

Previous Study/ Factors I;(;?::Sgn Ig:f)};:;i? Acsforiig)en Control Telepresence
Csikszentmihalyi(1990) O O ¢}
Agarwal & Karahanna (2000) (6] (@] 0]
Kang & Cho(2006) 0 0 0
Heo(2013) 0 0
{) &4 Sl A= EALC] LYE AHE s 9
29 (flow) o] & AFZSo] ojw et AFste] A3 A FFE YUY "HAE T g AAG L
Zogo] §E3 W L= HAA AHH B wobsels AEE o, T4 2Hd HaE
o] th(Csikszentmihalyi, 1975). 92 &gl 58 43S 54 2 @ty L7 et
= AEA A¥e] AT 48 sdoln = DA A 2l AdeM A ddAA
3 YA 39 Jey 2R e 247} Fo e R =S e AEelh ol g 57HA
e W xlo] A Ao 1A wWHSo] thek T4 84F (Table Holl tha3 7ol AAsAT,
@ @5l AFete o4 S AYete Aol metd 2 AE e A LA

THCsikszentmihalyi & Lefevre, 1989: Jang, Shin,
& Sung, 2020). =949 MES oAk A JRd e
2, 2¥AF B4 At "R AR EHA, 53] &
Fote FAGdA &Lgolats dFol HH3] wA
0] A AL sle s dvise &Y
EYS i W AFeAL B ATl AREE
H(Choi & Kim, 2022). £9< /g4 A &

Y AR AVt AL LAE AR A
A7 Aelg vpeto 4

R
A Ede FATH A% ARgEA 44

AxAE A5 B4 Fgd wet o2 FHL AR, 2470 AR 2Este £ A7 5
2 UEPGTH Chun, 2020). 4 84 AAFsdth FARTH A M

olo] wat e MPArZ Hyste] B o A BAE dofH L, A=l HFste] 7lest
FME BHY 245 VAR FAsIT A FEALFOEN EARE e FHE st
Z9 Fo'E FHY HA B A AF ok AT 94 AR Az BEFH
AEE =3, 24 e PHY g o Aol d4e BEa A2 AAC e AA
{Table 5> Factors of Flow and Characteristic

State Characteristic

Focused Immersion / | A State of Forgetting Personal Problems, Focusing Attention on Limited Stimuli, and
Heightened Enjoyment |Feeling Subjective Pleasure by Interacting with the Tech

Cognitive Absorption / | To Feel Like an Individual is in a New World, Oblivious to the Passage of Time

Telepresence

and the Reality of the Situation in a Human-Computer Interaction Environment

Control Skillful Control of UI and Technology while Experiencing the Fashion Flagship Store
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{Table 6> Nike Style, Hong-lk Univ.

Hzz Ame
ZARAA BAE B9
HYE FPS AT

Hel
A

A7F AR AEs ALEHEL, TEEOR 7
AGEAM AF ARE AL, FHZ 27

oA w7, ZH, 2E7AS Fds A9

r

Name Nike Style, Hong-Ik Univ.
Retail Tech Application Date July 2022
Location 94, Wausan-ro, Mapo-gu, Seoul, Republic of Korea

Images

{Fig. 1> Nike Style -
Panoramic view
(Lee, 2022)

{Fig. 2> Nike Style -
Digital screens
(Noh, 2022)

{Fig. 3> Nike Style -
studio with a green screen
( Rattling train compartment, 2023)

Flow - Digital marketing
of Focused immersion / heightened
enjoyment

Flow - Green screen for Cognitive
absorption / telepresence

Sacred Store (0]
. Lifestyle Store O
Types of Flagship Stores -
Mind Scape Store O
Market Scape Store
AR (0]
. . VR 0
Types of Applied Retail Tech Al
RFID
Forms Description
Visual stimulation with lighting that allows customers
. to adjust color and saturation to create the mood
Individual
Experience they want
P Low correlation with perceptive experience
Customers can participate in the sneaker culture
Shared and design community or create video content and
share it on SNS




6‘1
T

avlsh 2oz Belo] WE Y Eeh 14 Eolo] HY B Al #4

Name Nike Style, Hong-Ik Univ.
Factors Description
Focused Immersion . ..
. Focus on mannequins through digital screens
/ Heightened . . .
. instead of plastic mannequins
Enjoyment
Flow -
Customers can create own products with the
Control . .
design, color, and material
Cognitive Absorption | Customers can create video contents in a studio
/Telepresence with a green screen in the background

Comprehensive

Analysis

Nike style’s 020 service and AR shows retail tech characteristic which of simultaneity, spontaneity, and
interactivity. The correlation of factors of flow, control and cognitive absorption / telepresence can be found
through creating own video contents with target products. And connectivity to act and relation experience
components can be found through participating in the community and share with social media.
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Name Balaan Connected Store
Retail Tech Application Date July 2022
Location 10, Gukjegeumyung-ro, IFC mall, Yeongdeungpo-gu, Seoul

Images

<F|g 4y Balaan connected store -
Panoramic view
(Ahn, 2022)

{Fig. 5> Balaan connected store -
Fitting list in the Balan app
(Ahn, 2022)

{Fig. 6> Balaan connected store -
Smart mirror in fitting room
(Ahn, 2022)
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Name Balaan Connected Store

Flow - Focused immersion /
heightened enjoyment and control,
smart mirror in fitting room

Experience - act and relation, QR
code linked to omnichannel

Sacred Store O

Lifestyle Store (0]

Types of Flagship Stores
P S Mind Scape Store

Market Scape Store

AR
) . VR
Types of Applied Retail Tech Al o
RFID
Forms Description
Provides backgrounds for selfies such as changing
Individual lights and sticker mode
Recommend products related to your style and
Experience purchasing tendency through Al customized service
Omni-channel strategy used in conjunction with
Shared applications Fhrough QR c.odes, such as chegking
and purchasing products in the store, changing
options, and creating fitting lists
Factors Description
Focused Immersion /| You can feel the joy of taking pictures through
Heightened lighting regulator in the smart fitting room and
Enjoyment decorating the pictures with stickers.
Flow It is easy to control the information check, fitting, and

purchase of products in one application, and convenient
Control . . .
seamless shopping experience such as changing the

options of fitting through a smart mirror.

Cognitive Absorption | Low correlative with cognitive absorption /
/Telepresence telepresence

Comprehensive Analysis

Balaan shows efficiency, simultaneity, and interactivity of retail tech characteristics through the 020 service, Al
customized suggestion and QR code. Close linkage between Balaan app and connected store provides shopping
experience with good control. Sensible and feeling experience components of the smart mirror fitting room
influence to focused immersion / heightened enjoyment of flow factors. Through this, it showed a structure
that led to the behavior and relationship of using applications and taking pictures.

Felol st 2rE vEsl §4 44Uz 49 3 OjRE AE

of FHlsIFol Mok BgHolL BT LA A

& wEAt ¥ ATE 4F AAr whse e SedlAmaon Sl A4 A
W ORATE Ta we qoz Adqw + qu AP QA okEel HE do) 454l o

of L& A& yAE Ve

KR =
= T
Aolth, Qo] BT Ao} HESS Ao 4 9

(Ahn, 2022: Noh 2022: J. Park, 2022).
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{Table 8> Amazon Style

Name

Amazon Style

Retail Tech Application Date

May 2022

Location

899 Americana Way, Glendale, CA 91210, the Unites States

Images

{Fig. 7> Amazon Style
- Panoramic view
(Kim, 2022)

‘ {Fig. 8> Amazon Style
- Individualized fitting rooms
(Kim, 2022)

<Fig. 9> Amazon Style '
- Display in the fitting room
(Jeong, 2022)

Flow- Attention and control in
many individualized fitting rooms

Flow- Display in the fitting room for
time distortion and remote presence

effect
Sacred Store (6]
. Lifestyle Store )
Types of Flagship Stores -
Mind Scape Store O
Market Scape Store
AR
T f Applied Retail Tech VR
ypes of Applied Retail Tec
Al (0]
RFID
Forms Description
. Visual stimulation through the app
. Individual . . . .
Experience Low correlative with perceptive experience
Shared Allows you to interact with other customers by
leaving feedback on the product through the app
Factors Description
Focused Immersion /| The pleasure of interacting with the display in the
Heightened fitting room and receiving personalized product
Enjoyment recommendations
Flow Choose whether you want to buy the product in
Control

offline stroe or order it online

Cognitive Absorption
/Telepresence

Experience a variety of products by receiving the
products you want right away in an individualized
fitting room

Comprehensive

Analysis

Amazon style emphasized O40 services through applications,
enjoyment/control/telepresence presence through applications.

confirming that individuals can smoothly heightened
Most of the services were digitally converted, such

as interactions through applications and fitting room displays, and social exchanges were also conducted through
communication with customers in the application. It is an example of maximizing simultaneity and efficiency
created by closely connecting Amazon's own logistics processes with consumer applications.
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(Table 9> Alibaba Fashion Al Store

Kang, 2022).

4, Le|Hieb TfM Al 2E0]

=3 AAAAAY A& 80%0) gl =
ol AP AR gA gElukel 152 AlE &4
Qo zgkel o]F wlH ‘Fashion Al Store'E &%
QEJTE o] mgelMe a1 HAFE Eo]7]
ATEE 740 AA £HE HolHE ¥
gom I Az wjge] HE&T F de Al AlX
Aot A AAAA et

B

2

o
=

(¢
[e)
=

]3]

==

Name Alibaba Fashion AI Store
Retail Tech Application Date July 2018
Location 11 Yuk Choi Rd, Hung Hom, Hongkong

{Fig. 10> Alibaba Fashion Al Store
- Panoramic view
(Preuss, 2018)

{Fig. 11> Alibaba Fashion Al Store
- Smart hanger
(‘GUESS?. Inc.. 2018)

{Fig. 12> Alibaba Fashion Al Store
- Smart screens
(Kaonang, 2018)
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Name

Alibaba Fashion Al Store

Flow- Provides personalized 020
services in conjunction with online

Flow- Smart screens provide an
efficient shopping experience

platforms
Sacred Store O
) Lifestyle Store (0]
Types of Flagship Stores -
Mind Scape Store
Market Scape Store
AR
T f Applied Retail Tech VR
ypes of Applied Retail Tec
Al O
RFID O
Forms Description
. Provides visual stimulation through coordination
) Individual . . .
Experience images associated with products on the smart hanger
Interaction with big data on products in Alibaba
Shared .
online
Factors Description
Focused Immersion /| Shopping experience as if you are with a stylist
Heightened through getting recommendations of personalized
Enjoyment coordination from Al
Flow Smart screen lets customers order whatever size
Control

and color for clothes

Cognitive Absorption
/Telepresence

Convenient and immersive wearing experience by
receiving the product customers want with a smart
screen in the fitting room

Comprehensive

Analysis

Alibaba fashion Al store is an example of an efficient combination of big data and advanced data analysis
collected by Alibaba's ecosystem with retail tech. Through smart hangers and smart screens, customers can
interactively communicate with ai and experience focused immersion/control /cognitive absorption /telepresence
presence. It is an Al service based on Alibaba’s big data and experiences social sharing through communication
with Al This is a personal experience under the guise of social exchange, and can be seen as an example
where individuality is particularly emphasized.
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Name

Zara Westfield Stratford London

Retail Tech Application Date

May 2018

Location

Westfield stratford city, 130 Montfichet Rd, London E20 1EJ, the United

Kingdom

s o < =
(Fig. 13> Zara Westfield Stratford
London - Panoramic view
(Street, 2018)

{Fig. 14> Zara Westfield Stratford
London - Conjunction with the robot
(Street, 2018)

! |
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{Fig. 15> Zara Westfield Stratford
London- Self-checkout
(Street, 2018)

Effiency-Pickup 020 service in
conjunction with the robot

Effiency- Various payment6
systems through self-checkout

Sacred Store 0
) Lifestyle Store (0]
Types of Flagship Stores -

Mind Scape Store (0]

Market Scape Store
AR 0]

. . VR

Types of Applied Retail Tech N o
RFID 0]
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Name Zara Westfield Stratford London
Forms Description
. . Visual stimulation from products recommended in
Experience Individual . . .
real time in smart mirrors
Shared Low correlative
Factors Description
Focused Immersion / | Experience differentiated online shopping by
Heightened supporting online sales, returns, etc. with smart
Enjoyment devices from store employees
Flow )
Support for various payment systems such as Zara
Control

app, mobile phone, and self-service check-out

Cognitive Absorption

/Telepresence

Interaction with smart mirrors enables efficient

shopping while receiving specific product styling

Comprehensive

Analysis

Zara's westfield stratford store focuses on online sales, returns, and exchanges, and utilizes the 020 strategy to
implement retail techniques that match Zara's unique fast-feeling brand DNA in offline stores. Product pickup
robots and self-checkout systems give consumers strong control, while detailed customer data collection and
smart mirror styling services give consumers an individual experience. This is an example of individuality and
efficiency, which shows innovation in payment-related services in stores.
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hegan, 2018: Marfil, 2018).
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{Table 11> COS Beverly Hills Store

Name COS Beverly Hills Store
Retail Tech Application Date May 2022
Location 357 N Beverly Dr, Beverly Hills, the United States

Images

“(Fig. 16> COS Beverly Hills Stor
- Panoramic view
(Booth, 2014)

{Fig. 17> COS Beverly Hills Store
- Smart mirror fitting room
(H & M group, 2022)

{Fig. 18> COS Beverly Hills Store
- Checkout service
(H & M group, 2022)

Appearance of flagship store

Experience - Smart mirror fitting

Control-checkout service

room
Sacred Store O
) Lifestyle Store 0)
Types of Flagship Stores -
Mind Scape Store O
Market Scape Store
AR
T f Applied Retail Tech VR
ypes of Applied Retail Tec
Al O
RFID O
Forms Description
Visual stimulation with a smart mirror through
. Individual product information and real time styling
Experience .
recommendation
customers can share links to products on social
Shared L .
media via smart mirrors.
Factors Description
Focused Immersion | By accessing various information and styling
/ Heightened recommendations through a smart mirror, customers
Enjoyment can focus on interaction with the machine.
By tagging the product on the smart mirror,
Flow customer can solve the overall information of the
product from acquisition to payment, and also order
Control

a fitting product and receive it in the fitting room.
Customer can check out from anywhere in the
store through the Sales Advisor.

Cognitive Absorption
/Telepresence

Low correlative

Comprehensive Analysis

The COS Beverly hills store is COS’ retail tech pilot test store, a monument to COS’s advancement in retail
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Name | COS Beverly Hills Store

technology. It maximizes customer control with smart mirrors and quick check-out services, enabling total

shopping experiences from product information acquisition through smart mirrors to product replacement,
fitting, purchase, and related styling recommendations, providing a simultaneity and efficiency experience. In
addition, the quick checkout service maximizes customer autonomy and efficiency through sales advisors.
Through this efficient store experience, customers are provided with highly Individuality services and have a
differentiated brand perception.

g % Atk o W e AEH %S T Aol AUAT Ak A L0 Ay 2y
ASE SelF uuk P4 1A AEL A 8 S B emedA HES AAE BE
ToH(Wright, 2022: Booth, 2014: 7he COS 3 M & AYS AFee HHA =9 o}

Smart Store, n.d.). oldlElglel webA ZlEd A
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o] Feld HAE Tt anAe 44 4ES A "HAV o AFE AEoY NS &8 &
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