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Digital Schedule

Figure 1. 2020 London Digital Fashion Week.
Captured by the author from London Fashion Week. (n.d.).
https://londonfashionweek.co.uk
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Figure 2. The adventures of Zoooom with friends 2021 S/S.
Captured by the author from Louis Vuitton. (2020).
https://www.youtube.com

Figure 3. Louis Vuitton first live stream on Xiachongshu.
From “LOUIS VUITTON HELD". (2020).
https://octoplus.b-cdn.net
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Figure 4. 2021 cruise collection presentation Chanel.
Captured by the author from 2020/21 Cruise. (n.d.).
https://www.chanel.com
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Figure 5. Gift Kakao chanel.
Captured by the author from KaKaoTalk Gift. (n.d.).
https://kakao.com
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Figure 6. 2021 S/S menswear Hermes.
Captured by the author

from 2021 S/S menswear collection. (n.d).
https://www.hermes.com
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“GUCCI EQUILIBRIUM ==
= “THE FEARLESSNESS

OF THIS GENERATION
TOEXPRESS THEMSELVES
GIVES ME HOPE
THAT A FUTURE
OF FREEDOM
AND EQUALITY
1S POSSIBLE"

OUR COLLECTIVE FUTURE.”

s MARCO BIZZARRI,
GUCCI PRESIDENT & CEQ

Figure 7. Gucci Equilibrium.
From Gucci. (2020a).
http://www.instagram.com
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Figure 9. Gucci the ritual.
Captured by the author from Gucci. (2020b).
http://www.instagram.com
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Figure 8. 2021 Gucci epilogue.

Captured by the author from Gucci epilogue revealed. (n.d.).

https://www.gucci.com

Figure 10. Gucci Ouverture.
Captured by the author from Ouverture of Something
That Never Ended. (n.d.). https://www.gucci.com
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Figure 11. 2021 S/S menswear Dior. Figure 12. Dior stands with you.
Captured by the author from 2021 summer mens collection. (n.d.). Captured by the author from Dior. (2020).
https://www.dior.com http://www.instagram.com
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E

Figure 14. Dior Talk.

Figure 13. Dior Instagram story AR filtr app.
Captured by the author from Dior. (n.d.). Captured by the author from Podcasts Dior. (n.d.).
http://www.instagram.com https://www.dior.com
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Figure 15. 2021 Resort Burberry.
Captured by the author from Phelps. (2020).
https://vogue.com

Figure 16. Burberry dance and donate.
Captured by the author from Tegaalexander. (2020).
https://www.tiktok.com

Figure 17. 2021 S/S Burbeny.

Captured by the author from “Collaboration experience”. (n.d).
https://www.burberry.com
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Figure 18. Prada factory in Montone.
Captured by the author
from “PRADA PROVIDES SUPPORT". (2020).
https://www.prada.com

Lat's trans Let's transform
this crisis into an
opportunity to

build back equal.

#LearningNeverStops

Figure 19. Covid-19 global education coalition.
Captured by the author from Prada. (2020).
http://www.instagram.com

Figure 20. 2021 S/S Prada.
Captured by the author from SS 2021 Womenswear. (n.d.).
https://www.prada.com
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Table 1. Cases and characteristics of Untact fashion communication after the pandemic regarding global luxury fashion brand.

Luxury fashion brands

Untact communication cases

Images

Untact communication characteristics

Louis Vuitton

- Release of animation fashion films
- Utilization of live commerce platform

Active utilization of application services
A mix of communication platforms

- Participation in digital collections

A mix of new communications

Channel - ning of shopping channels specializin, . [ .. .
F)pe e e pec e GRAMND - Active utilization of application services
in Kakao ORE NG

CH-I-.._EL
ON KAKAD
Hermes - Conversion to digital collections - A mix of communications
- Conversion to digital collections
- Announcement of Gucci Equilibrium - Social and ethical participation
Gucci - Release of snapshots modeled after - A mix of communications

employees
- Gucci Ouverture film festival

Active utilization of application services

Christian Dior

- Conversion to digital collections

- Provision of a variety of digital
contents and AR applications

- Mask making and donation activity
promotion through the use of social
media

A mix of communications
Social and ethical participation
Active utilization of application services

- Conversion to digital collections
- Combining with various platforms such

Active utilization of application services

Burberry as Tiktok and Twitch - A rTlix of com.municatiAor.ls .
. .. - Social and ethical participation
- Donation activity through challenge
- Conversion to digital collections
Prada - Joining the Global Education Coalition - A mix of communications

campaign and promoting mask
donations using social media

Social and ethical participation
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A Study on Untact Fashion Communication of
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Abstract

Since the declaration of Covid-19 pandemic in 2020, sales of global luxury fashion brands, which showed continual
growth, have been continuing to decline. In order to overcome this, global luxury fashion brands are shifting from
face-to-face fashion communication to Untact communication, showing a new type of fashion communication that
has not been seen before the pandemic. The purpose of this research is to analyze the cases of Untact fashion
communication, which was newly introduced by the global luxury fashion brands after the Covid-19 pandemic broke
out, and to derive its characteristics. The results of the study are as follows. First, moving away from traditional
face-to-face systems, direct communication with consumers was attempted by actively utilizing Untact media. Sense
of closeness has increased by informing the brands through direct communication with consumers beyond time and
space. Second, various Untact fashion communication methods were actively utilized by challenging experimental
platforms. As a result, beyond traditional fashion shows and sales methods, new sales platforms via Untact methods
have become popular. Third, as environmental problems emerged after Covid-19, image marketing using sociocultural
values such as ethical values other than products has actively appeared. As such, global luxury fashion brands are
appealing their brand value through sociocultural moves for changes according to the current trend by actively
utilizing fashion communication in the face of a crisis such as the decline in sales after the declaration of the
pandemic and the cancellations of fashion shows. It is expected to continue throughout post-Covid-19, and fashion
communication using the Untact method is expected to develop into a major marketing strategy for the fashion brands.

Key words : global luxury fashion brands, fashion communication, Untact, Untact fashion marketing
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