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Spatial Expansion of Luxury Fashion Brands through Transmedia Storytelling
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Abstract: Fashion is evolving as a concept from possession to experience, with the lifestyle domain increasingly
emphasized. This reflects the tendency for emotional connections between consumers and brands, such as product
stories and brand experiences. This shift indicates that fashion brands are increasingly designing experiences that
encompass broader lifestyle domains, while adopting media-mediated approaches to extend and communicate brand
narratives. Media functions as a medium to expand human consciousness and activities, enabling meaningful inter-
pretations of the expansion of fashion brands’ lifestyle space through transmedia storytelling. The purpose of this
study was to explore how storytelling elements are implemented when luxury fashion brands expand their areas to
hotels and F&B(food and beverage) spaces by applying transmedia storytelling. The scope of this study was selected
as an example of a luxury fashion brand expanding its space from a hotel to an F&B by applying a transmedia sto-
rytelling strategy. This study used lifestyle-oriented spatial strategies and Henry Jenkins’ components of transmedia
storytelling as a theoretical framework to conduct case analyses of brands. The findings revealed the presence of
world-building, seriality, continuity, and multiplicity, as well as spreadability and drillability. Luxury fashion brands
were found to construct brand narratives and experiences primarily within physical spaces, which function as com-

municative media and narrative platforms.

Key words: transmedia storytelling(E® 2~n|t]o] ~E2|€ &), luxury fashion brand(EA 2] 314 23 =), media platform
(mt]o] ZYE), spatial expansion(3-7F E-4), brand experience(EHE 74 H)
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Table 1. Data sources and case distribution
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Data Type Official Websites Fashion Media
Key Features Official data/Images Expert analysis
No. of Cases 9 15

By Brand Bulgari Armani Louis Vuitton

9 7 6

News Articles SNSs
Contextual reports Consumer reviews/Images
12 15
Dior Burberry Prada Tiffany & Co

8 6 4 4
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Table 2. Bulgari hotel reflects regional characteristics
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7l 392 22 M BAsEA ] Ul &9 g
2B 5 HAE AAIES A AAl SEd dA=A Hesiar

Bulgari Hotel

Tokyo

Rome Paris

Image 1. Image 2

Image 3.
The exterior of Bulgari Tokyo. Bulgari Tokyo Reception. The exterior of Bulgari Rome. Bulgari Rome Reception. The exterior of Bulgari Paris.

Image 4. Image 5.

https://www.bulgarihotels.com/
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2 719 mlolojmE B A9l e = Frol(Toile de
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gt} =X7F o 349 2 ol TS AAlsle] AHEE
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7 H&e s B2 ERX 9 HEE £ F e vE
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AR 8 Wte WAoltt

A Ha=o Zhﬂ**" FZ Sollx] ke A olaL 9

S sk, ARk oleldt 3 T

= Zl-%‘jlﬂ.ii ZH]3}A EtHCantista & Delille,

2023). BA=7F AAIgE 742 AAZQ] Bl UlgElHe] o

A7 847 Zgett &
Ak A7 BAlzo] tigk o123 AF
(Cantista & Delille, 2023).

7} i Bal=o] sHlolu} F&B F7H 7, Y
BN ol AlzuA deu sieS Agste] BAE /4
BT aRke] Z1oe] e = e A1, A9
7R AlFsitt. olzlgh PAE] i Bal=o] Al tat
245 Edanto] 2EHERS F
Ao AlFErt.

2 AT 7 ARY 24t B
A4 WA ogA 7|A=AE 71T_i —’“:3: =Hat
2715 -4 2a9} sjEe v Bl HAES 9 AE
Wollx S7H 02 QISR sl a4=, HAllE XAk &
‘P‘—i 5E Ak 7% 1 we} ERPY e R BRIt

B Tl AlFEE &2, 2%, A7FTE 37k <
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R
ox F
o 8

>

B
9
4
oo

d

Al BEks FAl =8tk A4 YE Tl <SHl T 309 2E2E g o] Al o]t} Image 109] B 2 HAHES} 27}
Ao AEH ARG APAVAE, B3 2Rl A% B AR Bkl T Aol BE A6l FEHOR A
Table 3. Dior cafe reflects regional characteristics

Dior Cafe

Image 6. Dior Boutique Design
District, Miami.
https://hauteliving.com

Image 7. Dior Boutique Design
District, Miami.
https://hauteliving.com

Image 8. La Patisserie Dior, 30 Image 9. Dior Boutique Seongsu.
Montaigne. https.:/fwww.hankyung.com
https://www.dior.com
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TEE HlFE, Bl o] AjZE, e A
29] F2 Al|o]tH(Oh, 2022). Hl&<] 239} HES kg
Edold, tE vIFe] A7Fe s oA E s
Atk Image 119] T 71 wlolofime] QlHEolE HE
auA o8l & el Image 129 g = Fo] 3™
Zhol| ARE3SILE. ol st BAlE 2we) sjeS X85 tA
o 28, Tt <lHElo] 84 g 4SS Aoz
Agstar, 2Hzte] 71996 Zlo] @A vkt

2] A B F&B WS BaM AvlAe] B
S 40 B 5 ATk E3 FAB A BERA H Be
17+ BlES gE @ eakl 287} ke B0
o] A wigel] WET F U=EF
S}H(Cantista & Delille, 2023). 34 74,
53] dazkgel Hag s SHeR 3 AY HAE T
d w7+ AF A EYEE =Y & JUtk(Klanten &
Kouznetsova, 2018).

HE] s PEE AlE BYAE 7dst] BY FHE
LG9, TB AW =T e A0S Jigste] A4t
717%e] ohd¥] Bl Hx)E e Jhle 2 thEA Al
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of
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ks3]
h=

KeR
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gfz] Bl He=o] 3%k g - 58 ¥ F&B AFE /02 - 7

ChImage 13, Image 14). Image 159] TB B3 Hil=
ololRlEIE| 9] ul®o] H= Wuy FYHA Ernt: wug
(Thomas Burberry)?} A#AL A S Z o] tH(Broeke,
2018). obdtE] FHe] =g, Adul=, 4, ek, o8
W 27 5 37 Z3e] wEle] 29t HES ARSIt
2heA] FHelA ZEY, TAE, 27 TR 237 AlA
A MZAEAA 242 vt]olE B3l 15kl FHEM <
71& L9 tH(Jung, 2022).

Folulg Y HEEGME wlFRE v <lElEe] 2
Fo| BA=E A= 2aet A E, sES ARgeiinh =
YellA Xl FolnlFe] Fy HEEH T2 A4 A Fol
H]%-(Pierre Sang at Louis Vuitton)2 thz]d] “gke] #lolE
FE T, 23S g oAl o EE9E A

ZHUT} Image 169] FolulE A& UAEE MZAUE
3 Adut]ojel] FHEUTKShin, 2022). ZF2 AJEZ <]

olz e A & A ZE o Fo| H]E(Amaud Donckele
& Maxime Frédéric at Louis Vuitton)’ = Fo]H]%52] H|&lg
Zgalo] F7HS YAKIESIT Image 179 3¢} 3loE €}
o Hee] HEEH AHZol= FolulEe o] ¥ EBy

Table 4. Connecting the story through the application of brand design elements

Application of brand design elements

Brand Symbol/ Logo Pattern
Dior ‘
Image 10. Cafe Menu with Dior Image 11. Dior Cafe, Miami with Toile Image 12. Dior Toile de Jouy
Symbols and Logo. de Jouy Pattern. Pattern.
https://www.donga.com https://dooarchitecture.com http://www.dior.com
4
Burberry { y ?1
#

Image 13. Burberry TB Logo Latte.

https://www.hankyung.com

Image 14. Burberry cafe with TB
pattern.
https://www.fashionn.com

Image 15. Thomas Burberry Logo
and monogram pattern.
https.://www.gq-magazine.co.uk

7

&=
Louis Vuitton w )

Image 16. Louis Vuitton Symbol
Desserts.
https://post.naver.com

Image 17. Louis Vuitton Monogram
Pattern at Restaurant.
http://tnnews.co.kr

Image 18. Louis vuitton ‘By the
Pool’ pattern.
https://us.louisvuitton.com
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the Pool)’ 2XE HeM(Image 18914 J7& AATHLee,
2023). BF9} slolE9] gl <lEl|ojE slF AYHe] Azt
A o) wggi)

TR AEE A 53AQ 28E AHols 7YX
A H2EFS gkt A 22H2loK(Gucci Osteria)’
Zhe 28 0|28 A dAEFIA AMgs FU3 9%
L IJ-A, =52, LA, ALl 9IRS A 2
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YA mztet A9 SEERE A
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Table 5. Extending brand through lifestyle

‘:9} A Al w} FusA 28, 7F 247 B
Ase oz Edintle] AEER e FA
Y(Myung, n.d.; Noblesse, 2022).
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el T3 Bas 2ETE I + vk Bi=s
HE Al theket rit]o] FHRTolA LR vrXE st
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4.3. ALKt Cly: HHE
EEI%EWI il-?g-
447} e BA=L L A

Extending Brand Through Lifestyle

Armani casa Lifestyle

@ .'x

Armani casa Furniture

Armani
Image 19. Armani casa in Armani Hotel. Image 20. Armani casa in Armani Hotel.
https://www.armanihotels.com/ https.://www.armanihotels.com/
Dior Cafe Dior Maison
’ ~
"\\II’/‘;
o /
Dior ’Eé\\ ’:_\(“ é‘a“'fh;;a
'; = S E)
LS g ':.:' J
. ,l_p)‘
4 ;
Image 21. Dior tableware served at the Dior Café. Image 22. Available to shop on the Dior Maison website.
https://www.dior.com/ https://www.dior.com/
Prada Cafe Prada Home & Lifestyle
Prada ‘
HiN = = =
Image 23. Prada Cafe at Harrods, London. Image 24. Tableware Inspired by the Café’s Iconic Flooring.
https://www.vogue.co.kr/ https://www.prada.com/kr/ko/
Gucci Osteria Gucci Osteria Website
— - em = = ofillh = = = -
R a
Gucci !
Metraram Creaws Fherbarsars Suger Bt

Image 25. Gucci tableware served at the Gucci Osteria.

https.://www.gucciosteria.com

Image 26. Gucci Osteria Website Shop.
https://www.gucciosteria.com/en/florence/shop/
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