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This study aims to identify the organizational factors that facilitate and
inhibit creative personal selling activities in the context of luxury fashion brands. An important
aspect is to determine when and in which areas creativity should be expressed. It is not enough to
be simply creative; the creativity should contribute positively to customers®™ perceived value.
Therefore, we investigated the relationship between perceived value evaluation of in-store
experiences and intention to revisit among customers with purchasing experiences in luxury brands.
The results indicate that the quality of salesperson®s questions and empathy have the greatest
impact on intention to revisit. The connection between creative personal selling and organizational

factors, interrupted by the COVID-19 pandemic, will be resumed and sustained.
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