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Effects of Experiential Factors of the Metaverse on Fashion Brand
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ABSTRACT

This study evaluated the positive impact of the fashion brand experience in the Metaverse
on both fashion brands and the Metaverse platform. Given that the Metaverse experience involves
interaction among users in an immersive virtual space, the experiential factors provided by
a Metaverse fashion brand were identified as mediators influencing flow, brand attachment,
and the continuous usage intention of the Metaverse platform. An online survey was conducted
focusing on consumers in their 20s with experience using the Metaverse. Factor analysis and
structural equation modeling were performed on the collected data using SPSS 27.0 and AMOS
25.0. While exploring a fashion brand store on the metaverse platform, entertainment, education,
escapism, and aesthetic experience factors provided by the fashion brand significantly influenced
the consumer's flow experience. This flow experience, in turn, was linked to brand attachment
and the intention to use the platform continuously. The study holds academic implications by
empirically identifying the mechanism connecting the brand experience in exploring fashion
brand stores and consuming fashion products in the virtual metaverse environment to forming
an attachment to actual fashion brands and the intention to use the platform. As a marketing
tool, it will be helpful in presenting new consumption value to fashion brands and retailers
aiming to enhance their fashion brand image and establish various strategies using brand
experience.

Key words: metaverse, experience economy theory, metaverse experience, brand
attachment, flow

This paper was supported by Konkuk University in 2023.

Received: 29 January, 2024 Revised: 8 February, 2024 Accepted: 16 February, 2024

'Corresponding Author: Hee Jin Hur Tel: 82-43-840-3681 E-mail: hechur@kku.ac.kr

This is an Open—Access article distributed under the terms of the Creative Commons Attribution Non—Commercial
License (http://creativecommons.org/licenses/by—nc/3.0) which permits unrestricted non—commercial use, distribution,
and reproduction in any medium, provided the original work is properly cited.


https://crossmark.crossref.org/dialog/?doi=10.7856/kjcls.2024.35.1.47&domain=http://kjcls.or.kr/&uri_scheme=http:&cm_version=v1.5

48 BIRX|GIABMEDIEIER| A35H 15 2024

I. A&

dlEfH A (metaverse)?] 5732 YAE AlA
 H3kE o) glom W AbjHEoofA &
At THIAAE AAsHs HEPHA F3hol| 5
otal ot WEMAE 7HSE XShe ‘meta’ 2t
5 UEHE ‘verse' 9] d4olz =4 A4
I A= o] g 7MY AAIE ofueitt. Hg
HA9 g 9 AFEAS &4 ‘Snow Crash’
(1992)0l14 A& A==t L o] & =221 7t
daAolY TWIAAE uist= "AE 37
Moz Zstsieltt. dAd 7ledt 7MY
THo R vt AL 7]E&S HIRS A
17t Piﬂ—goﬂ FFE A= o |
3 1o g A-gstal Qe eeEelo]
o] 2ERRloE ST E[HA 7HIAA A
F2 AES Agstr] Ao s, &
A 5 THgRt AbdEokoll A HERH A

EQJskal Qitklee & Choi 2023).
A7) Alokglo] AAAAZES AA
3 ES AlFskar Aol SNS9F 2
BIIHEAR] 75= AlSACEZH F8
MZA|ol|A| &80 g Aqtsto] ol
HERHA Ao S48 sk

|

IAF]
45 &

mm@4N_
: mror

=

A

ot

1> o
EEEy

my

et gf;_',
&
)

)
4
_[)4 -

T EFH

e
[>
23

)

=
a

H]O

ofM
ro,

uﬁ

3o o B rlo oY

-Jlom

Hep o] gk At 27 9AE HEHA
7=t %_,l-,gﬁ_o]:% ZNotaL ko= o] A+t Wk
of thsf| Absh= Aot 4HAA L=t STt
HA 7]&0 2:@% e e e R
7h APl et APAE ATEH, 1S, 78‘
B, Y= 5 TRt SHERool|A] HlEH AL T

H FAE 8- oA Hdska =% °q:vl
£ 93t JAIE AXSFAUDwivedi et al. 2022),
HEpH A Z7to] gt B4 S5l HEbH A g
= A5 sl ARIZRARE S5 e A0 9

u]Q} A AE E9lskal It Hollensen et al.
2022). ERL wEpH A TRt Q14]o] F7bE] wh
2t AdA 287t FTketAA 7ed-8ol 24
S Y& 0|24 ndlg 7|Hte R g wep A £
8ol 38S FiL o]FofA 1L JrHWang & Shin
2022). sjidRoollA HlEMHA AE FTFskL
U, HiEr A0 A ofuteke] SHAIE TRl
(Kim & Kang 2023), JHEHE9] vepHA A
£ AJ7HKim & Kim 2022), HEMH A 4
BAE APAT(Lee & Kim 2023), HEFHA of
AAE AT}t o= (Sung et al. 2023) &
o] itk HEMA 27] ALE 7|&583 Bt
AFE0] F= AFPHL e, V&8
(TAM)°IY &71&5-80l2(UTAUT)S &-&3t
APAT= HEPHA 7]&of gt Ql4lo] AnR}
9] 71&9] ez} =8of o]BA FFE mIA=A
et olel=S woial S2H(Wu & Yu 2023),
i 2ofoflA] AP YA djAaLG A
o wletHA Tojof s FAH o R o]RojX| 1L
UATE HEPHA A E S ERE A&H AR T
Aoto] AHE A4l= A o]FojR|A] gkt Qlrt.
et AS Boff A4 tft Adeshes B
C AsE 9 Hufjoro] IS vE Hut ofy
2HJi & Kim 2023) SHE AFS &3 99 A
Zto] AR} whE 9 ESE ARMGO|Eo] IS
u] 22 2(Kim et al. 2021) HEHA TJH’SE%E

oA ABok= ARH a4 F3l Az
BHEQ} wepHA EHE] g B[R} =S
18 "art Qlck

wpebs] B AtofA = HEp A A jHE

A= iﬂaol A BEHEL} vEtA E2E] 1
A= 3840 FAFE AvE A Fit) HEpHA
A2 %?J'%‘ 7HEEZ0A o] Foi A= ARGARE
o= vepA sfHBEHEA Algst

el



HEMH A M4t EEME OfA SHE NSAZI0 O|Xls 3 49

L AR 94F B A4 A5 BYo]
HBA] o) ehe BHE et X
SAgOlEe] nlXE 4% st Ak A
22 7|uroR AAgA} Tek iy
A=E B3 A AL 5 99 A,
Aol AY, 281 AY, 0 Aol BUL
a7ste] AEAE ofzvt HepHs SRE A
A R s R i 2
4 gk B Q7S B9 AEA Womy Uk
wlets 2ol st ofefe} o] ALgAje] Thit of
=S ol BATe} HEhH s SAE A8

et 4n wEe AT 4 Uk

_4

it

II. o4 7

1. MEHEQ HEHHA
Wep Al ARgAE Afole] Als|EQl 4aat
8] 7Rs MR BgEoR AYES it
A5 Wlo] JFL 1A e tiAg Rof
Z 7|5kaL At Cook et al. 2020). HEFHA9]
AT @A sk ZoflAx w2 saEH
TEo| HEHAE A5 EYstal lor HAHE
oF £BARE A= AFUACId ster 1 &
LT E o] Qu} 1K, gxad, vo]7|et 7
< =228 fAEHAE & ofyt ZHslky, Al
WS HAIEY 22 FHLEER HEHA Y
BHHE vige st anRiete] Hye o
gHRloM 7VgAA R SgstaL vt =W diEA]
Ql et A E3E AW E(ZEPETO)OIA = Bl
& ojAE B|E3) gukgzt, 2 9 ojHE, 93
Af, BEI] 5 oIt BEE0] olFoIAAL Sl
HH’@EL S AHE E8AHE Y, 74, #
Z2dl, AA3 B, £V, O}Ell’%’\ ‘/V\

HEpHA EHE 2552 (Roblox)oll Uol7]
=S go] ARgARE0] Yo7l Al A3 &
LAY FAT 5= A sk e, ¥

‘ﬂEﬂE 2EEA0t gAsto] AdolA S &
QL= ojojdl o2 AlA| ujAo|A T =9l EFX

FEQ} Hx = mjHolo]dlS HHo]x Q)

HEfH 2 ZZA ARALE oHlERE: ©]-85h

of 7H3uE Adstal FAAACIA e A

W} TG WAOR T opuleter Aa

8% % gk ometel vhgold £ sxc]

HEAE AFEE obilels 8T oo

e Al sk E sk wirge] BjAI=e] 3

© £fo] grobA AL ZhEo A gkt of-{EA

AME vhd ek ot olg% A g

AEEE B AAIRSC] 7hssto] ABIRfAl A

29 20 AUS AT ol ApEske 71

2 A3k 1moE A Faolch. dlek

2 AR SAVE Sl Qarelel vt g

> r& rr

2N 2L BAHE HHS AFD
A Fell 710ttt FHollA vER A
sdBERES] BIAl ARYAClA F3tol 2
2L 7|0E 2= Q.

mlm

SELO

2. HizHolE
ABAES] 2ol AP FRAol F

29wty 9oy, 7] Q= AR AYS AT

7] gl Ed s ol A, &
2, 272, e, Aze 59 877} FZsolo}



50 SH=EX|YAL|METISHS|X] HI35H 15 2024

SttHHolbrook & Hirschman 1982; Poulsson
& Kale 2004). Pine & Gilmore(2011)= AH|
2} H3lo| 5t B39l TAC] WAL Aoks}
1 A'¥FA(experience economy) 7Hg-& tHF
3t Folol H-&513tt. AP GAo]E(experience
economy theory)ol| 2™ A& 71x]9] A=
< YE(commodity), AZEFE(goods), AHIZ,
Aoz s =t v SA AF2 &
H2L7} 71 ﬂtﬁﬁ}ﬂi A Z¥A7F eaL Q1
Aok XokE AEeletal & 4= Utk AHRY
394 aH|o —:—@2 S50l AnjRLe] 719fof
et A@S AlScks Zo] 7199 Y
= 7P 8% 8919 g5t A<
2948 3% HPine & Gilmore 1998). &
H|Zb= 7|dolu HE 2 RE Alg = AlEelu
AH|AHT HEiEZ}E A|obshe oHEY &0
HOEHN tE HHT=
Hrh= 2ot
7‘1]"47311] |82 AHAE] 3ol S Al
et I o] wet A A, WA A9,
A=A A, AvlA Ao H] 7HA] AP egE &
5}t tHPine & Gilmore 1998). WA Q=4
AR 777 HS E5F A2 0] B} 5O 97
o7 7MY " FHY A FFolHChun &
Lee 2023). 53 AHS =L FA7HE 8¢
7] 91t Alolct. AHAR] A=Al Foj7k B8]
gt AF e T8t FolE F9f AR S
A 4lo] FFEH. dEA AP AT 554
o7 Fofsta Eshs AR /oA Hlof
U A2 AAl0) EYstk= A5 ulgteh @4
LA Aow o=t dAF =T H|YA

Al
Zo|1 oAl AHFPL Edf| A&

A B Sl Aol A4 A 2
HoBE ol EuH Fe FAXY TS

[m
S
R
.

= Aldolzt & 4 tiHosany & Witham
2010). vpxjgte 2 Au|d HH-2 Foixl S04
LS 71 Fol —’FEJOE 7“0}0}‘— A

2011).

A oA HEtAE ARAE st
+ OFERE o]&sto] E AACNA M= 3
o] A & & Q= X3t FE 9 7Hdst
o7 MEL JEn} FdE BERHE FES AS3
tHHassouneh & Brengman 2015). 224 A

ae HEHA BiE AlgS B9 A4sk=
274 2ol4 3AARI 71EE L7Es S 84
& fjdEHE viS HAshs 59 BT A
St Q= AsHAY i i ZHofl A A
£ "L SRS she B2 A2 = 5 A
tHKim & Choi 2023). I3 AP 4= HE}
HA BHHE S &9 MER A 552
T Qe 848 JHABERETL Aok AlEelut
25 AUSHHA AAIECIY ERE 5-04 %
HE dEF= Aot dE4 Ad i HE
A BYE AHE S dAEEeA ‘3101‘4' =9
T e B4R AE 4, AHEe] gxed
LA YH] tfo] AH|AF o]-sto] HiE Bt
1 255 EoHYAY AR A AlFst= 74
Het doA EEE S7]= &5l ok A
0y AP _4e BHETL AlFoks AlEL A4
A5 IR WEPH A gl o)A A|ZHA Q] of
2} wjgddQl R4S A= Ao uj#}
& A5k VMD 84Eo] sk

i

¢

d

4



HEMH A M4} HMEAME oA SHE XSAE

3. =¢

E(flow)> of® thiiol WA Qe AEHd
A E FHY ojmgt ol Tilo] Y1l Ysh=
gk 3ol F4lE FAFolk= HEHE YretHClarke
& Hawoth 1994). €42 A& 1 AAo] tigh
AU 7ok AoE A|S5HE £40] A
o Zste S5 Pl AA0l FA /o] 3l

Wz B71°0 Qg HAYHHKim & Lee 2022).
& Y2 SHE Wl oA SAAA =
Aot &0l &ds] Fsstar 18e 1
EAE WA He A& YRt &
H|Zpe} Hei= o] FAA A 7o)
Al AL 57| sl 28571
& 3KJang & Seo 2014). Hoffman & Novak
(1996) 212l u]tjo] o]-gAtof| thsf =Y 74
H2 Edste] ARGAPE H[Hoete] oAt o s
I8l o7l == ¥HEE= I HollA SA= A+
o)A A, 717337 dolue JElE EYUoE
Tt 22l S04 B HES B
A P& S7H71AL FHE B 3l &
o] wjtjo] AR} TS| FAHZQI At A4
A=t (Hoffman & Novak 1996) o]+ HERH
2 ERFE o8 olA ESio] o]8kof 34
2l 0103"‘ —-—‘3}1_ Ae HojEot
3q. Z¥o] Aol ;d—o:]x}y]- 22
= =4 A9
A SlAEA & %% L7led oA AHo=w
ALY 48982 W7A EHIAL ol& Bl Aol
B2 EYUsHA EHUnger & Kernan 1983). 1
|4 AP £7ol|= A-go| H=d wrjdo] A
%

I EU ARGl et A=, ZLﬂ Rl

F

o o 4

Fl

o
o
2 o S

r
b
b=
r

A7 A

o Ao HHE5 a—:fao_ea @o@%
EJ57t FAEHHosany & Witham 2010).

Q&0 DXl F& 51

AL AH2 o] ARl A Bl Hrt HFH 0
2 250 #ofsl= 222 Holbrook & Hirschman
(1982)0ll =W 432 AH[RJA e} 712
Agke] 7131E AlFstaL olF &3l AR &Y
o A BohT 51Tt AujA APe e
oA ZES st At o] £4 ggof ol
SHARE 2ol Y= HIAIA] Al Aofske A=
Q1 A @olrh. AHAES vAR] Q45 ZHe )
B AT =N FHAQ Ao FdEo]
Ao gL EUsHA HrhHosany & Witham
2010).

meha] 2 dqoAs AFAZAIES 7I6te
& ARARESO] HIE A A BHES Fof XZ)st
= Ag8A S 42F A, AvE A, n5H
A9, 2=H Aol %ol A= AAA =
gRRlst7] sl ot 22 7HdE sk

7HA1. UﬂE}Hi HAEd=o ogs AP
A 240 BAYU IS HE Ao
7Hd2. UﬂEPﬂ HHaBHE] W8H AHQ
|
|

SRS
g o
7Hd3. vlEpA sAEdE0] dgH AHe
o

S

9
7H4. dEp A sjdEES] 4o Ade

4. AH|X} EjE: EHC OjRH} X|2AIRO|E
= A WL AH|Z BEE E 7R LR}
B RE] et AR ofdtat oeh s &
FAEo Wfﬂ ZRE &AL slolslTR}

=
St} AuA7E E4 Bt AERo] Thes] 59
Al BeE Zhe A AEA ke de AL



52 BIRR|GALSMEDIEIEIX] H35H 15 2024

N

Entertainment

~J
N
Education ~d
~._ @ J

Escapism ]
- 0 J
-

Aesthetic
-

Brand
attachment

Continuous
usage intention

Fig. 1. Research model.
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0.921, TLI=0.937, RMR=0.047, RMSEA=0.074
2 585 Tkt 20| By S Bt A1F
T F4 43} Table 13 Zo] S &=+ 4=
A4 Cronbach’s @ gf°] 0.70& A3gJst] S4&
T 7 WA ol R SHYEE] #
& 991835l (factor loadings)©] 0.724~0.923
2 Yehgon, HidEARZ(average variance

Table 1. Results of confirmatory factor analysis

AVE)Z 0.652~0.728, FTTAIFE
(composite reliability: CR)= 0.812~0.9262
E Yeh SATES 4ol disl ~HER
S Rt Table 29} Zo] LAMNEe H
wEAREE el JEE 1 A Alswt
(0D A3lste] WEE L 7188 S50k 4
o7 UERgT

extract:

Construct Items

Standard1z§d Cronbach’s @« AVE CR
factor loading

(The fashion brands I have experienced) have

interesting things to see. 0.724
Entertainment Have fun elements. 0.857 0.815 0.662 0.812
Provides pleasure during the stay. 0.813
Allows me to learn something. 0.821
Education Enriches my knowledge. 0.741 0.832 0.718 0.855
Stimulates my intellectual curiosity. 0.703
Allows me to immerse myself in another world for a 0.726
moment.
Escapism Helps me forget my daily life for a moment. 0.758 0713 0652 0821
Gives me a feeling of being removed from reality. 0.812
Looks harmonious overall. 0.811
Aesthetic Has a beautiful atmosphere. 0.821 0.834 0.723 0.891
Looks excellent in terms of design. 0.852
The metaverse experience was special and captured 0.732
my heart. ’
Flow I focusec'i entirely on the exPerience without paying 0.796 0.802 0.682 0912
attention to my surroundings.
All my senses wer<? completely focused on the 0.834
metaverse experience.
This brand feels like a part of me. 0.732
Brand This brand is more important to me than other 0.811
attachment brands. 0.789 0.689 0.926
I enjoy experiencing this brand more than any other
brand. 0842
I intend to continue using Metaverse. 0.783
Continuous I am willing to recommend Metaverse to people 0.852
usage around me. ’ 0.856 0.728 0.906
intention If T get the chance, I will continue to use Metaverse 0.923

in the future.




Table 2. Squared correlations and AVE of variables

HEHHA HEQAT IIMEE Ofx E

= RSABOE0| OIxl= F& 55

oo

Entertainment Education Escapism Aesthetic ~ Flow Brand Cont'inuou's
attachment  usage intention
Entertainment 0.662°
Education 0.275° 0.718
Escapism 0.481 0.421 0.652
Aesthetic 0.184 0.261 0.387 0.723
Flow 0.312 0.341 0.204 0.187 0.682
Brand attachment 0.087 0.436 0.463 0.397 0.256 0.689
Continuous usage 0.293 0287 0277 0312 0.130 0.557 0.728

intention

*Average Variance Extracted (AVE) for constructs are displayed on the diagonal.

"Numbers below the diagonal are squared correlation estimates of two variables.
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Fig. 2. Results of the structure equation model.
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