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Abstract Since COVID-19, digital transformation has been taking place in the entire industry, and Metaverse is
attracting attention as an untect service. Therefore, this study aims to find out about brand experience
marketing cases using metaverse targeting beauty brands. This study reviewed previous studies related to
metaverse marketing and beauty brand marketing. SK-1I, Christian Dior used VR technology to provide users
with contents and experience of brand products, and L'Oreal, Sephora, Laneige used AR technology to provide
virtual makeup applications. It's believed that this experience marketing will have a positive effect on
customers' purchase intention and its importance will increase further to target Z Generation. It's expected
that this study can be used as related data in the metaverse and experience marketing of beauty brands, and
research on metaverse marketing should be continued in the beauty field.

Key Words : Metaverse, Beauty brand, Brand experience, Metaverse marketing, Experience marketing
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Fig. 1. SK-II city
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Fig. 2. ZEPETO X Christan Dior
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Fig. 3. Loreal virtual try on
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