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Buying Virtual Fashion Items in the Metaverse
- Focusing on Self-Regulatory Focus -

Soo-kyoung Ahn'
Dept. of Clothing & Textiles, Chonnam National University; Gwangju, Korea

Abstract: The metaverse is emerging as the next digital environment for people not only to interact and collaborate with
others, but also to have virtual consumption experiences. In this study, virtual fashion items for the consumer's digital
self are deemed significant products with consumption value. Drawing from the regulatory focus theory, this study exam-
ines how consumers’ promotion and prevention focus influence value perception and buying behaviors of virtual fashion
items in the metaverse context. The data were collected through an online survey. A total of 546 consumers in their twen-
ties who are aware of the metaverse responded to a self-administered questionnaire. The results showed that promotion
focus influenced all the perceived consumption values of virtual fashion items such as the economic, visual authority,
hedonic, and social value, whereas prevention focus influenced only the visual authority value. Visual authority value neg-
atively affected both purchase intention and willingness to pay premium price, while others had a positive effect. The find-
ings provide theoretical evidence that consumers’ regulatory focus is critical in buying virtual fashion items and suggest
that marketers devise effective strategies to stimulate consumers’ regulatory focus and to emphasize the economic,
hedonic, and social value of the items in the metaverse context.
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o] &A= TPHAIA 9] ALS|H «]U]
w TPIAIAIRE BAedX ] 25 Aol F
Z(Pak & Kim, 2022), TAE o= ]a R PEPRISIe)
of gk 7IXE =24 HAAFS] 7= Tr/\]"ﬁ}ﬂ] A z}&}kar
T ZoF 4% 4 k. g /\]'%L 34”*1]74] ol A
TPIAAIR Agksle HAelA BEslar
JE)E (liminality)2 &3 Hed, ]
ol EFslar IS 3] FlsiA 4l ﬂ—ee— A28
5715 zH "tlJung & Pawlowski, 2014; Noble & Walker,
1997). webA] mlEpARS] AGgYe] grjdths A2 o]&-
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A7} FrdEjElE APk UAd Aok 1 F e 7
FotolelS ARgSte] wlERHZ A w2A EYsiele
715 2 88 9mtkBelk, 2014; Huang & Liao, 2017;
Meéntymaki, & Salo, 2015). M2 AAZe] &3} tAE
Aote] ALE]Z elu|E a7 Qe HEp 2 gelA 71 oA
ofolglo] ul= F4AY 4 yiol] glom olF g oha
HgEo] gooa B AR Axolxe] o] Hasjt)
et 71 22} opulele] B9k AT FE 221 Al
ds TR JPojgton, 7} FopiMe 7MY 9"
o] }(Hwang & Shin, 2013; Lee & Huh, 2014), @A o}o]s]
ARIRyu & Lee, 2007), 2= opue} o] o]u]X](Jang
& Lee, 2005) 52| 7=, 7V sHdotoldle Frfsial 4
sh= ohulelelE tha Ayt Hrt, HZelle WERH 2 34
Aol 7V dMdoteldl S S BAE AR A (Lee & Um,
2021; Park, 2022), ohite} A AR AT (Pak & Kim, 2022),
HEpH 20X o] oS E EA A (Shen et al,, 2021)5°]
F7HE o, BE ololy] A 89S thE Kwon(2022)9]
ATAE LHAE e R & AT AT F59 AAolth
e B A e gl M o] 7Y sdotolels &
HIZRX7F Qe S8 JFOR Bl AHRES] 7 oMol
old] FujelEol| Apr|xdxy OB A&3le ols|staat g
o} Ap7|zdoldt Aol At Hagel] =2sl] QI ARl A
2, 744, dA5S AZs EA e A Z(Baumeister &
Vohs, 2004), B2 FoiAd Al A2 Z2ASE AR
A =™ (Guidice et al., 2016; Som & Lee, 2012), °]=
ZF5 7 (Kim & Yang, 2015} ewa FES 22l
(Fazeli et al., 2020)= B2 A9l /\]—7=:°]EW1 AE AL
(Lee et al., 2018)9% FFS %——t— o7 dHA et HE
H2zof| 2IR1A o] 8Als FEE AFH ohleke] 71E 2
S fFABAY ofold AFS 3l Ué% A=o] TPgotelRl s
Fujate] zpAe] outels vt o] o, o]8Ae &
Al wet Al FE Ajel]l ofubere] npEH g B
< $~ AU 2 BEs FjvlekE L & Ao, ol2|gh
Qe 7P FAetold] Fufol] dES & ZoE o &
ok FAH R, # AFe Ap|RERy BAe] s Hil=
o] 7P siidotold <] iﬂmx}‘ﬂl EH@ ZP#I% ololg] tujje]
T, ZEnd] 7H XEAt] mXe dFgE
Ep RS A o] I T2 Aofel AEE AH|A} EE ofs)
& Qe A, AFA EUE R g BeE V)
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2.1. HIEHHAO] Holet 5y

HEpH 2= fole 29D (meta)t AlA (universe)s 23S
WolR, 2 a2 &4 A@AAY S ongtt
(Dionisio et al., 2013; Papagiannidis et al., 2008). YrtH o=

WER 2= A 5438 2k, AR @ds] &Yt
o AEA, T AATE =2 F U= AR (realism)o|
A7 (presence), TFESH TR AXE B3 HZo] 7Fsslod
HEpH 20X o] o] A} AAHM AHHoF /‘]‘3*11'91
7P3 olelHIEEE fAE 4 = HAA (ubiquity)elv &
’J(seamless), 3D NAE A3t ALstA olEstH Eﬂolﬂ
2 AR7F M2 AFEes %94 (interoperability), THF2]
AR Al 2HE BAlY EEF 0= AT ¢ e A
(scalability)°]t &A1d (concurrence), WER] 2 FPFol| we}
Azket M2 A5FA Adsks AT E(economy)50] ©]

o g ]'E]'(DIOHISIO et al, 2013; Kang, 2021; Kim, 2021a).

£ sk, HEm e AR 2ARE i ske okter
£ 5 45 X“l HIZUE, AR A4S 753t AA], 7
Al, A, 23}, o718hgol Fofske, @AAASt ddEAUN=
EUY 3R] 7PAIAIR AL A oJd 4 QlTh(Papagiannidis et
al., 2008; Park & Kim, 2022; Purdy, 2022).

o|e} & TPIAACNAN b E tiilste] SEshe ohteRs
TEAAL] T vEe] sEigith. 92 7|9 7PAA
oAlA g} erjert BjtEE @AIE AA ‘Second Life’
2 oREE N G PIAA, 28 FH2e] weR
2 Z13}=%A (Dionisio et al., 2013), 271 olulelrt AAAA
£ W] @ g FEHE Ade g, Wep A
o] ohalele AREALY] QR E FFstaL AloKego)E RMEshE
o=l FEE Wslsle] APt HlE it A3 AlE] A
A4S L T °17ﬂ E]?idr(Pak & Kim, 2022). 53], A}
|29 ofo|dlE fAsPEA Hast 988 7] 9
E}WL“ AplEe 0}3}3'— T 7 A 7P Sdeteld= 2

=37 desk HeH, o= e 22d I Hal

% | WEgp 2o FE3h= offel7|= sitt.

o]

In Fl

2.2. 7K holo|sie] Folet XIZHEl AH|7H]

22.1. 7P3sAdeol o] Ao

714 olol e (virtal items)eleF 7HIFZINA ARgARE AR
< A FREIMS) BES 98 olgske oz
229l ofoldolu} tXE ofelglo g EH3)E T}, Nam
et al. (2009)_ _Q_a.o] o]_o]alo ‘_Q_a. E % ] 7Htﬂ;<4 oz
AgEo] ARIve] F7& FRAY ARE ske AAE

ol 7o £ 02 A3I%laL, Koh et al. (2008 T
e °}°l‘%]° TRl BN T AFUACIAS f8)
ol§shs dFe| TP e® AYsiditt. ole v 2
2l 7F°ﬂ SAsk= AHEE, ofold, T3t B B9 722 h
AE ouiste 7MY FE| slFsh= 2 2 Z(Lehdonvirta,
2009), Second Life, Ao]9=2 R E = 2D 7Pda-7lA o}
ulekg Fole oot F7he Tl sh, WA S| B4
W72 ol s, AdE, RS2 5o 3D M
P’ﬂfﬂgl ojgelut AAMe] Fol 7] ofoldolu AlY

el AHgEe] A =ole 7] Tl Adetelrlo]

mlm OH S



ool FFHET}. 7PN ohutERE e AT Aleotet
olulEl FUAI(Ahn et al, 2004; Lee, 2021; Lee et al, 2021)
U Zpold A = (Park, 2007)% & JE Y5O, o2 YT
ololdle zRxlel EANE FRIBIAL BRI ARlS X3S h=
Fo g o] g8 k(Nam et al, 2009). 3, ARRAEL ofn}
EE B3l BRI wR/ Z& gisiaral slEE(Ahn et al,
2004), 71 siiAotolgle AREARe] AAFUA oL AR
&3 o]8EHIE & & Uk wEb 7P Fdololdl ||
B A oA ZRE Adske optERE BRI xPEstsied]
Bk, gy 255 Fal ol&ske o HMXME B

o] TPEELE AT Sk

222 FPgsIAClolle] A7k
H1S by ojoldo] EYES] B4 Au|2E ol

=2 A7

e
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A 715E she S AlE(augmented products)©]”7]=
A9HBae et al,, 2018), 7IFolAlE £I& TE U= T8
FEolH, ARgAtNAE Ful, o]83starR} st TSk B2
dHol|ER, AH|AEe] AEA 7P} HMole|dle] JF oz
o] TS AZeheAE AmEE e vEm s Tujgss
ojlish=t] IFAolgtal Refint. 7P oleldle] 71xE th
£ U] AFEL 71E9] &M]7R]| 02 (Holbrook, 1999; Sheth
et al, 1991; Sweeney & Soutar, 2001)2 7|Z= &7+ 7}
X|(Bae et al, 2018; Ho & Wu, 2012; Park & Lee, 2011;
Wang et al., 2021), A7 #$] 7Fx](Bae et al, 2018; Kim
et al, 2019; Park & Lee, 2011), 715/Z2 7IX|(Ho & Wu,
2012; Kim et al, 2011), A71x&e] 7FX|(Bae et al., 2018;
Byun et al, 2012; Kim et al, 2019; Park, 2007), ZAA1%/=
2 7FA](Bae et al., 2018; Ho & Wu, 2012; Kim et al.,
2011; Kim et al, 2019; Park & Lee, 2011; Wang et al.,
2021), AKBl/AAZ 71X (Kim et al, 2019; Shang et al., 2012;
Wang et al, 2021), 474 7FX|(Kim et al, 2011) 5 Tk}
o] A7k 7 E A BT
2 A= 7P sideteldle] A8, e, ARA 71
Z2HE 9FaA st A8 VR 284, e &
Ao (Alzayat & Lee, 2021), 7152, AAZ<L 7Ex|o|#}
3 248 93 to)7] wEol(Noble et al., 2003),
71E2] AY ofolgl ATEL 7Pdoteldle] FAS A 43
of F, /1gEe 583 & IFFAI7]1Z(Guo & Barnes,
2009), AlAA R S-datA HolEF Fule Z]Foluv
(Lehdonvirta, 2009), FAFEA1 8] Q1 7IXE 7Pdete|d 9]
F23% 7154 7IRZ thFo] gth(Putra et al, 2019; Rachmadi
et al,, 2019). 7P sjAdotoldle] 75, AUAA N} 22 =
3 7)Feld AYETES FIATE 71Fe] ofdels wEet
WA AREAPZL Ftsls FE B &, F33Q 050
u Rle] BEXS edshe o] "o o)E 7P #iMele]
o] A87 7lsoz Byl gt} wEha] A six|eh Al
712 A9 7= 7P siAdoteldle] A8 TIRIE, k1] 2
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HEpH Zfy Aol T - AR EEEES 0= - 109

gt g3 JE 7P sjdotolglel Eole F=H VA=,
tielAAS AdE 5ol ABA 7IRR FESaAL g

AAA 7R = ofolgle] FH4 7HX|(Bae et al, 2018; Park
& Lee, 2011; Wang et al, 202D 714 &&Ho & Wu,
2012; Kim et al, 2011 2% FHEW, LH|A7L B]Eoin)]
BEAAY FEA, AAXYA 714 Wizl ololdls Frulgt
< omEthPark & Lee, 2011). £3], Wep o= 714
sjcteldls Foll F2H HEEAT] AFS AR
AN AFES 7 AP 7 S BY o Al wwE
ol e FEE = ol BAE e 7P sidotold
< sk 583 olf7F E 4 i

A A9 7R otoldle] Au)dolt d44dS 53 4
AR = L] TR FE F Uk G E9, tEH
THIAAIR] AYPEHZNA o] 8= A% Aldetold +
g B3 AHEE P A XS EolAt =)
(Park & Lee, 2011), o] oM AlFEo] $-4g-S FA5t
7] 98t BES FYske A FALSITHBae et al., 2018).
ARRF o Z ARAlE BE ghtke FellA] Lehdonvirta(2009)y=
A olelgle] AJZHA 2jto] ALS|H 7ixebe AHES AF

sgout, B ATelAE ol2 4842 TR BReaA @
o 719 Bl E THE o8 JEAEHRA Fo
we Aol TelHAG 5 BAe wysin 2Ee 25
e, QukEe) HEp 2 B E B8 AN Euol
A sk Aol Fa BEolt BHe] @ F A, ol 4t

HFH 7Re AE&F 7B O FHF|AL 1A olH,
= Anet o2, 8F 7HXd o [Egith
(Babin et al,, 1994). ol= 1S $J8 HFHo= FH3kaL
Holbrook, 1999), 54 74}
= dFOI Au2e A7hE &89l
7737 71X (Sheth et al., 1991)¢} FALSICH B2 Aot -
u]7] ololdle]l Y E7]= SRR 7]Ee] 7P ofel’l #H A
TEL 27199 7S 523 2H7EX(Bae et al., 2018;
Ho & Wu, 2021; Kim et al, 2011; Park & Lee, 2011; Wang
et al, 2021)°]AF &7 (Byun et al, 2012; Park, 2007), A
4:210] o]-8%57|(Sharma et al., 2020)2 #A& ATt FHt
A AP vt ARG AP EE #-EET] wiel
(Davis et al, 2013), &H|Z7}F EOHE 2o}l olHlELE 53]
oA A=A B AZ2$ ZEldo) HEHME0] 9
2t oM EE ARgslal BTt Algsie A o
e 59 E4% AES T F URFE = 7P sfiote]
d2 = 7XE 7R AL AL & & ok

AR 7R = AR ZIFE AFIAY #3A19] §4], ARE
| ZZ S (Wang et al, 2021)3 2S£ A3dat A
#E 2802, RIFS F5 28-S F=THHolbrook, 2006).
AAA N AFEEC] ZRe] AA| Aot o)FA Rjols &
317] Qs AFoIY AHIAE o] 83l A Y Malir et
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N
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al. 2011), o] &A= 7PIAIAINA AlS Fdsh] A3 W
Ho = JE JPEsIE g 7MY ofoldl S o]&-gtk(Hamari
& Keronen, 2017, Kim et al., 2019). o] 7} ofolee]
o, Al g AR B3l ERlelA ARAle] ARBA ejuE WY
g 4 Q7] wFO|th(Kim et al., 2011). WERA 7P gjAdolo]
o] AREA 7EX = wlEpH o)A oulElR YA E= thE
AReAETR] BA| EolM 2S B T 2L S F
o] IBAE Fdsketl =55 = F de Yol g A
7+ 7R E rjgittal & 4 Sl

2.3. A7 |=HxH O|E (Self-regulatory focus theory)
A71zold 2Pl Bk Bxol =gty 3] A4l A
i, A, d5s AlgstaL %7‘1]3]”‘: A& SH(Baumeister
& Vohs, 2004). 271249 71F }%"%f?_ % el ok vt
HAA] e HF A=, ZV] i‘%‘% ARl A 2
o} FHE niES HF el }*1 TVEAl, DA &
= ZIEHdAM s 7hse g HolAAl 0}34 STHCrowe &
Higgins, 1997). wghA] 791& #pile] ExgAde ¢8) v
F 7R A= F, %" (promotion focus)ZF o
(prevention focusyS #3HAl Hr}h. EX2MLe 342 A34E
¥ Ol Sl 21& s ke 5o 4o ARIE o5 &
Hlo]59] Hgto T B7ujEo(Das, 2016), oFAQ1 A
Hojgitt, olof] Hls|, eEde E3
el A & Ur Hl&ale] Fgto g w7 wEel(Das, 2016),
Edolgke vl e dElE 3lTlste] s E5ske
& 3715 Fogitt o]y d Ap|2E ZRASE aHRRY T
w247 el =E AMS-EE 2 (Guidice et al, 2016; Som &
Lee, 2012), A7|2dz2de 20 PFFGolM 52 F,
7}, oAEAE olslel=dl o] 85" (Higgins et al., 2020),
53], HAll=el AFol izt ey Fasd 5o 54 9%
of thet 2= thEojA] $itl(Chung & Park, 2013; Han
et al, 2016; Yeo, 2007). T2 AdAs Ap7|zx2dz49]
2AARE AT A A== ATl A7
EA A2ExE 4TS SA4FA7I AR Chung & Park,
2013; Yeo, 2007) T4 #2l®(Das, 2016; Han et al., 2016;
Kim & Yang, 2015; Werth & Foerster, 2007), &% %3}
AW Ed HA42] Zo|(Lee et al, 2016)5= ©]&3st] X%
A et g ARe TR, T 43S 5
fEE GAH2 4ol olal) 54 AFel AnAE TR
AL A e r LRSS olaisl 2 7Fs/de] k. o
ek, 2R3 A- 1 di2Ae 74z EgF el Ao g Aks)
o Wt 7 7 BF F 3 7EI7E A sy eksiAl e
U= Ao|E 2 (Higgins & Spiegel, 2004; Higgins et al., 2020),
& 7iQle] FE 2HEY AFE zheth stfEke olzlo] W
A e e 2 ltke ejule ohuy] mholch. wek
22kl Ful gl A rte]Eef gk AE(Han & Kang,
20160 FalEQd AFERIEY AFe] wEw, PR, 4L

o
Bu)

) Hasis 5718

805 (Lee et al, 2018)0] Tjeh 2= Aoks g An
AFEL o] E 71 AFe] AL BAle] IISE ST}
A%, 202k Qe Mol glort T ] ARe wE s}

A3 Qomz weh 2 74 sldetols] Fujeke B4 A8
Sl o]Z0] BAel] oA 2u|Ah WEol] FS v]H= A

setals Zlo] Wad Aow wal,

24, 7| =H-EFn 7k miMoto|-el AH|7EX|X|Z

Mol 2ExHL MR PFS AHsE 5719 BEA
2ol F3FS mFIth(Werth & Foerster, 2007). &, 2RSS
Aol 234wl 247] e AF B #4le 7L o]
3 e F7kE s Pk A2 B9, 202 MRES
HeksHS Rkl AE B 5 (Werth & Foerster, 2007)3}
3, 6 B2 AEgE 2ot F548 /A oW (Das,
2016), FE72)=7} ¥ (Kim & Yang, 2015), 35 HAH=
91 Bae 2Pk glmed o 59032 Hr7te S190H (Lee et

., 2016), FAAIF O 9Bl w9} R EAME 0=}
%O Zl(Lee et al,, 2018) 2.2 4HA Y} SHERE &
3|, GS 2Feke oAl Aotet AHEE FHT A
g5}7] wloll(Higgins et al., 2020), HEP 2= A=

oMol HXERE ERIET A9 opble EXHolE 37
Q] Ae] A7) HE Ao, o] A= S
o] 7 HAMololdle TAA AAE s o] 2
Ao BT A= 1 7RE FAHHOE HrtsiAl € Blolt
weba] AEjRle] EX12F] o] 71 djdotoldle] Ftufjzg
= AN FIFE F FOF G4 F

olo Hlal] oz ANAELS AFe] FgAe o] 2 &
AE 7R (Werth & Foerster, 2007), 282 2037129} A
T, S Aol EAAL(Das, 2016), HHE &3]
zefile v Fazel] 9551 BAHE geE eI
(Yeo, 2007). Z2v} oJ&2] S5 T ol e v )
=2 JeRF(Kim & Yang, 2015), AFESIEYl A|E A}
BANAM = Fos dFo] gle AeE YERITH(Lee et al,
2018). oEEE= s oFe} AdS xdele @9 A
olel FHHE HF AEIE Wrdsl= 7] UTHHiggins et al.,
2020). ©|5 WEPHZ A8l ZE5lH, AH|Rke] itz A
2 MEpH S ZAFNAN AlFdhs 712 ofoldnt 2k A4l

o5

as
=
=
o
N

% ln o2l i

o et riH oz 22 Helt $AH A} g
el Zam T3, 49 Buse] Jbg sdelelde] o] ¥

HA ARE 23 F F e TR 2 MK A W
U R 958 AT £ 35 Tt U A
Aee] sk 2R gelel Slvieis F02AT dYE
o mEE 2] A AR b uﬂxﬂo}oleﬂa 2
E.X‘LQ_ 1:1—)\‘]%1- _/': 3 l—‘: %__9_5]_ _i 4:171_0}_4]3] o:la‘ %
Aoz T & ek Webd thest 2e 7He AAE,

Hia~d: &912}8] 3212798 713 shidelols] 2713 caA
2, 241 B9, A2, A181E 7)) Azl YA

tot
ﬂ

lo

H.IO



g M3 i},

Hoad: ZM)Ae] oize 7ha siMtolo]e] AH)71x) (3
A, A7k 8], e, A8A T Azl FRAe 9%
£ M3 ol

2.5. 7t mfMoto|gle| X|ZHEl JIX|2t TS
T s A Fujelxet Zeu|d 714 AEJAIR T
stk o= ©es] 7 dAololdl e FaislEE ¢
S ofmjsl=dl vlal, Zeud HERE A R AR F
3 279 U2 BilsH Assks By A F s
v o AEY oJFk] |2 A e]FIth(Netemeyer et
al,, 2004). Yoon(2020) ©|& A4 on|= sjX3i e, vt
ARA AN = AFe sl o AE3h= 7=
Aol YRt oz 27ke 7ixe Zn|Y 7HEREYAL
o] FQ X3 4ol (Netemeyer et al., 2004), 53] HEHH
= AF ] A4S frolg F32 PRIt} (Diallo et al, 2021;
Li et al, 2012). ol HEHA= AF Lu7} 2E7, At
A EAH AR F9s 7Y e A =8 54 A
sG] foizt, ARRE A9 5318S 7T 771 dE
o|tH(Fazeli et al., 2020).

7P oteld] Fui el E 7H9A TR, ARl ZHRI7F -
o] =o] FAZF e J¢FE FU O (Kim et al, 2011; Shang
et al, 2012), HIER 2 7 gjidoto|dl e HE Hazol 71o]
ARA=7} = Biles B2 Qle] AR, dnjske He=E B
o} ZH|A7}F 71 HMotoldle] VIS DA R Zbehk=A ol
e}t Fuje)we} o #& 7S AET o] gepd 4 4l
< A0E AEER Og3 22 7HES ANE & Aok

H3a~d: 73 dAetoldle] X2kl An7EX(BAIA, A2
AL, A, A=A 7RDE Feleme 3 A
2 Aolrt.,

Haa-d: 7M S)4o}olsle] Xzkgl A

o]
AT

12 1S o Mr

o 32
it

2
k]

il

filo

1A EAA, A7H

____________________

wJER Ty AJolE] ol - ALELEFE FHOE - T

9], N2, A SRy ZeEe) AR el

A S VA Aot
°ol& A5 Fig. 13} 2t}

357

B4

2 =
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3.

oz

?.

3.1, d7oid # xtEH

B ATE dep 2 dis) gx drka SHEE W] 20
ol A<l oA AHIRLE te R Sisinh SEuElelA P B
o] o]&3lal U= HEZ FHE Fo sl AFES] 75
olgA}l F oJAde] uiFoe| 77%= XABIAL oM (Kim, 2021b),
ZRE el sl 7 sidetelsle] dickert eiidolol
HS 7Rbste] tA" ATl 200 S48 gz St
7138 Bl 20229 49 22U0lA 2897}
WERANE AAlsle] B F 546 A
of o]-gstirt.

u!

LS|
=

M

HERH 2ol A 9] Zel tigk Il A
, 7P detelglel] tigk 2|21 71, s
TE5AZA ARl gk dEoz PR SHEY
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Fig. 1. Research framework.
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Table 1. Operational definitions and source of measurement items

Variables

Operational definition

Source

Tendency to pursue a positive state in which one's avatar stands

Promotion focus . 5 items Lockwood et al.(2002)
Self-regulatory out from others in the metaverse
focus Tendency t id tive state in which one's avatar look
Prevention focus encency 1o avoid a nega IV? state i WHICh one's avatar 1o0ks 5 items Lockwood et al.(2002)
shabby compared to others in the metaverse
. . . . Kim et al.(2011
Economic value Monetary value or price efficiency 4 items Parllrcn afl daLE:e o 0; b
Visual authority ~ Value that increases visual excellence of one's avatar in the . Kim et al.(2011)
3 items
Perceived value metaverse Park and Lee(2011)
consumption Value th: i i f fi layful in th Ki 1.(2011
p! Hedonic value alue that provides experience of fun and playfulness in the 3 items im et al.( )

value metaverse

Value that helps build interpersonal relationships by expressing
oneself and making a better impression to other users in the 4 items

Social value
metaverse

Sheth et al.(1991)

Kim et al.(2011)
Sweeney and Soutar(2001)

Purchase intention The likelihood of buying virtual fashion items in the metaverse 4 items

Behavioral

intention 8 . .
premium price  items

Willingness to pay The likelihood of paying maximum price for virtual fashion

Lee and Min(2019)

Yoon(2020).

3.3. E=2o| EM
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Table 2. Result of measurement model testing (n=546)
Construct
Constructs Measurement Items SFL* SE t-value o.n * .H.JC AVE®
reliability
I typically focus on the success I hope to achieve in the future. 794 - -
I often think about the person I would ideally like to be in the future. 678 061 14.395
Promotion I frequently imagine how I will achieve my hopes and aspirations. 761 .059 17.369 343 518
focus I often think about how I will achieve academic or career success. .684 .057 15.561 ’ ’
I see myself as some‘one who is pru‘nar‘lly striving to reach my “ideal self” to 674 063 15.320
fulfill my hopes, wishes, and aspirations.
I often think about the person I am afraid I might become in the future. .693 - -
P . I am anxious that I will fall short of my responsibilities and obligations. 755 .069 14.664
r?(/:;tslon I often worry that I will fail to accomplish my academic or career goals. 766 .010 14.806 .814 470
I often imagine myself experiencing bad things that I fear might happen to me. 658 072 13.161
I am more oriented toward preventing losses than I am toward achieving gains. .530 .060 10.859
The virtual fashion item sold by luxury brands in the metaverse is a good 854 ) )
product given the price. ’
‘ The virtual fashion items sold by luxury brands in the metaverse offer value 819 o 22500
Economic ~ for money. 881 650
l . . . . . .
value The 'v1rtual fashlor} 1te@s sold by h%xury brands in the metaverse are 786 047 21.031
considered economical in terms of price.
The virtual fashion items sold by luxury brands in the metaverse are worth 763 045 20,340
more than what they cost.
The virtual fashion items sold by luxury brands in the metaverse can make 837 ) )
viegal ™ avatar look better. ’
isua
i hion i 1 1 in th I
authority The virtual fashion items sold b?/ uxury brands in the metaverse would make 871 044 23269 876 202
value my avatar look new and fashionable.
The v1.rtual fashion items of luxury brands in the metaverse are aesthetically 205 044 21.279
appealing.
Using the virtual fashion items sold by luxury brands in the metaverse would 366
give fun to me. ’
Hedonic U.smg the virtual fashion items sold by luxury brands in the metaverse would 864 038 25413 888 726
value give newness to me.
U§1ng the virtual f.asl?lon items sold by luxury brands in the metaverse would 226 039 23760
stimulate my curiosity.
Using the virtual fashion items sold by luxury brands in the metaverse would 203 ) )
enhance my self-image to others. ’
Using the dlgltél fashlqn items sold by luxury brands in the metaverse would 906 046 25.053
. make a good impression on other people.
Social value . . . . 748 716
Using virtual fashion items sold by luxury brands in the metaverse would
. . 906 .046 25.075
improve the way I am perceived.
Using virtual fashlon.ltems sold by luxury .brands in the metaverse better 760 049 19.707
enables me to form interpersonal bonds with others.
I think virtual fashion items of luxury brands to decorate avatars are well 854 ) )
worth buying. ’
Purchase [ intend to purchase virtual fashion items of luxury brands to decorate my avatar. .895 .038 28.294 779 754
intention I would recommend buying virtual fashion items of luxury brands to others. .836 038 24.991 ’ '
In t.he tut‘ure, I am willing to purchase virtual fashion items of luxury brands 887 039 27781
while using the metaverse.
I am willing to pay a higher price for virtual fashion items of luxury brands 95 )
Willingness  than for other brands. ’
to pfiy I’'m ready to buy virtual fashion items of luxury brands even if they cost 901 027 33.788 216 708
premium  more.
rice °d sti i ion i i
p I’d still buy virtual fashion items of luxury brands if other brands reduced 854 030 29.706

their prices.

“Standardized factor loading, the first item for each construct was set to 1.
bAverage extracted variance
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Table 3. Correlation and Square root of AVE

Construct 1 2 3 4 5 6 7 8
1. Promotion focus 0.72
2. Prevention focus 0.01 0.69
3. Economic value 0.16 0.02 0.81
4. Visual authority value 0.31 0.10 0.49 0.84
5. Hedonic value 0.18 0.01 0.63 0.70 0.85
6. Social value 0.20 0.01 0.58 0.71 0.70 0.85
7. Purchase intention 0.18 0.03 0.66 0.60 0.62 0.87 0.87
8. Willingness to pay premium price 0.14 0.06 0.61 0.47 0.37 0.47 0.46 0.89

The diagonal represents the square root of AVE while the off-diagonal presents the inter-constructs correlation.

Promotion
focus

(1,5.
Prevention N
focus

Fig. 2. Result of hypotheses testing.

oot

S PAE AoE YeR) 7Md H3S FEZHoE XA EHAY.
A7 An7iR 9 ZEjurEE A Eoake] AAlME 73
A& 7}x])(Hda: f=.368, p<.000), H2H2 7}X](Hdc: f= 270,
p<.000), AFS1E 7EX|(H4d: f=.359, p<.000y7} Z&]v|d7H4
AEJALe] Aol FES mIX=H HIs, A12H S 71X (H4b:
p=-153, p<.000)= 7] FEFE VA= A= veht 7
Hés FEFHoz AAHAJL FFHA 7Hd XX R=

<Table 4>°] AFgj=o] Ut}

4.3, =9

B A A|eazy 4ol BEUAS shtojolds)
an7pAe] e Az olel We AFelEe] i 3L
AR o8 12 B ATRIL 5

A2 58 vt 22 AA4E Ak

2 B A2 A K08 e R 5,
E027 AF0) £945 71 Holelle] Ao T

Social value

Purchase
intention

Willingness
to pay
premium price

ol H7IES vt} ol FHXxAo] I vRI=EE
B3l gHsie 384 Al #ilo] Wi 1 Al JIXE
FostEe ZAgo] =ok(Das, 2016; Lee et al, 2016), A
AollAl &M = gl tAE AF o= E7slal 71 d)
Aofoldlo] A|lFe = = TG dElS o] Hrish|u)
o2 FMT 4 AUt ol Hg] S4HE Haslslar Bdg
AHE Agsl= oz 43RS gl oMl HAA] A
= 59 832 JEE sHs] 2 F9d
o2 7 jdotolglS A rhsdol 7] Wil tE
oW FHe] 7HRES ARl TRE =4 BN 2R B
3

e

o @

]

=
o, ez 4] AREL 7RIAZET 1A 7l B
H]5S EUHE Yeo and Park(2006)2] A7-Azte} Wehe 7o)

54, 7Mg SHAdolelslel Azkel w7k Fol A4, 3
27, A1) S olelEst Zejule) 71 AR} B
o SHAA JFL VB, A7 WS e 7 A
ool ¥4 G mH) F, 2947} 7M shiolol

BAA ol5, A S| AAF 9, A e FL
3

qe) FROR A4S Tk BE U 22 1AL



Table 4. Results of hypotheses testing

WJERIZ: g ] ) - ALEDEHE FHOE - 715

Hypotheses Estimate S.E. CR. Result
Hla: promotion focus — economic value 189k 066 3.835 Supported
Hl1b: promotion focus — visual authority value 339k 066 6.846 Supported
Hlc: promotion focus — hedonic value 220k 075 4.476 Supported
Hl1d: promotion focus — social value 233k 066 4.805 Supported
H2a: prevention focus — economic value 017 052 341 Not supported
H2b: prevention focus — visual authority value .100* 051 2.081 Supported
H2c: prevention focus — hedonic value -.004 059 -.082 Not supported
H2d: prevention focus — social value .020 051 420 Not supported
H3a: economic value — purchase intention 341HRE 045 8.028 Supported
H3b: visual authority value — purchase intention —-.095* 044 -2.329 Not supported
H3c: hedonic value — purchase intention 376%H* 050 7.033 Supported
H3d: social value — purchase intention 366+ % 056 6.911 Supported
H4a: economic value — premium price .368**% 053 7.998 Supported
H4b: visual authority value — premium price —.153%%* .053. -3.398 Not supported
H4c: hedonic value — premium price 270%** 059 4710 Supported
H4d: social value = premium price 395%* .066 6.281 Supported

k< 001, *¥+p< 01, *p<.05
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