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Effect of Experience of Fashion Brand Metaverse Virtual Reality Store
on Perceived Avatar Identification, Perceived Fun, and
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Abstract This study empirically studied the effect of the characteristics of consumer experience in a virtual
store in the metaverse of a fashion brand on consumers' perceived utility and self-congruence for the medium.
As a result of the analysis, all three factors (reality, ubiquity, anonymity) of the fashion brand metaverse virtual
reality store experience had a significant positive effect on the perceived avatar consistency. On the other hand,
realism and ubiquity had a significant positive effect on perceived fun, but the effect of anonymity on perceived
fun was not significant. On the other hand, perceived avatar identity was found to have a significant positive
effect on perceived consumer-brand self-congruence. Finally, it was found that the perceived fun in the
metaverse fashion brand virtual reality store had a statistically significant positive effect on perceived
consumer-brand self-congruence.
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