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Abstract

In recent times, more fashion brands have been seeking ways to use metaverse platforms, in which users can
actively participate, as their new brand touch-points. This study aims to compare the brand experiences of the
fashion brand Gentle Monster's offline store and its equivalent metaverse store. By changing the order of offline
and metaverse visits, two groups participated in the field study that allowed them to experience directly the offline
and metaverse stores. As a result of the analysis, the following findings were discovered: (1) In the overall
experiential response, the frequency of sensory modules responding to new information was much higher than that
of feeling experiences; (2) Experiential responses were more active in the offline store where the subjects could
touch and use products directly rather than in the metaverse; (3) Among the four types of theme space, the
experiential response was the most frequent in the product space; (4) The first group that visited the metaverse store
before the offline store showed a more active experience than the second group that visited the offline store first.
Finally, the results of this study show that metaverse brand stores in virtual space not only provide differentiated
experiences beyond the spatiotemporal constraints of real space but can also be used as a strategic tool to make

offline store experiences more meaningful and rich.
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Table 1. The key features of metaverse

Research Metaverse Features
Shared Space, Graphical User Interface,
Han(2008) Immediacy, Interactivity, Persistence,
Socialization, Community
Kim(2020) Seamlessness, Presence, Interoperability,

Concurrence, Economy

Utility, Interactivity, Playfulness, Remote,

Kim, Yoo(2021) p o0

Canon, Creator, Currency, Continuity,

Go & Kim(2021) Connectivity
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Table 2. The key features of flgship stores

Research Flagship Store Features

- Building a brand image

- Communicating the direction and value
that the brand pursues

- Linking consumer lifestyles and values to
the brand

- Building brand identity
- Creating and visulizing a brand image

Jang & Lee(2020)

Kim(2020)

- Brand image construction

Kim & Yun(2018) - _ Brand identity regulations

- Interaction
- Experience
- Scalability
- Mediation

Kim & Yun(2021)
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Table 3. The definition of 15 modules of SSEMs

Modules  Submodules Definition

Sensory response to the stimulation of

Sight light through the eyes
Hearing Sensory response to sound through the
ears
Sense Smell The sensory response of sniffing
through the nose
Taste Sensory response to taste through the
mouth
Touch Thé sensory response of an object to the
skin
Mood The energy or emotional response that
you realize with your heart
Feel
Emotion An emotional response of pleasure or
displeasure that lasts for a while
Perception A self-aware response to an object
A reaction of liking something new or
. Curiosity  novel or wanting to know something
Think \
you don't know
L. A reaction in which one idea evokes
Association
another
Movement A shifting reaction
Use A trial reaction
Act
. A constant response of action between
Interaction . .
an object and an object
Brand-mediated user-to-user
Brand . .
relationship response
Relate . . .
Direct relationship response between
User users who are not involved with the
brand
(Relate) - B0 =(Brand), AF&-2AKUser). B3 F5=10]
WAAS FTstel SR ES] AP B3] Fo)s
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Module Sense Feel Think Act Relate Sum Space Entrance Exhibition Product Resting Sum
Group Module
Q Metaverse 242 24 139 280 157 842 Sense 302 296 542 121 1261 (34%)
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Fig. 6. The frequencies of experiencial responses acording to

Fig. 8. The frequencies of experiencial responses according
to the four theme space types

the SEMs
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Fig. 7. The frequencies of experiential responses according to
two participant groups
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Fig. 9. The frequencies of experiencial responses accorting to
the store types
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Table 4. The frequencies of experiencial responses accoring
to the submodules of the sense module
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Table 5. The frequencies of experiencial responses accoring
to the submodules of the feeling module

Module Sense
; ; Sum
Group Sight Hearing Smell Taste Touch
242
5@ Metaverse 186 56 0 0 0 (19%)
=
= . 527
Offline 396 77 16 0 38 (42%)
340
5@ Offine 211 103 20 0 6 27%)
ﬁ Metaverse 86 66 0 0 0 152
(12%)
Sum 879 302 36 0 44 1261

(70%) (24%) (3%) (0%) (3%) (100%)

Module Feel
Sum

Group Mood Emotion
o | Metaverse 23 1 24 (9%)
£
= Offline 117 16 133 (49%)
=) Offine 62 9 41 (15%)
| Metaverse 34 7 71 (26%)

Sum 236 (88%) 33 (12%) 269 (100%)
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Table 6. The frequencies of experiencial responses accoring
to the submodules of the thinking module
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Table 7. The frequencies of experiencial responses accoring
to the submodules of the acting module

Module Act
- Sum
Group Movement Use Interaction
280
%) Metaverse 204 21 55 (33%)
(=1
= . 287
Offline 122 89 76 (34%)
134
_OQ Offine 89 25 20 (16%)
=1
S 140
NS
Metaverse 132 2 6 (17%)
Sum 547 (65%) 137 (16%) 157 (19%) 841
(100%)

Table 8. The frequencies of experiencial responses accoring
to the submodules of the relational module

Module Think s Module Ralate .
um um
Group Perception  Curiosity ~Association Group Brand User
o |Metaverse 83 46 10 139 o | Metaverse 110 47 157 (21%)
& (21%) 5
S 305 S
= | Offline 135 95 75 1% = | Offline 255 36 291 (38%)
136 0
o) Offine 55 67 14 o Q Offine 44 53 97 (13%)
& (21%) &
S 75 5 0
Metaverse 34 39 2 (11%) Metaverse 143 66 209 (28%)
Sum 307 (47%) 247 (38%) 101 (15%) 655 Sum 552 (73%) 202 (27%) 754 (100%)
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