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Abstract

This study confirms how brand experiences perceived by consumers in the metaverse affect their pleasure
and behavioral intentions (intention to use the platform, and purchase the virtual product). The results of this
study are as follows. First, consumers have sensory, affective, behavioral, and intellectual experiences while in-
teracting with fashion brands in the virtual space of the metaverse. Second, in the metaverse, consumers experi-
ence pleasure when they have various brand experiences including those mentioned above. Third, the pleasure
gained through consumers' brand experiences has a positive effect on their behavioral intentions, including
their intentions to use the platform and purchase the virtual product in the metaverse. This study is academically
meaningful in strengthening brand experience-related research and expanding into the metaverse context
through empirically verifying the influence of consumers' brand experiences on pleasure in the metaverse.
Also, related fashion companies will be able to use the results of this study to strategically create consumers'
sensory, affective, behavioral, and intellectual experiences to elicit pleasant emotions from consumers in the
virtual space of the metaverse.

Key words: Metaverse, Brand experience, Pleasure, Intention to use platform, Intention to purchase virtual
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SEHS N2 A SOl 0IXl= gat
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Vorderer(2001)-2 @AthAt3|u ] o] e} #H 2E A
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sh=tl, MRS HEtH Ao B ES A6t
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3. AHIX HEOE HS. 2722 SR Ao mof 42 9 v
Rolck.

AT M 2HR BFOEG TA F AR H6. 2722 7H A& ol o o] A ke v
tHrol A SUE A W AR o & A Zolot
ol A Arm s aA; ghek. B %7 et 2 S E
S AHgERaL | Eb 2o A ol el T A S o L A7 H
S A AA AA 2 A =S LulRke] 7h AlA
A9 BEo =g wrgshe Ao, Hepy s 3 L HESEH W 2MYY
NN 2R FEAEE SHY W FRT UER F
2 5 ek wEb 2 wjeto 4] R FE O E g o A 2u A7) dEtE Ao A 7R Has
oh2 A8 A (e.g., Park & Kim, 2022; Park et al, Aol 2ul2te] 2AR W Yol mof ojud 4
2023; Kang, 2021y 5o A &= 2] 219} 7HAHA 3 o S U)X A A 0B 554} ST 2023 3
o =0 ZYFE A O L5 A u] & vf 9k EHE A} U SURE 21471 G=tof AFFL v ep 2o
SO =gk pu| A7t o W gk BME-G A AL BHE 3 QUAIBFIL Ui 20-30th g <) e 2707 & o
7] =5 o u] 8t =l (Hung et al., 2009), 42 ] 0B WAREFENE T St AERAS UA
A ERE A B 2| AL v b 2 SR ES A Ak AT HAAEo] HE 2o A 4 B s
T 183 A &4 0 2 ARGEIA BHe O X & A o5} o 7Mt B ol A AR S L S A=S £
ek, E a3 o o =2k A4l 9] o 7] E u]ef o) o2y Aol A oF 3R Thkel el S A2t Az
TE WgsHe A ER 2H AT A ES 7] A 0] st Aol zlell AR =S shelnh £ el A A%t o
312} 5He 0] %) 2 A F=d|(Hung etal., 2009), £ A Aol A A E SRFA TR, ZZRY 5o o
TFol A dlete 2ol 4] gl 7HE Al Eol e A BRE 7H F7be] JAsto] ofutetrt vrakek w)
ZH| AL Lo o =5 Ghobr 11} Bhglek. vk g sAsAY 7 A ABES FASL 26
oA aulxte] Thopst BAHE AR BT 57T rHPL HAZORN N AFS T AR
e AT e 2HA e SR AHS % stech G4 AR Tl G4l Bateoldl=g 4
O] = o v Ef ] 22 TR ol ) s o) e 2] 79 R4 A=E WA I b A F s A 7
AEolwo] FHH L AIHE 7HE 4 AL Aol o] A 7)ol FErH Al EL FAATMRY, T ATHY
of & Aol A theat e Hdo] EEE 9o, A TS HRARIEA MY A A g v
bl e <Fig. 1>7} 2ok Q7tares Aaey Beo WA SHES
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Fig. 1. Research model.

- 86 -



HEHHA MOl TN B8 E HE01 AHIXIC EHS X2l A SOCIE 0l OIXl= st

SEUTE BB 2 ARG A= R AR Fo] Wob A T 4875(17.91%), 5007 0] 4~6001Hed ]k 3278
01 20-30T)| 2 3+ 5+ 0.1, W EFH A S E AL A} (11.94%), 2005+ ©]A4F~3005+4 m]yto] 2878(10.45%),
S °F 39.4%7F A ES ARE-SHAL Ql= WHE W ERH 300%H¢ o] AF~4005+ | TF277(10.07%) <= &= 1t
2 ZRF A 7MW AHEAE THIAH E S 337 a=3
5 Aoz A8k thJung, 2023). EAA
S-S AlYstar 2F EA oA = F 26875 At Iv. (i da 3 =9
&35l

AR A AR E B RS 71 E A A9 1. Mo MEM Y EILME HE
EFES & AT FH o = s A5k, vk
20| A 2H| AT} QRS Bale AT 2 AL & HA| ep Aof| A Au)ze] Bl E FH o i
H 2} ZHE AFR O Eof Lol o) w ol TEk Hakat o 25 vhebshy] sl =42 A (e 2 2] )
TEATA EAo] HelE Baloz 1A W = FLHNA 8 ABHE A B4 A 2
A, BAE A AW, AN AR, Y5A A A+ 7Hd o A A bRt wkef o] HHE 3L 2
3, 012 7Aal)o| B3t E3HS Brakus et al.(2009), 74 A, A8 A A, e A, JAA AEE
Nysveen et al.(2013)2] ¢17Lol| A AF&-5 B35} & o = 4709 aQlo® LEE I Bl e A 3}
2 EAo| wte 2 A sho] AFEgh 2720 w22 127 e 2 Q18 gho] .60 o] 5t
3k E31-2 Davis et al.(1992), Van der Heijden(2004) 2] QG377 A H o] HF B = F 9EFol A
B3 2 ul 1 olsle] ko 7 AFL3FgITh ) %] 9l t}. Cronbach’s o Z}F} 8 Q1E-35}eF Zlo] .65 9]
o] ZPE A0 &= Venkatesh and Davis(2000) A, LFA7FL00 o] o2 S 'l A% W E
AT BFES 44 9 Bebsta, 7HA3AE Fof ol 7} M 455 9 Th(Table 1).

=L Hung et al.(2009)2] -0l A A|otE B8-S <=
A Bosto] AFES Gt R E AHAEEIT2 TR GAE

T =2

HE(=T 9 294 gheb, 7= Tgh) 2

23 =45 o)

Ayt B AL 93] AMOS 23.03} SPSS 25.0 54 =
2 1WME A5t SPSS 25.0 T2 1S &) Bl
SEAT SN QAR A A, 4TA
B 52 A5 0., AMOS 23.0 Z2 132 &
23lo] sholz @ oluA W LxubA Al mE)(SEM:

Structural Equation Model) 7452 3} ¢l t}.

2. SEXe YUt 54
2 ool A SEARe] ole 200 1487(55.22%),

30T) 12018(44.78%), A H-S of ]—160“‘(59 70%) o
2110878 (40.30%) 0. &2 BHelE] gl on, A5 of B 1]
T 17418(64.93%), 7] & 9418(35.07%) 2. 2 L}E}km.
2% 5t & oot £ 10179(37.69%), thshm A3t
7918(29.48%), 3+ A8t o] A} 498 (18.28%), IS
a3 £ 397(14.55%) <=0 2 3ol E Q). 2L
S1AY 868 (32.09%), AHk AFEZ] 6018 (22.39%), &)
A 24H(8.96%), AE-Z] 217(7.84%), 7|EF 207
(7.46%) <=0 & eyttt Yo 25210090 1]
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H [e)
nygo =

gom gteld gl SEEETES
259 FAES Z(construct validity)ES A5}
AT} =182.28(dF=98), »*/df=1.86, p=.00, NFI=.89
TLI=.87, CFI=.88, RMSEA=.057 & 9= x| 9]t} E3t
aQltstero] SA Ao fo5kal F3F a2l s)
o] Z+z}k .65 oA}, B AL (Average variance
extracted) o] .50 o]Atolm, 7ig Al Z(construct
reliability) Zto] .90 o]Ao 2 32317 Yel X5
el A (convergent validity)©] Q1% ¢l th(Table 1).
531 AVE gho] 2 4TI o) Al ghict A vre
U el A (discriminant validity)o] Q1% ¢lch
(Table 2).

2. AT JEe HE

Ao A= LA By 248 A5}
xﬂong_ A 7hE 9 A7 2 S HEs 9 thFig. 2,

Table 3). &4 A¥f= v Dok WA 259 9
AT = (d)=215.07(107), Normed y*=2.01, p=.00,
NFI=.90, TLI=.89, CFI=.93, RMSEA=.06 2. & 1= 5
AUtk FREYS FA Ay 444 FdB=27,
p<00D)T+ FH A A (B=19, p<.05), BE2 AEEB
=41, p<.001), Q12| &

(=30, p<.01) 2 I =]

o
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Table 1. Result of confirmatory factorial analysis on measurement model

Construct Items Fact.or t-value AVE CR Cronbach's a
loading
Fashion virtual stores in the metaverse seem to 90 )
have a sensuous appeal. ’
Sensory The brand design of fashion virtual stores in the
experience  metaverse seems sensuous. 86 17.77 79 97 90
The fashion virtual store in the metaverse feels 37 15.15
sensuous. ’ ’
The brands of fashion virtual stores in the 66 )
Affective metaverse seem to be emotional brands. ’ 56 % 65
experience [ have good feelings about the fashion virtual 31 3.9] ' ' '
store in the metaverse. ’ ’
Fashion virtual stores in the metaverse allow 77 )
Behavioral  me to experience various things. ’ 65 %0 7
experience  Fashjon virtual stores in the metaverse allow . ’ .
. . 1 9.73
people to experience life changes.
I thought a lot after experiencing the fashion 20 )
Intellectual  Virtual store in the metaverse. ’ 7 90 79
experience  The fashion virtual store in the metaverse 90 11.65 ' ’ '
stimulated my intellectual curiosity. ’ ’
I enjoyed experiencing the fashion virtual store 90 13.63
in the metaverse. ’ ’
Pleasure I fhdn t get borved when I experience the fashion 26 10.83 67 95 B
virtual stores in the metaverse.
I felt happy when I experience the fashion 35 )
virtual store in the metaverse. ’
Intention to use 1 Will use the metaverse often. .87 - - 06 90
platform I want to use the metaverse in the future. 94 21.02 ' ’ '
There is a fashion product I want to buy for my 37 )
avatar in the metaverse. ’
Intention to - - .
purchase [am w1llmg to.purchase fashion products in the 34 1092 65 93 20
. metaverse if given the chance.
virtual product
I think it is worthwhile to purchase fashion
. .66 11.98
products in the metaverse.
=oll A2 S wA = Aol el H k. ofof 7Hd =48 NEsto] vt PEH A s
L7ME2, M5, /M 47 |Gk B AT ARE ol o] RN FAW S X 4 ek BA S
S5l AxH| A7 B 20 A B E A S 5HA = A& F ARG E(B=T8, p<.001)2} M
2Ae Ao AATE Aol ABHeH, ANE A THYEE-90, p<00)el] BH G v A Aol

“E(Brakus et al., 2009; Tsai, 2011)2] Z1}-5 X x| 3}
Atk 53] WFA Aol M E FFS A= AL
= \,]_E].\)@]—th E}QOE O]X]Z4 7:1?3‘4 71—71—%1 751*65-4’
WM A £02 ek o] 2 B Wb Ao
A Aol E7 8 A S BAS] AAE A%
Aoz 2L APS AT A H3E s 5 3
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sholx|of 1 919] 7h4d 59k 714 6o] L Aele|g)
o} o] 712 AB A (Park etal., 2023)0] 4] o e
2 AR E718 7P Al YRS
QIThs Ao} e wjeto 2 & 4 gih o] A A
A7} o Eb 2 BREL 2|44 0 2 ALg5HA L o}
B2 W BAES} sk A E S FolshEs
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Table 2. The squared correlations and AVE of variables

?ge];r; SE AE BE IE PL Ul PI
SE (‘1‘:;1‘) 78"
AE (‘1‘:‘2‘% 340 56
BE (?:(3);) 26 36 65
IE (‘1‘;3) 14 50 32 71
PL (‘1‘:‘3‘;) 50 54 50 £ 67
ul (41‘22;) 21 53 34 35 50 88
PI (41‘:22) 16 46 3 41 46 3 65

a: AVE(Average variance extracted) for constructs are displayed on the diagonal.

b: Numbers below the diagonal are squared correlation estimates of two variables.

SE: Sensory experience, AE: Affective experience, BE: Behavioral experience, IE:Intellectual experience, PL: Pleasure,
UI: Intention to use platform. PI: Intention to purchase virtual product

Sensory
experience

Intention to
use platform

Affective
experience

Pleasure

Intention to
purchase
virtual product

Behavioral
experience

Intellectual
experience

*p <.05, ¥*p <01, ***p <.001
The model fit index: y*(df)=215.07(107), Normed x*=2.01, p=.00, NFI=.90, TLI=.89, CFI=.93, RMSEA=.06
Fig. 2. Results of research model.

317 SIalAlE ek el 4] vl kel AL AE WE APE 713 aulKel A P8 Fag Ao
2 G435 Alo] Fas aclow el 2 A okeh. B AP vleke 2o 4 6127 o)
A5He chabsk B Yol B sto] 2n|} B
V. 22 2 Hof WE B BN AW, 5 282 A5
ol Ee] n) A= e A 08 o uz

Ao depazt A2ze i 5 AUz ges  ShRch 2 AFelA seld Avke 03 Pk
31 2H|59] AR AL P4 o] cheFsh A A B A, 4w 47} v Eb 2 oA T H B ]

-89 -
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Table 3. Result of structural equation modeling and model fit

Standardized

Hypothesis coefficient S.E. t-value Results
H1 Sensory experience — Pleasure 27 .06 4.78 Accepted
H2 Affective experience — Pleasure .19 19 1.99 Accepted
H3 Behavioral experience — Pleasure 41 .09 4.95 Accepted
H4 Intellectual experience — Pleasure 30 12 2.95 Accepted
HS5 Pleasure — Intention to use platform 78 .07 11.26 Accepted
H6 Pleasure — Intention to purchase virtual product .90 .08 10.53 Accepted
& s3Iy M F3f B =l A A-E-sHE A A5 Aetstal wEtH & wto 2 Ssl= o
A A, A8 A B9, BeA A9, 29 AA 0|95 7HA Zlo|th. 53] & A= M EbH 2o A &
A BHE 7= Ao 2 SRIE QI 2B A v HIAL A ol A EAS g A &4
Epul 2 o] hH HAESE Ao FLIA Hel o] 2L W] /| E HYATEY Ak, Parket
A= opoFst 42 AQ A AERE A A4 A al., 2023; Wongkitrungrueng & Suprawan, 2023)5 ¢
AAFGOm, HAS] A AASE AL ST Yo 14 g v} ek AR Ao B B
YT WA AR S AASHE S0 ehgeh. A shA ]Sl seke 2 o) A Bk P she
Eok v eb 2ol A bRt RS AV SHEA W A%, 4HR0) SAL AR o Toluy] s 42t
B0 AP AXSEon], 24 ANE HAA A A B Y, DA AP L AW FEL
P A4 E ABE AR A0 R ekt AYHO2 YT 5 UES 1Y A 2252
SR, ebe 2o 4 2RI B AW, A A kol BT 5 Y= S Rtk ARt
B, B A H AAA B 2ok g EFH A5 ARG-SHA Yl ERE o) A il B = A
HHE FHS sHA HH SAFolTe 384U & Fa TUSHES 5H] M= Rt AL A
& B dst= 2& &lsk it Vorderer(2001) 71 & B0l mle 2 Y v, 53] A5 A
Af2]of A Tt oj ot Bl E K= A S0l EAROR P& ol 7HE 2 A o2 Y, HE e A 7 3t
FE AR T AL R upe) o], & Ao A & = =Yote W A 719 SvjAEo] WiERH A
Aol &uAF HEHH S A FH o AR ANM 2L Ade AH2H o2 5t P52 Fd=
UEF St T3 A A0S ohA] skl =Y 7 UES TR xS E8sto] et A
A, W EFH 2ol A v Ake] HHE & 55 S Ao & Aolth EJF A H| R} ¥ of A 1]
BAE EAZE AU PF oo S HH = EFHAE At A AAA A ALE & 5 S
7= Ao] ERIE U ol = S 7=l &H|Ak2] & ot ERI=E Adsfof & Ao, et 0] B
A7 oIy Eoll & G2 v th= Dubé and Le A= 7P S0 A2 B2 5 oS ASsho] 2
Bel(2003)2] -5 A A5ttt 53] v 220f A HOo2 A sk= o] anAte] S A4 B4l
AR S Fo] Ao FHE ARG =9} v Ef e & 4 e Alolth Bk ofy 2k, w20 A
H Zof| A o) )= TP AE Rl o ol A Q] FF axvApel Hele kol A ARl foHAE M=E
= 7= A& ol whet miepe Lo A axnjAt Aoz vhsol Urke A B3 Fad Aotk
o] E7& A& FAske Aol EHE=EW 7oA 2 AT TAH 2 vk 2. oF 2 71A] H e
S8 8AYE FAsHAT 2 A BHE F3bofl A A &2 0= A RFY Ao
2 AErEA o 2T ol HliEoA] 2 AstAY BHE AH S o3 7|3t ol AbdE0]
Al AE3HaL = wEtH oA 2B} 71 = WA gFe Aol R, 2 Aol A= v EpE] 2o 2
B o] SARoldhe A4 Wl vAl= @ 3 AASHAL = A ES ez shglom HE
FHS ASHCR AT o=N HHE Y B SH ool sl B = o] webH & F3bofl e E
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