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Abstract

Within the metaverse platform, users engage in communication with others
through ‘avatars' reflecting their own identities. Users experience various virtual
fashion items through avatars, and the fashion industry anticipates avatars
wearing virtual fashion items as an emerging business opportunity. Many
fashion brands are currently releasing virtual fashion items specifically designed
for avatars. In this study, we examined the impact of user identification with
their avatar on their perception of the attributes of virtual fashion items
(investment attractiveness, scarcity, playfulness, and aesthetics) and its influence
on behavioral intentions. The research involved a survey of 250 females with
prior knowledge of the metaverse. Structural equation modeling analysis was
conducted to examine research hypotheses and validate the model. The results
confirmed that as users within the metaverse perceive greater identification
with their avatar, they also perceive the attributes of virtual fashion items more
favorably. This finding affirms the self-reference effect, where users positively
evaluate objects associated with themselves. Additionally, perceiving the
attributes of virtual fashion items was found to be positively linked to purchase
intentions for virtual products and actual interest in the brand. Lastly, a higher
intention to purchase virtual fashion items was associated with forming a more
favorable attitude toward the respective brand. Consequently, this study
provides academic and practical implications for marketing strategies within the
metaverse, emphasizing the active utilization of avatars and elements that
facilitate user-avatar identification for effective engagement.
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el 199] H AAZQ Gitor HdiH $FE FHo=
3 ARE], 23H a7t dofital, AAAHA
o|m AR} AH| FR|E WS AT 59 @4 7t
A AAY BAE dolMe Mz AdeES T & Sie
e A7 FES 9 Qloh (Park, 2021). WEMHA SHE
o AHAE A& S7K6te] AlEE(Zepeto)o] 2=2H
4 ol8ate 20239 7l 499E 71E5keH  (Kim,
2023), 2252 (Roblox)9] 8F ol8ar = 20234 12
716l 6,6009F8-= dolAm Ad F7] thH] 20% F7H3ich
(Nox appplayer, 2023).

ol2|gh AgollA B2 i B v EHE
7V s FESHAY ofEE 913 7MY 5 ofelslE
sk 5 2EY oARE flof HEHAE Ao
2gstar ok Es] 7ME AAl & optet 2gote TS
A ofoldlE st Aol B2 IS 7L Stk 9]
Al A NEE2 Aw ST 24, JiQ19] AA EA4E
FaA] o71d 71E9 A A s ohelol A Blojut opt
5}7} i7Sk= 7S AlA, & wigE A ESREA miA”
g5 dlokste MER el uEgt Zolth (Gibson,
2021). HEAQ] o=, FolHlFolu U LS}t T2 HE
A HAE= 22, dop7l, AMA 5 ot HlEse
et Aol HEE Foto] APt MY ololdE &
Alstal Qiek ERh AL Z2 AR Mg BTN+
NFT(Non-Fungible Token)& HEA|Z1 7Hd mfid ofoldl
& EA5t] disY s B71% SiSioh

et A EREA o8 e 2919 FAES wrdE
oMIELE Foll ERRlF AFsHH TRt ZMd miAl ofeldlE
AT 4 A H=d, ololl B AelAe ofHEzE
2-gok= 7MY A ofeldo] siA Atgel =g HlZ2YA
718l me=Eyw QL International ~ Trade
Association [KITA], 2022). AA] 2 mjd HaMTofA] o}
HIEFE 919t 7V HA ool EAlskaL Qlar, 47 M
Al gEe] A A(esel)7t o] Rl AUA EA] 7HA
Hoh ¢ £2 7HEez #ufEln 9t (Sin & Jeong,
202D). tEAQ ARIE 2EE200AME A (Gucc)ollA &
AR 7H otoldllo] 558 o] EAIHGAR o8A50] 7t
A otelgls Awtufisty] AlZkshiAl oF 41159#71A] 7H4
o] 227|% stk (Son, 2021).
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™, oputele] Sdo] sk A A (Klm & Jung, 2022;
Lee & Park, 2023), otulet 2-gof oiet wepH2 o84t
o] "k AL wio] ATES AHstgrt (Bang, W,
& kim, 2022; Jhee, Han, & Jung, 2022; Kim, Lee, &
Chung, 2023). H[EfH2A F7HoA optets Ful= 3ge
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ol £ AFelie LAY A7) Hx ANE oA
Ediz detA ZSE elld ofbferete] FAATE T
i ofolsel thet izt QlAlE 4nlz WEe] mlxe
e WFHoR Ak sk FAHOR, olgn
S& wehHs ERBOIA ohtete ok WS Faf of
HRER7E he] ol uE E@sHs tfelelolety Aztet
+ FYAE Aot ==t Shin, Kim, Yoo, & Park,
2023), ©] TgolA xm Az Tt PSPIE Fet 7
7 Az ave] ged, Qutdos ARES 27| Al
498 48 u sodel dadoR WA, ¥ a7
A o2t AHelA]l wiAHYZo] gE Aore] deel
optel} 2-gshe 7Hd WAl oteldlE Bk Helk
89 & Arkn BYskAcE dobrt 7ME sS4 ofol ] o
S AZHE £7do] 7V ofoldof tigh Fjejrel AA|
A Bfieo] digt Bieg st Hol niAe 9% A
Zotzh shgick, # Qo) AT B4 7MY A4 ofold
& 2gto] opilelE ol el ol gAEe] Ll
olute}l ZUR|Z} 7HA} 1A ololEle] £A] zZF @ AH|AF
=9 Bl vXe 9T HHo=m vEHA S of
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WEpe2 BRBAAE ofdf BH HASS} Gs glof 1
dE AES B, 9t 5o AWe 2 4

(Moon, 2022). °]&A+= omiErs w7z AAle] HAsk=
il AES st AEtARsh wEiA AE Al
7k} Alorglo] &8 4 Qlrke HollA opHlerel wEhHA
EHEL2 ot G BES} oA M2 wuljet vt
AP 712z o7tex ok £ HEtA ERFY] 52
ol-ga+E0] oMIErE Foll Aot &
= A4S AFEsIFEIYT (Yee, Bailenson, & Ducheneaut,
2009), WU ATt ZAth= A41o] AAgo] HHdEl opdlet
£ AFsks Aol & ¥dE 7R Yt (Lee & Park,
2023). opHlER= HEMH A FXEolA] Ai1e] AAGS wHY
sk Zog, HEA o850 AAl Aldeld Ad 54
ZF 8% FES ITNA wEE AoE dEA g
(Behm—Morawitz, 2013; Morie, & Verhulsdonck 2008).
oHlER= s o] 8ate] QAo m&ukS Hhshe A8
Hof S FUAA 01809 HEE VD, cfe
HBAINE AL HolFE e Aol WA Ao} 4B
Sl Qlet (Lee, Hong & Lee, 2021). & ol&A=2 et
A ZFEToA otgE Fofl o AlelAl Hold 4
U= AR A4 By, B2 A1) AAEE UEU
L ol ol§are] SE Aoto] dRolr|= gk Zolrt
(Belk, 2013; Sin, 2021). o]x¥H ol]gxtet Lt Hedo
= oHtEre} optetE Hn|7] ffof et 7ME ool
Aze oA Seos Heer By B Be B
A AL gl

FAS ZHoz o 2 9

A= 11—

2, OfHiE} SUA|

TG HHo] & ET AR ALe]e] TAlO|A Eol
AH sfgolct. FYUA] o]E(dentification theory)] W=
9, "tjo] o] 852 ©eo] BAY FelA wte] &
=S HEE Zo] o2, mtle] & QIEE] EYsted]
50l e ARIESE BAE 2227 AEcke AMH &
7l gHer  fuie B4 (Basil, 1996

Koulouris, Jeffery, Best, O'neill, & Lutteroth, 2020;
Maccoby & Wilson, 1957). BLAIY] 7Wd-& ofdtelete]
FTUAR S, FAAE e HlolA o817t of
HIERS 27] Z419] digjglog QlAlsto] o]gatet opdlet
7t A7A, dAHer dAFEE AL Uit (Cohen,
2001; Choi & Pyun, 2021; Van Looy, Courtois, De
Vocht, & De Marez, 2012). £3] #epHA & 7MY ofo]

B8 Abge] opets Yol EAjE el oA 7L
f2He @Asky SUAS =7t Nam & Kihl, 2020).
Z, opEleete] FUA = o8t opHEE A7) A1) o
gelog Lyd ofzkg 7ix= Ao oplete] 7] A4
< fdste] st AL ou)gitt (Koulouris et al,
2020; Trepte & Reineke, 2010).
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Hort zp7)|9} eE AHE XS5 H
o & 7|t A eR Writsks Aol Uedl, olF
7] Fx a7 (self-referencing effect)2tal SHh (Ahn &
Bailenson, 2011; Rogers, Kuiper, & Kirker, 1977). <&
0, A2 2220 W FEAE el THE A
Hot o oty Wriety, Bl wE AR 2pr|eh #
HH 45 Hot 2oHo|n yyH o g PRttt £5] 2P|
ZAg Fands WA (self-endorsing) IS AZTE
A Aol ey, AvEe 2o AEoldehz be
g § gae o FAHe| YAl BIME 3}71]

& AT SIS Azt el Al
27 Polotr FAHAA A4S FA (Ahn, Phua, &
Shan, 2017). oHHIEZF thfet ofoldls 23 Z-gojH=
AL 27 AL By B2 WA (self-endorsement) ™
e fAfeltt & 4 Stk &, o] 8AE2 oMErE A
M ol e o olleE A7) A ARz QA
sol BANE AZIsiul, 1 A} optelsl BAE o] o

7}
o Hoh 3ol vhg-S B Zg o 4 ok

oot i HRESe] vepaste M BE0R HE
sk, 7}*0* Txﬂ A otoldllE FAISIAL St (Park, 2021).
=o ollELE Ed) 7MY} oA ololHlS AT
st o]% 7WAF )4 ololele] TLulE o]ojA]7|E sht} wh
A, 2 Aelxe A s AR 2pEstE= 7P o)
A OPOlEéH 408 1ok, ofujt &Ado] AHREY] Aaf
£ fdok=a] AmE 1 Stk
AR i AEE kst k] s AlE
ojg] 717 &4 A3t (Park & Kang, 2016). T4 A
ozt A AES T v 2ok AR §4
oJugtet (Park, Ku, & Koo, 2007). ESt A& &4
AHIAFE] HEot PEoret 2 5 P5T 5ot

flo o o
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7§13 F83% aecleg FEI|E 3tk (Boulding,
Kalra, Staelin, & Zeithaml, 1993; Edell & Burke, 1987).
AHZES YA ARS B o o2 7HA] 4L IRt
o= AEE Frioketl, AEe £400 el 3842 7
Z1obH offd BHECSL AlEo] theh Ei=el uf owet &
2 &2HZY] AF ko] A FFS vt} (Swinker
& Hines, 2006). = A0 &/do] m=et Sl oo
n|x]s A ohekRt WEhelA MaE Y=, Yu and Kim
(2012)9] dFolAe AnAREe] A8 A Al ol
Azske H450] A ool mAl= FRFE AFII
= 5}em, Park et al. (2007)2] FollE w4 AEe]
E4& ARA, Al Bold, B2AY A &40 B
Foto] Al oo mAe JFS AHEIT olHE mhA
AF &4 ", 9 g& 5o FFe ®
LFERATE ol AR tho] dtolA AlFe] &48 ERok
AHZE el FYFe] HAE 9

(Swinker & Hines, 2006), $1te] wigho]| U
9] o}9] A& sl

A Ao FEH oz Wol AGEHE A A=
2 AR, A8, 7154, B4, v, 84, 7t
S

A 5o] Qltt (Bakhshian & Lee, 2022; Swinker,
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Lot

e o2A, 7R A ofoldle aRRREe] FA AlA
oA AAZ A8k Aol ofd7] el A-8Adolu 7lE
At 2L AN HdL 1T ot gl wEkA, 2 4
FolMes 7S A oteldle] £4E FAM, a4, #3
4, Ander Ajdska. Aztel £4do digt FAHYd

ghge chewt gk

1) =24

et A EREole 7M SHE E8ste] 7MY wid ofo]
g i 5 g, oA BEiE 4 Qe AR A=A
7[BHog  FEEo] ot 59 NFT(Non-Fungible
Token; WA E7Fs3t EFY Yo 7MY ofolgld
28-S FAGOEMN, M ofol)le] Fa/do] Rojd B
T oofdet AubizRr] JHsdt el o= 1 Ay
NFT7} Fol®l 7HF mjid ofolsle A £2F 7HAE
o179y Qltt (Sung, Kwon, & Sohn, 2023). Wolrt 714
SAtelA o5t & 2] Aske HEp A 7 ol
ARt AR 4 Sl Aol ofdel, AA FIRE W]
7Fsottt= E40] Atk Kim, 2021). +4<F 22 A48
BRToA EAlsk= 7ME ofoldl2 558 EAIH]

4115290 FHA(eselD=E= Aol HAS|E  ofdct
(Son, 2021). oJ¢} Zo], 7Md whi ofoldlle]l Af-go] Ko
o] dep A o]8AE2 TP A ololRle] Eab sEx]e]l
FESHL Qlet

2) s|&4d

HefH 2o M s 22 AA| sHE Z8ote] A4
el g Ak 1ES 5 9

7148 7§to® g NFT:
et Az, AfEe SUdEE 9L St glod,
NFTol| 525 tAE 24k 13/do] A4=7] o] &
A AA sHge Azt EH1 §lo] HAE Atz A9
dgto] ¢lL WAt (Park & Kim,, 2022). 7 A}t 7}
4 Agol B EAPL sFsshd 7129 AbAERl FES
AR, 7P AgolE 3slaAdo] A7|A =odch
Ef A ZREME HAH o2 NFTE =35k L
Alojm, ole]l 7M otoldllol A-f-H} 5|4/o] Kol
olglEo] EAET Qltt (Lee, 2023; Son, 2021). 84
ZHZe] o 85 Z=olE d Fa% 84 F ShE
(Aggarwal, Jun, & Huh, 2011), 7VMg o4 ofoldlofz 11
0] A7IHA 7P otolrle] aAe Fagt 402

FEIA =i
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7V A ofeldl2 HAd 7S &8 AE A A
olq Tt olgle ANES AlAAow | &
Ath= 54 7HAH, mlep A= 7S AlA

A AANA A= 286 Eohe o

Blo] o= tig] 5o 7Ee ¢
et al,, 2023). 53] 7MF otelgle AA mid A= 29
2R ZAgskA @7l weel AEY d8Ad =3
(Utilitarian) Eth= 20 (Hedonic) &Ho] ZFxHth
TS 7P S otoldl2 At AZollA Holunat sh=
ol-gAEA WY @AE ATt THAY W=
2 do77|k 2} (Sun, 2018) olof| ol8AES 7ME
A otolgle ofFterE ol Ao mA A A,

AElo] Go] ek F23 Zoltt,

AN B e

4) Am14
Ange ohgthe tfele ojnshs 2o
o zulAe] Folg FEAY|L 3

t} (Rindova & Petkova, 2007). E3F A]ZFZQ] ofS -2
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ZHZHE0] FASke Hiet ol et 22 TSl 3
5 Loz P& vlAct (Porteous, 1996 Postrel,
2002). AL oo] AoflA o AIE £ Fag
Ahog mitElo] AtE vh Stk 53] Ao MRS
7qR19] ofeldIEElE FAY 4= Q1 AnA 85 FFA]
AE F Qe ORI oh= A4S EAth (Rhee &
Lee, 2010). o]ofl 7Fd SHFolAE AHnide ofds] Fagh
&/dolet & 4 Qlth

5. 704 2l U EjE

Ay Aol w2 M AAA Aol opifelR Sty
o o WA A=, olajgt FgE Aok exmaRl &
Pet Aot oA FgFS izt (Belk, 2013). AA=
7P AAE @4 AAE U TAE 9495k Qe
7V AlA &ollA ol wiAR Dol AEEol 7MY
AIANA J2)%E Zo] ofdal, |4 AlAA ] P57t
Z] 94gkS mATE (Yee & Ducheneaut, 2009). olof 7}t
i ofoldle]l dhal] ol Q=B L7l AL M AAl &
A olFolAE PF kol H3EE Fo] ofzt AA
AIAZZEA] o]ofd 4= gl Zol=t disHct Egh Bl
AT pIgH A Ao w2y, mEMso| oigh Bixrt
F}F BRHERZZRR] olofE AHo] HTE LM, Yot &
% BAso| ot Byt BEME g BER olojxe
AL AZHAct (Huh, Park & Shin, 2016). o]= wekH]
2 FOIA S BHES oigh Bixet A4 AIA] HHE A
olo] AN thste] AzelE = Qlrt. mlepHA T2
B M2e 2Hd FHoR, AHREL e A
£ A2 7MEe F7tolA Hoke i BAEs @4 Al
Aol EAjshs REHE0] &2 Bacety L2 Ho|}, o
o 7MFe] FitollA Hoke BRHEo el PAste 3HE
o BF oz A AAl] EAlsHe AA| Bz digt
A2 HER o]old Holt. wiEhx] 7P sl ofolglo]
gt Faielzrt @4 AA BEe] digt Io= olo]d
Holgt &5t

6. 7t &5 ¥ o7 =¥

247] Az gate] ZAst ol gAES 5T o] Se
didell s o 3ol YAl BIHE gtk (Ahn &
Bailenson, 2011). w=tA B A4 ol 8xtE0] 7MF F1F
o4 ofleke M Rl e Sl oplestel SolA

]
I

D45 159 ohlel 28T MY AFo] 22ze

=
o AL Sirkn S, AnEoR AEe 448 o 2
HH, GpAE0R WAL Jelet stk ol Ml

(HDe] =253t
HL: w2 £ofjaf optetele] FUAE =7 A7
5 7 A ot ()FAM, )32, (o734,

ATde =74 A4 2ot

2HAEE AR £4E 7IFte R AFol| gt ==t
T s P, AR A4S FHHCR AL
£ offd Bt AR dis) 384 HeE FAdohy
T ESt molth (Swinker & Hines, 2006). Th
o A3 AtelA s AlFE S HE, i g, F5
T B 59 AT Yho] FFE nAE AoR e
o} (Park & Kang, 2016; Park et al, 2007; Swinker &
Hines, 2006; Yu & Kim, 2012). ©]& 7|§to 2 o]gx}=
o] 7V A ofoldle] 8 EAHES THHCE B
£ 7H ofoldle] tigt Ftufj ojket HHEo ot FAH
 HEE AL Aol dSsigint. ol 72 H 2)¢}
7Wd3 (H 3)o] T&= 3k
H2: def A & ofrferh 283t 7Md mijAd ofol|l9]
@FA, 032, ORI, (DHrEE =4 a4
= 7S A otoldle] oigt fufjelrt Eobd Zolth
H3: HepA & opfetyt 285t 7MY wfd ofegl9]
@FAY, O34, /3, (DAREE =4 AA4gs
7

5 B=o] digt 3R HEE 349 Aol

e AWdS 7HAA =i
(Yee & Ducheneaut, 2009). oo HEtHA ZZ oA

A3t A ololdlat BRHEE AH AAANE HES
A =Hdoh oot Bk RE AHRFEY] BF o
L& §tYoks W4E, fAd HlEo A AR S
Jl F5E Uelle BAo7IE Sith olof & AolA
7V AARIA B4 ALl drrt A AAR
olojA A AA Bt tigt AR H Fdole I
nd Aozt di&sigich old 74 (H 48 TEst

fr 2 1o 4 on

38

_‘%_
o},
H4: 71 i ofoldlof digh o owrt H24s 4
A BAHE gk FHAL s FAAT Zolch
B AT My ATRF2 Figure 1o AAISICE
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ATETE APAToM AFEE BFES HEeR & 4
T BHo] "w=E 4 2 Btk $9AE Moon,
Hossain, Sanders, Garrity, and Jo(2013)¢} Teng (2019)9]
ol AHEE EFES skl ARgSIleH, 71
A ololdle] &£A0l EXRAL =As] 95t B3-S Eriz
and Arcand (2016), 3|44 &2 Wang, Kwon, and
Choi (2018), G354 &3S Calder, Malthouse, and
Schaedel (2009), Aul4d B2 Morganosky (1987)9] 4
TN AHEH B £ 2 Bdsiilnh 7HAE R
OlEX= Till and Busler (2000)2] A-FoA A= EoReS
77 9 Hesiglon, A Hiite] dfdt Bk Kim
and Lee (2020), Kuo and Lee (2019)¢] Aol AREH
T&e 74 2 Heellnh QAT £ ALt B

@%—Erﬁz}% 5@ aﬂz Arz 2359 (14="43]

2 dFe= 20224 29 2395 EH 3¥9 2d7HA] HE EAMA|
71#e] g o]gsto] et AFshe T 194] o 34
Al olat AFES o2 HES AYPSHILE AP AES
o e A SHE el g1 JE AFEES gfeR
ARS Hgetant. AT FofAEL wE A e AR
2 219 oierE AR Fule e AReH, o
T 2 AFE Q9 Aoz AAG 7}**91 v SNl
SEAES ofHErY] FoJAErY, Ho]a Y, AAAZE A
A ZA optErE FulE S AY 6}%4. 1% 84
A2 AR 1l ojte SRS AUE|eE ¢lon o
EfH| A Zof| A nﬂ*% HASE Lyshs 5 (HEHo= HE
HA ZHES Aot 219 ofEfelrt mgf A

OH

ZF Uleld et BE uigs dEsha dAle ke 2
SelEe e AL 73%‘3}711 e A

S5) S dgeld] HAS VK'Y ololge A g3
gov, sy HA=e} 0}01%4 =0 B AR 97
UL AR ololAls ARe] Helsidnh HEHom

250%0] S SABHI0R, FHH ARE AMOS 220
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I} SPSS 25.0 TA m=IHE ARgste] BASHH. Al
T BA ENA golBEAS og] SPSS 25.0 TEI:MS A}
gotglon,  Felz ﬁdv‘i—ﬁ TR R (SEM:
AES 98] AMOS 22,02 A

gatict

AT Holdsel AFEALA S chest 2k ob
A2t 2507 FolA 20t 51.6% 30thes 49.4%9] HIF

& Ajelglck, vek ot g S ofold g B
Aot chest 2k A AR goldt % wehis B
Abg Aol gl Aol 1718, 7MY ofold 7o)
(19 ololsl EFol G HolAt 1890= Letrh,
% Fol B A7) Wl AT WSS ekl
e oldlsst AR B & 4 9k

el o i of

E
4t

Iv. a4+ 23

‘1.}3}‘213}. —Fr_'—@, J—‘r
314, QUVJ 471¢] ﬂﬂﬂg ZBEEIL),
Cronbach's 23, Q°18381eF gho] zHzt 70 ooz =34
1Y) Ak W = AFEH AT (Table 1).

olojd Zt a5 A HEEE ERlsk] 919
AMOS 22.0& o]83to] RE Q918 HiaJsl Ax =AHRY
< ez g1y @QEA(CFA: Confirmatory Factor

Analysis)% Al /\15_ —‘Jf e 1—]61—5 1]1’\_7} U]—}_o]-tl]- _/,\_

ox
ﬂ

Fog Ueht SHTE] 4 de F S0k lt=
2AS  Zelsktt (Normed  x%=2.187, CFI=0.934,

TLI=0.925, RMSEA=0.069). E§F CR#L-> 2% 0.7 o2
2 5% e (convergent validity)o] E1=]gloH, AVE
o] 0.501de|(Table 1) W45 7t A AlFatE
o 24 Uy E B w8 e (discriminant
validity)e] EI=3]ct (Fornell & Larcker, 1981) (Table
2). a4 %E]H W0 4

o_>|:
mlo
ﬂ
f
_O|L
Fli‘
=
1o
ACh

a8
PR
(e}
=

(Anderson, & Gerbing, 1988; Lee, Ahn, & Kang, 2008).

2 d7e 9 2 2Y 352 Ad F2A 29
A4S Ak, 24 At Table 39 Zrh. 72 &
ol AL 24 Normed x=2.184, CFI=0.925,
TLI=0915, RMSEA=0.06902 g3t =3t HAZFH
TEEYS 2AT 2, oftEet TLNE e A2 7
g T ofoldle] EHEA, a4, KA, Arld)
AZrsk= Zofl fejulet 44 G 7P Aor UE
on, oo Hi(a), Hl(b), Hl(c), HI(d)7} A== L =
& M S oteldle] £4 F FadE ALY B,
R4, Al 71 A ofolgle] ) olme] HA
Fe o)A B0 slse] Ho@, H20, HADZ A
solck SAl, M A ololdle] £4e Azt e
Mg A ofolge 4G BAlE] dat BEels foln
3 A Qe uH= Aoz selwo] H3(), H3b),
H3(), H3(7h Ae=ielet. sasto 2, 7hg 1A ofold)
o AT ASE A A 2= G Fol2 ol
Aol AZEGow, ool Hae Eet Aesele

B QAL offeist BUNS S LGS 14 )
A O]—O]Eﬂ_,] £A0] Ez}/d _J/\k] 0-64*6‘, }?:]D]‘é% o=
) Az Ae B ot AulgEe] 2xE
o el 9 e Bt BoHeE s A
Zx gt vrd® A2 (Ahn & Bailenson, 2011), of
HlERE A Pl B3S Fo AulAEe] opilelel 5
Al =71H 159 SR Aotz AR TI=7] wiEe]

-

tlo

A7) Az aypt vepAct ofubel Wigo Agd 4
A SIS Adtolrh. G s]ade AR 7 i

ofolglle] /-2 Fuf ool olgh
elstglet. AuztEe] AlEe] sadS AZske Zo|
ol gt Fufejme] ARl Fgre mXithe A A
o227 (Aggarwal et al, 2011), 7} ofo[dlo] gt 3]4
d& Aol A ?L“HJEOﬂ ol Fere mxA] Fof
3]
|

FFe "Rio= A&

o2

ot NFI7F 9= 7P s ofoldlo] disiA:
4 Jdo] Hojxn glom, gi
Skarl st QAAIRE AREAQl ol 8RS AE TS AlE
of digt 3a/do] el=sla] o2 Ngelet i WF o=zt
A olof2)7] ghgks Aolet Azt mpRet ez s uf
A otolelle] thgt Fofolz=rt dA AA(real world)e] B

E gz o]ojze AL Felsldtt. (Yee & Ducheneaut,
2009)0= AHIAES TP AlASE A AAE oA
Az¥siz] gfow, Fuf Qkeh= ZHY AlAClA Y A1

9SS S44E 2

>~
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Table 1. Results from Confirmatory Factor Analysis (CFA) of the Finalized Measurement Model

ltems EEET g R
loading
| feel my avatar in the metaverse to be another version of 084
myself. ’
| feel attached to my avatar in the metaverse. 0.82
|dentification 0.69 0.89
My avatar holds significance for me. 0.81
| believe that my metaverse avatar also expresses aspects of 0.80
myself. :
| believe that | can achieve financial gain through the 0.96
purchase and sale of virtual fashion products. ’
N | be|'|eve' that through thg purch_ase and sale of virtual 0.90 071 0.90
fashion items, | can acquire additional income.
| also believe that buying virtual fashion products is
; . 0.65
considered to have investment value.
| believe that virtual fashion products are likely to go out of 081
stock soon. ’
SA I' bgllevg that the availability of virtual fashion items will be 0.80 056 078
limited in terms of purchase time.
Perceived | believe that the sales quantity of virtual fashion products is 0.69
attributes of expected to be restricted. )
virtual products Virtual fashion products bring me happiness. 0.88
PL  Virtual fashion items uplift my mood. 0.86 0.73 0.91
Virtual fashion products bring joy to me. 0.81
These virtual fashion products exude sophistication and a 0586
captivating feeling. ’
These virtual fashion products are visually beautiful. 0.85
AE 0.65 0.91
These virtual fashion products provide visual pleasure. 0.82
These virtual fashion products have a favorable impression of
. 0.69
the design.
I am willing to purchase virtual fashion products. 0.91
There is a high likelihood that | will purchase virtual fashion
. . 0.91
Purchase intention of  products.
virtual products I am willing to recommend purchasing virtual fashion 0.77 0.93
. 0.84
products to my friends.
| believe that these virtual fashion products are worth buying. 0.82
| prefer brands in the virtual world. 0.90
| have developed a liking for brands in the virtual world. 0.89
Attitude toward brand ) _ ) i 0.75 0.93
| think positively about brands in the virtual world. 0.84
| feel a sense of familiarity with brands in the virtual world. 0.82

IN: Investment attractiveness, SA: Scarcity, PL: Playfulness, AE: Aesthetics
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Table 2. 7he Squared Correlations and Average Variance Extracted (AVE) of Variables
IDEN IN SA PL AE Pl ATT
IDEN 0.69
IN 0.22 0.71
SA 0.12 0.13 0.56
PL 0.33 0.24 0.82 0.73
AE 0.30 0.21 0.09 0.58 0.65
PI 0.35 0.29 0.10 0.49 0.47 0.77
ATT 0.40 0.26 0.15 0.47 0.57 0.65 0.75

IDEN: Identification,

IN: Investment attractiveness,

virtual products, ATT: Attitude toward brand

Table 3. Results of Structural Fquation Modeling

SA: Scarcity, PL: Playfulness, AE: Aesthetics, Pl: Purchase intention of

Hypothesis Structural Path Stcnc?e‘:?irc(i’:eznid t-value Result
Hla IDEN — IN 0.52 7.88% %% Supported
H1b IDEN — SA 0.39 5.04% % Supported
H1c IDEN — PL 0.65 9,18 % Supported
H1d IDEN — AES 0.61 8.92xx % Supported
H2a IN — Pl 0.21 3.97% %% Supported
H2b SA — Pl 0.08 1.47 Not supported
H2c PL — PI 0.39 6.49% x* Supported
H2d AES — PI 0.36 6.26%** Supported
H3a IN — ATT 0.16 2.68* Supported
H3b SA — ATT 0.30 2.99x* Supported
H3c PL — ATT 0.30 5.13%%x Supported
H3d AES — ATT 0.50 8.37xx% Supported
H4 Pl — ATT 0.51 6.85%** Supported

*%p< 01, ***p<.001

IDEN: Identification, IN: Investment attractiveness, SA: Scarcity, PL: Playfulness, AE: Aesthetics, PI: Purchase intention of
virtual products, ATT: Attitude toward brand
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2 @73 & WA BAE ojolglyt eHY 3 AP
W A2 194344 e oz elel MRzl
£ 5o ofuleret /by WA ofeldlel] thE 4FA ATE
At
Q7] g Qo ol cheat ek A, et
2R 7V B0 delA olgAEel offelste] SUA
LASE g A ololde] £4E BoHoE A2
L AL A, o] F9) ol§ATL e @
] g te FRFoE WRITE A AE

a
>
2

ek

i 2
)

%

>

=)

t} (Ahn & Bailenson, 2011).
7] A7) Ap4le] opd, 2

=]

ohEelE A48T 4 9ee S >

N
P
39,

o

ol
R
N,

e oY rE

N

[}
>
©
el
=

3O i g r% oo =
oL
[e]

3
&

=l et “H 459} “Zﬂ =of digt THe= o]of
e d& Aol AR, oAkl 7M A

1] B4, /314, AndE A JAgr=E 7HE
T&ofl iRt e oot o on, ZHE Sl ofole]
—HE—ZV* A, A, AvE =A g E A4 B
Zof tieide Kot 2ol gies Fatlths de &
?10]'93\‘3}. SRS 7HY 34 ofoldllolq B]AdS AZSte
AL AFol gk o —4501] ot 9
oh. AR A AFe A sladde] %Tg:?% AHZHE9]
T 815 2=S (Aggarwal et al., 2011). skt 7}t
g A ofolgle] Aol 3lAde AZstke Aol
or= olozz] ¢kt ol NFTY 3oz 7Hie]
ofo|dloe A-fHo] FojEm 4] do] 4717
St GRbAQl wE A o] 8RB AlE oFF 4R
%2 Jdol7] ‘Iﬂ%a] Aolet 52 4= girk. E3L HEH

FANAE B ATl AP IR 9243

I>

II‘I

olw| 7] X4“011 FTAlE (Bang, 2021), o]zt
mizoll 7 i ofolgle] 3lado] wEfH Aol A
=2 Gk 197 il 01‘1745—01]74] 7V =i ofold]
of gt ga/do] iR olojR= FaF H4Ho= HelA
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npzlEre 2 7Md s ofolglel] iyt FuioIErt 54
5 ofd Hlito] disf Hoh oAl HieE FAUThe
A& stk gt o eirt P owof o5t 4
TS uAtt Boulding et al, 1993; Edell & Burke,
1987). stARt, 7 @H9] Ao Age] 7|utol= wEHH
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