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Abstract

This study aims to investigate how consumers perceive the attributes (ubiquity, conti-
nuity) of metaverse fashion brands in a virtual space. It also empirically verifies the
impact on consumers’ perceived values (hedonic value, social value) and consumer
behavioral intentions (intention to use the platform, intention to purchase virtual
products). The results verified in this study are as follows: First, we confirmed that
the metaverse attributes perceived by consumers in the virtual space of the fashion
brand, ubiquity and daily extension, positively affect customers’ perceived hedonic
and social values. Second, we found that consumers’ perceived hedonic and social
values have a significant positive effect on their intention to use the platform. Finally,
we found that consumers’ intention to use the platform had a significant positive
effect on their intention to purchase virtual products. The results of this study will
have academic significance by expanding the scope of research related to identifying
metaverse attributes and values by identifying metaverse attributes and consumer
values that perceived by consumers in fashion brands’ virtual spaces in the metaverse.
This study suggests a direction and strategy for fashion brands to move forward in
building virtual spaces on the metaverse platform. In this way, they can create percei-
ved value for consumers that elicits positive consumer behavioral intentions.

metaverse(HEFH[A),  ubiquity(HAJE), continuity( YEA2HE), hedonic
value(F 3 71X)), social value(AF3]F 7}F])
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2 il BHRE TRl v A A3 AuRke] XZhE 7]

glo] 7HFE Aol A S5 4= Sl HEH AT HE
gt ZL AlgAA(phono sapiens)TIE ET=
MZ A& 419 FES 2 AAISkAL sharat st
£ 45 A "YU AREES FofjA &7 st
o, ZH419] F o] Bhe AujAet FHIZ2E 53 4=

S o Q= wE A0 Itk Qi oo siA
71952 A AAL dAE AAE du=HA Al
& WA o® AvAET £5T ¢ U HEHA
AFON A ABAEY] o]ES B7] f8 oY =
tal 1TH(Hong, 2024). HEFH 200 A 714
5ot 7MY AES afskAY wlste
H|Z7F Aol A AAR &5t A |
52 AFE ofde, 7HE AlAl Sofl A8k of
HERS Eoff 7H miAdol WhHEstar T13to] AAlE 7t
g AEES et & & e MER S AT
5}3l Ut} Lim and Kim(2024)o] w29, 9] oj
H WEPA ZSREQ A HE (Zepeto)= 2023 &
gt G0l A (MAUY7E 23169 PO &
20229 8¢ 2,000%8F S =33 & wjd ARAIE
FATLT St EG A, Gued, 2R,
o]7], ofn] w2} o] WHEHES} UutE, CU, W=
59 §% 719s, 1932 £33, BTS 59 dH
BIHE A4 229 7|Y % off|AES}T Yot
Al o] 8AEY FYUS AlEHA THEIWAL U o]
A mEt A SHELS Aol A FE A, A
HEHRIHE 5 Tt 9o s st Zrygo=s
AstaA HAF avAEe] IR AT A
o} wEbA] wEpH AT AAdStEE A A & AT
= AHAEO] HEH AL ojudt 4455 B 7t
A& AZrotal 384 FFYEE o]EH=A 11
HAYES F8stLA gt

AP Aol A HEPH AL TRt £A4dE0] At
QoL 2 AFoi= E5] e A EFRE 5
oA THFEAolA ABRL ARG HERH A
£408 HAGT dFAGEol 2L EET
1 olf= FHoll MZAY AH|REZ Apilo] 4T
o AR ojHo ALt ARTEEC & el A ESHE0
HE&oko] 11 Y] ZHIAACNA Tk AlEER A
325t ofE E52 of= A F8AI5HY ol
et HA o =5 a7t Qlom(Park, 2021),
g e AE A4 ASE 7HA AL ZHEAIA Sl A

b

it

oX o 2 o n
O_>|4_, ot
filo

Job P~

wAgolT

o7}, AA| %5 52 1 Ao Avto] ofyt AANA
M= A4H02 Aot E4E 147 ol
H(Go, Jeong, Kim, & Sin, 2021).

ZHA7 |8k R (VAM)L 7|&9] 7lesdnd
TAMPIA A2e 8RS 01 QIRgst ae
SIS 71 AR ohUT AvIAE QA4jstotol
e HE B3I =0|(Lee, Choi, & Kang, 2021),
AHAFE0] 2 HEA ERHES ANESH He
TGOl A avAZL A1 7S e 7HX 9] Aol 2
e 9H gokE a7t itk 4n[AL HEh A0
fH BHE 7HFEgtolA A, 44A8E 5 o
X EAHES ATl wet 48R Au)E 27
A ARAQ1 A E A4S 4 Y2 H(Lee & Jeon,
2022), &HAEO] A2t 7HX o] wt Al Felu
AHIAE AMESHE Hl=W P55 0] 27 FtH(Cronin,
Brady, Brand, Hightower, & Shemwell, 1997; Oh,
2017). webA & A= A Y sjd BlE 7}
FE7oIA avAZE HA oY AAAR S QA
ol whet F=Ha], AbS] A THAE A Zskal 4H]ALe
949 WEOIES YAl BYE 4FHOR 7
Zahax .

HEtH ACL BAHE 7|E APATES ATEY,
HEbH A0] 7y o] &2 FFSto et At (eg.,
Go et al, 2021; Lee, 2021)7} tjF-o]A Y}, 7HA 4
A(VR)°IH SHAEA(AR) 7]& B AB|2] digh
o (e.g., Lee et al., 2021; Zhou & Lee, 2021)& 1
H7F ZAAY Aot B3 HEFH A0 A 4]
A7} A Z¥ehz 7HA] o B AGE AR, FH Y
7 E A, A, A8 ZFA))ol BRt AFHe.g,
Wongkitrungrueng & Suprawan, 2023), =% Z31}
aH] 7R(EAZ 7, AZI1RA7HA, BAA 7HA)
o 5t A (Park, Ko, & Do, 2023) 50| &% 24
ShAleE, A BRHE THFEIolA AHAE QIAISE
HEPH A0 =9 &3 AR} QIA|SHE 7HA]
AHA} 5 FEA o As BET A
oftt.
wEhA 2 Ao HEtH A FE5E wAd B
HE 7HFE7ol AnjAr WA oEd HHE5S
QUASHH o] 2 Qls| oWt 7HX|E A Z4sHA H=A,

ox, i rr
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AA A He et s é*é%iﬂr A% AN E o

st Avlz WEolwo] v L FFgee QohEo
_]

2 HEt A S48 7E] B A S 24T
<= ol sS4 297t 9l Aol ARHorE= o

A BAEs} et A SRZA SRS FE35)
L B9 ZHoL T SHES AT FHA )
A BEYEE olBolY % U AvIA] A2tE 7
NS AT 5 JAEE BAHET} vEfHA SHE
A ortol & gt Heke AAHe Hlo] 9oj7t
Jg Ao HeIrt

Il. Theoretical Background and
Hypothesis Development

1. Attributes of the metaverse in virtual space of
fashion brand

HEFH AT 7P 292 ou|she HER(meta),
183 AAISE 52 AP EE UM S (universe) ]
dololn dAS 2¥sk= HAE 7HIAAE 9]
sh=d, HEt A AT 71, 182 “ﬂE‘r‘ﬂV\ Al
AEE AR A4sta optErE B3 AHRES 7S
7oA A4t 11 QboflA Rt S & 5 A
L5 gtk FHE MZAHE Ek AR A& (phono
sapiens)ZtL . E2]=H| o]= AH4lE0] s} sh=
Asg AntEZoR £47] Bk g FHAH,
MZAIE Apale] WS Hedor AZe A%
of o= FHzE 45t HEHAC FFeit
(Hong, 2024).

u]=9] 7]&HAFAT ASF(Acceleration Studies
Foundation)| 4] 20070 QrE3t ‘WA 2w
£ AHEH, 3733 (augmented reality)Z} o]
2 (lifelogging), A=A A(mirror worlds), 7FIA|Al
(virtual worlds)E HEPHAQ] 4tf] HAHQ AR A A5}
FTH(Sparkes, 2021). 1 F ZFAAL 7Hge] EA7L
A Bt GAAA F2AEohs SEom 2AE
I 59 Aol H#AR oAloltt. Folm2 A2 A}
Al of ¥t Foolu AHE 7|55t A%stA

10] 4}
U 8ot BE5S Folu, AAEIHo ESE

22 ABEAT olZeAol o] ek A4 A
A gRER o= TS A7 ofd ARA &
& AAE uishks AAAY A ZE T2 oA,
229 714, Zoom |24 ol k. E THA
A= %‘—70 AT th2A Fdd gle 352 3D 7Ie=

7 = APIE, 58| & ENF 5ol 2T
gt 754% OF WAL AR, VR 59 A48
ol Fp20oA A1RHEo] tht Afs], 7

l-E%°1 A7) o] ojEt gt E‘rﬁﬂ

A, &3 &5°

o ¥AE fgolgta & 4= thKim & You, 2021).
et A I APAFolA HER A0 £4g0]

heFobAl A==t £ Aol HEHA Y

A 7 BolA AuR7E 01110}— HERH A0 &

doz HAVII ARG T £/l FHoko] Lot
2317} ST WA, WA ubiquity)S A oo
AU I 28 AAT g7 Q= fdgoez AF7t
o] Ao glo] ERES o8 & %= TR A9
9 4 910w o Holx) 9 E4o] StkOkazaki,
Molina, & Hirose, 2012; Kleijnen, Ruyter, & Wetzels,
2007). & AFolA BAGS AREATE 4T 1) 1A
ojtol My At 371 oS A AL HEH
2 Pg AT & e FER HY5tT Go et al.
o212 vlEh 2] A E4 SCE Al
g, o3t HEHA 5C B2 2HE Aol Azt
oL} Bk 5o Aglel AEF 2 = AHAAC
A g EEEE 7HIHAL st 9] 2o MZ
A F402 AR ot AL AHalo] 2t uf Ant
EEo R HetA FHEF] F&5t 7HEERtoNA
ShE ARE ARUACIED A3, B3k, 3A
52 ke AS F/AIR wek(Park, 2021), 4:H]
5ol veul A Ap4lo] AT ) ABH Awgl
o AH8T 4 gl WA 2 W& ALt 9
o}, 47 A191S Wiko 2 AARRLVR)OIG S74EA
(AR) 5& E3ol= XR(eXtended Reality)7]<&o] &
45t TELom A9 W B8} SHEEA
MZ At APHEES B8] AR ofclelALt Pt
5S T 5 e EREZ ASSHA HIAAL, o]
whet HEb A7 ZREAQ A2 A B A th(Park,
2021).
Lee and Jeon(2022)2 3jA BT HEFHA & 7}
ol A anat Feo] E4or HA /T AR

ﬂl

mlm

.‘.4
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4 il BHRE TRl v A A3 AuRke] XZhE 7]

A, s Jekom, HAj/do] ofutel YAt
A7+ Aulo] FFS v|A AL thA] AB[A-EHE 2}
oA /o] Aol FAFS 7HI= AZ &It v Atk
£0]aL o AH| AL AR THE 9 Hio 3P
S w|X= Ao R urE HrH(Schierz, Schilke, &
Wirtz, 2010). Choi(2013)= AUIEE 7|4t RHIY A
o g A Au|A HA/Go] o]-8AHY] AIZHE 714
£ =9 HHY A ol-8Z =tk ¥R o, Kim
and You(2021)E HEFHA AH|AS] B4 QR1E0]
AZE 7HA o] FFE 7HA= A eI B Qi
Lee and Jeon(2022)2] A+ Aol A &l Hpe} 2
o] Mgt A W sfd BRE 7HuiAtel A AH|R7}
AlZrat A4 AEglo] Al ofH Ay ESHE]
&oto] 7HIMAS @ AL Al 7|2
FHe 7HAE A4S ¢ U=E T 4 S ot
TS ol HAFC=E Qs HEHA JMIAAE
AFEA QHEHA e opte s 4o 4TS
ZH AAES FFHoZ wdsIY ASIHQ 7HAE
AT 4 Q& Aolth

3o 2 AAFAZG(continuity)> A9 7HQ1Tt
e A 9] opulElrL S ARg3to] whet @A A L}
THIAIA Y] AMEAREC] AR S TH= A 9
ulst=t], HetHAE @A Y A48 AT
] HEf oA dojubs Aol o7t FA PB4
< Y3AQl Ao opyzt @A} 7MY AlA A A
£207 dojuh= P T & UATHGo et al,
2021). & A= dAQTEE AR HEHAE
A g9 Ao R A5t FE=2 Pt o

, 2H|Z7} 24 9] @Al dAdo] HEHH A THEAIA

A
gol &nfAre] ZhA|o] ojudt YFE THAI=A] ot
H1Z} 8t} Go et al.(2021)2 VRo[LU 7|& Z=4
F AL T3 FEEE HEH A E40R U4
9] A (continuity)¥} T&0] A|A T canon), FZA}
(creator), T A2 S5 currency), A7 4J(connectivity)
S AQkaL o2 5CE AASFPLE E3F Kim and
Shin(2021)2 HEM AL 9 EXHES SPICE Y
2 AFYstal=tl, 7ol A4/ (scamlessness) Tt
A Z(presence), AFS -2 J(interoperability), 5A]

J(concurrence), A SE(economy flow)o] ETE

wAgolT

o o714 As4e deku ool Agol B
A grom slojolt Hust A&HoR Ay A2
H 2 AP Ball2020)2 ek o)A &

FHPAAZ A AL oJuidek. 2uRp} v
A Mgzl AU AdEE YA
QA3 Hle A ot HPAA A Bk
A58 olF3t Aulg 17w At AN A
K % 92 Aolth E5 @A BTN el
S5HA A4o] gt T A4S E@sA
o S 5K 5 ASIHOR o 8e T
ol A314 XS A4 & U Holeh. wet
A £ AFAE et ac] A BAE 737
oA AHA7E AN 4 Y SH0E BAYT A
HAFRE AL F 7 S40] Al Az
5 X9 BElEe] M gFee Lolrud
shaiet.

N

IS A 1

-

=

¢

2~
T
£
o
=
o]

2. Consumers’ perceived value in metaverse

7H= 59 AUolA; HiAdol it wet, A=)
APz7o] Ho, 2 4e|stoly HJst, Alst 5
o] SHE HofoflA AFtE o] FTH(Chen, Fang, Li, &
Wang, 2019). Thefet SHE Hojol 4 7HA= 14 7}
Z](customer value), A|Z+E 7}X](perceived value), #
2 7}X(transaction value), &2 AH|A 7}X|(service
value) 59] ol 2 ALSE QAT 7| RHo 2 7L 7
g4 FolE 7Heh 7HA] o] THEH 27| AFolM=
AulAs 22 AlE9] F4 2 7149 wek FEHE FA
A, FAAR ngo] 23S FAAT, M2 A7to]
A A ofF o] thgt dhdolu A5, A &
< ETok= Mde® FH-ANAL Ath(Gensler,
Volckner, Liu-Thompkins, & Wiertz, 2013; Lee, Kim,
& Jeong, 1999). Z, 7FX A ZHo|A 712
el Al 2 AuA F4S fu|sh] e s 3=
Hog shute] Vo r S5 754, A3
A, 84, 48A 5 ot B9 HAE 29t
= HAHEAQL Aigoletal & 4 Ath(Jang & Park,
2012).

4
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A ZtEl 71X (perceived value)= AE LU AH|AE
olgalEA A T B8 1AS U] A B4
k= AlZh 24, =8 52 EZFShe v Higt &
A&l B71E 2|5 (Chen et al., 2019), ThF-E2
A7} A2 S R0 Bastel At
9 t}. Babin, Darden, and Griffin(1994)9] 129} Lee
ot al(1999)] AT Zv]2ke] Azkel 72 He
7HX 9} A-&H 7= sl o H, fEar Aol
I HEEo| vXE FFES YohE I Shin and
Kang(2004)2] A= 22QloflA mutYd QIEYl
B9 S A8 e A A 5 e T
woha auje] A18olEe] nA GFES Selg
I 21t} Roig, Garcia, Tena, and Monzonis(2006)2]
A7s FEHHA Bolld 149 A2 S
A RISt ASIE AR, GAA A2 TR
1!, Sweeney and Soutar(2001)9] AFJAE 54
Aol A 4| A7t ZHAE ARSI 7HA], 37
A 7HA, AAA 7HA, 7154 7 &2 FaEste] A
5} th. ESE Sheth, Newman, and Gross(1991)9] <

L awixte] Az NS A e 49
AR, 29 74, ARE A, ANE AR T8
sk AvlA7E A IS A4S vo] utet A
gof] Zoigt Y 7HAckal 593t Kim, Shin, and
Ryu(2013)= AHFEE off & Aol ol Hfgt AH[A}
of A2kl A S A8 A9t Hekd A, A4
7HA], AFRl A Z7HA 2 RRSEL ARE-Q o) H| A=
Fae AT ol4Y TRt Botol 4 1A
A2 AHAjolee wigoR FAE A, 7% 7t
A, AR1A 7HA], 24784 7HA], 2] 7HA] S A
Aol o 9 BE|wo] FLL AL SHon
(Chi & Kilduff, 2011; Kim et al., 2013; Walsh, Shiu,
& Hassan, 2014), HEFHA oA HGH A+=
229 Agoln.

W0 ANASE vepl s BEd] H4st
A AAY M AAE Q2T 5= AL, 7HE Al

jag

e

W
A &4 E T2 el optel ole) FEES o]
ABlE L7130 hAZEe ZAA SF] o] B
BA 4 HRE AYERIAE At AN
A2k 4 Qe Aolth. 7120 Lkl EAET B

4
o

]

=
H 22 X3P (e.g., Chi & Kilduff, 2011; Kim et
al,, 2013)0| A o]2|3t EAFSS LH|AE StolF

Z7180lLt Al 717 87| whEe] weki o)A
AHATE Az gk 4R BolME S 7
A7t FQITAL T 4 Ak E LS A8
W AAB ofe} FETNE ok ohufekE T
B 2EL T 4 Q] TR HRloAE £ ofv]

A e 7R =S @ 5 Q01 IS0 F2 AE
FABAY i &2 258 52 3Tz
A ARS] A o] FE 7HE & Qo mEbA 2

H

TFoll A HEpA ff HHES] ZHFFT oA &HRE
7t A7t 7HE FoME e 719 ALslA
7HA] o] SESto] Yot vA} Shgich

Kim et al.(2013)2 ARIEE ojZ2]Alo| o] gt
=4 7HA9F ABE 713, A8A 7HA, BAE 7t
2|7} A8]A] ARgO ol FARl JFE v A= A
< st} ol9ox w2 AP (e.g., Chi &
Kilduff, 2011; Walsh et al., 2014)°)| A 22 71X+
AB A ZEA)7F AR 59 ol S Al JFE
u)2 Zo] HZErh Cronin et al.(1997)Z} Oh
(2017)9] A= AH|REOC] A4lo] QIA|Ek= 74A| o
wEba] AFolv MHIAE o]&dt= HEW 5ol
A9t 519tk olo] & AFoAl= HERH A of
A BRE 7MEgTelA BAA, dddad8e 25
St HIEHHAY £ Bl AvAL A D5k 7F
A, & A 7HA e} AARH ZRR] o] 23S B0l
AHET F 7EA7F 2HREY] YE ko] fou|gh
FFHE 7H Ao2 A4t

3. Consumers’ behavioral intention

B AT 4NA YRR A s SRS A
|t 7THAIE Al E AQtstaiAt gtk ¥
A HEP A ESHE o] & Ee AB|A7E ol H|
el BRES 454 S oF HE2 o)
%™ (Venkatesh & Davis, 2000), 7H3AE Fuj =
AHR7} HEpA )4 B EoA wfsks 7 Al
F2 Fo§skuAt Sk o= AW ErHHung, Parker,
& Yoong, 2009). 7]& A3PA-E(e.g., Chen et al.,
2019; Lee et al., 1999)0] w2, 4H|Z}9] Xzt 7}
Az auAe S L GBS0l foule FFS
7}At}. ESE Ko, Kim, Jeong, Oh, and Lee(2011)2]
AF= HE Hel fiEndS v o R e 7IE
AR B oA B0l QS TP AL o
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6 A BAE BTN ekl L0 &
3l v} QI 271H0 R B edpolde Wep s S9
Eo A thet AHGOEs et 2o) A Hohehe 71

AFol gt FH s FATAL ARbsEAT Engel,
Kreiter, Konig, and Singer(1991)2] ¢1=tof] wt2H A
ulAe) Y5 FujolEo] ueh el 4u|Ae] o
FOIRE Auate] PHOE F2 0 o] I
2 oAtk meha AuAL dekE A o A B
o FEzelA BANT QRIS ZAHE o
¥t £45 B AL A9} A8 AAE A
Zpgto] Wk, she lEp s BAES o8 nA o
£ 977} £olAd ol ATHO vlehHAdA
i Es M AlEe st ke 9AE =Y
g AL st

. Research Method

1. Research hypothesis and research model

B AT veeae) B BAE S4Bl
2HA7E QIA|Sh= et A SYEAY, 24
)% Lol av|zte] A2k A @ 74,
AYS] A 71A))9}F BEO E(ZHE OP—AE THIAE
Fojelm)ol vA= AEH HAUESS st 1
FEES A5Hor HSotA sk o] & A
FE e 2L /Mg ARtelglon, dTRge
(Fig. )3t gt}

HL BAAL #2 7Ho]) 44 d3e o1d R
olct.
Srcab Perceived Vale
; H1 Hedonic
@ @
H2
H3 —
. s OCl
Continuity T sialii

g3} 4ulzte] Mzt 7 BAEsT

H2. ARG AS1E 71210 A4 g3 v A

o]k

H3. QAL g 7H]o F2 P mF
Aotk

H4. DFAFAL A18)A 740 A gL m)F
Aotk

HS. 2 7HAE SRE AFgolwo] HE JFS
n)d Aok

H6. A8)4 713 BRE AFolwo] 44 JFS
n)d Aok

H7. EHE AR Ew 7HIAIE ooz A4
JFE vE Aoltt

2. Data collection and analysis method

B gl ek o i sHEzielA 2e)a)
7 QRS 445 dohuw 2u4] 713 % o
Bomo] vjAt JFS AFHOE AZITA 31
t} 202349 29 195 E 39 49714 HER A0 A
@S AASHL U= 20~30T] = o/ 2537 did
oF fuel HERAE APHT HEEA AY
o|Hol= FEAENA & AFolA AZHE e A
EPE W WA B0 BRE G AHE
2 sj9ick g FAelAE ekt WA B of
Epi2 Aol a3t 7B HIRES HolF

1 opert e ARES T ASAEL 1
A 7V AFES FASHAY Flste e o
Fo2x SPAEo| el 24 WA 77 %
Mg R0 AU + A= Stk E

Intention to
purchase
virtual product

Intention to
use platform

<Fig. 1> Research model
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1=

P AR ol sig Aol Bt olsi
o171 $IoiA Fdol M A=A b2 s B
2 QEsES St 232 29 At
B4} o)1) SRS B
FolA AEE HERGE WAL &
WA QYA 2] Azt A
Aok A8 4R, AR PEER
ARG ot THFAIE FloER A E I
TS 7|E9 AYPAFE HIGoE £ A
of BeE £ 9 Hesto] ARgSHGI HA
Aat QAAFA EFL Choi(2013), Choi(2017),
Tojib and Tsarenko(2012)9] £ Z11sto] E A
wetol] R Sgstel 212} 38go] ALSEIAC. 3
o) 7}X)9) AFEA 7o) e B Pura(2005),
Sweeney and Soutar(2001)Q} Walsh et al.(2014)2] &
TE 4 Bt 747 353 ARSI A
Z}9] Z;E AE-9]E = Venkatesh and Davis(2000),
Tl 9] == Hung et al.2009)2] &S & AT
20 PR Sgsel 27 229K AT
RE YEERE 74 UAE HE(H-AH 194
ek, 78=ohe IEhE PAslel 2slsict

2 479 QT 29 9 714 4EL A SPss
25.03} AMOS 23.0 57 ZLg o] Ao,
SPSS 250 T2 IAL TR BH RALH
NEE B4, JTUA £HS S1UT AMOS 230 1
2L AMEote] F2AA] W (structural equa-
tion model: SEM)3} EQ14 QRIEA-S A5t

W (oo ok
e

e

i & ox

¢

18, [‘[rl E[H:I L ) rl-II,
fu

I S [N AT
By

ox
S|

3. General characteristics of subjects

2 HAERA SEAY gurd B2 oha3 2
AgS AHEH, 2007} 1418(55.7%), 30T]7} 112
H(44.3%)0]1, 2T B n|E 1819 (71.5%), 7|&
6275 (24.5%)0.2 HREE n]&Ql Aoz FIF <t
T S AT Y, tsty &Y 116%Y45.8%), X
st Ajgto] 757(29.6%), theh Ak o4 4078
(15.8%), 1530 £ 22H(8.7%) &=02 Q1= 9)
ot AYgoE= Yol 10778(42.3%), AHFEZ] 807
(31.6%), M2 1678(6.3%), AH+23t A& 0]
ZYZF 127(4.7%), T 8%8(3.2%), AH]2/av 2] 67
(2.4%), 71EF 127 (4.7%) <02 At AP
THAIAEE ATEH, 1009 ¥ "gho] 467 (18.2%),

PG - A% 7

8005+ ¥ o]A}~1,0005+ Y u|gio] 3178(12.3%), 200
Ut ¥ o]A~300%t ¥ TRt 3075 (11.9%), 5005t ¥ o]
A1~6005F ¢ ulgk 3278 (11.94%), 2005 Y ©0]AH~300
oh 9 w|9to] 309(11.9%), 5009F ¥ o]A~600%t
ulgto] 2778(10.7%), 4005t ¢ o]AF~5009F ¢ w|gk
267(10.3%), 3005+ ¢ o]Ab~400% @ ulg 257
(9.9%)9] &=02 FRI=|Q)tt. HEpHA o] 8 A4HoZ
£ 1809(71.1%)°] o]- &3 FC] U2, 737(28.9%)°]
o] 874 %o] gFoZ HEPHAE o8& HHo| 9]
E AgEe] § g2 Aoz FIE)

IV. Research Results

1. Measurement model results

2 A= vEHA sfd BT THgE1te
HZA7F A2 sk et A £440] g3 25
ofst7] flsiA FHEEAMHHA 3H)S 55
A7 QRIEAS AYstalon 74 2y, 2 A+
A AIQHE At Zro] mlEbHAL] &4 ATt

AF F 7HA 8Rlo g YEbgTh et A &4
£Fo] 71E0le e/l oY 24 Ax aRlEst
Yol .60 o5kl 3ol 27)7F Qlof FF =AJofA
T 4719 £ ARESHTE AHAEe] 217 7t

ot A ZpH| et ALRlA] 7HA] = gQlog S
Ao, QRIEsHEF Fho] .60 o5kl =3 2717k At
=0 & 47) 3ol HF B4 oA ARSEHUHT. &
o185}k Zk} Cronbach’s @ Fko] .75 o]A}o]al 1%
7} 100 o402 e} 24 elo] A= @ g
Tt 2% HIEtKTable 1).

SHoId QQRAE AAstel SHER] ToE
T (construct validity)S EQ1%F Au}, x=68.914(df=
29), x¥df=2.37, p=.00, NFI=.965, TLI=.952, CFI=
979, RMSEA=.065%2 T&& WIst 507 AZH
Act. 8RIFSHFS SAZCE {5ty EES}
QQIXSIEF 70 o]A}, HatEAE(average variance
extracted) gf .60 ©]&}, /i@ AlZ| % (construct relia-
bility) gto] .85 oo g HF [ofsHA Ueiyt A5
E}ld-A(convergent validity)o] ERIE A7, ZF AFHA
0] AlF FHET AVE glo] A yehtbA wderd
AJ(discriminant validity) E3F &= TH(Table 1
and 2).

X

e L o &P

2 ol o
mo,gwrﬂ
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<Table 1> Result of measurement model
Construct Items Fact.or t-value AVE CR Cronbach’s
loading a
I can use the metaverse platform 917
anywhere. ’
Ubiquity 716 939 .848
I can use the meFaverse platform 914 9.033
whenever I need it.
I think the metaverse is an
. o 928 -
extension of my daily life.
Continuity : - 818 962 .896
The metaverse is one of my daily 940 17.606
lives.
Activities in the metaverse fashion 390
virtual space are fun and exciting. ’
Hedonic value - - 731 962 .844
Metaverse’s virtual fas.hlon store 876 15.121
makes me forget worries.
The use of the metaverse helps
760 -
show others who I am.
Social value 616 933 912
The uise of t}}e metaverse makes a 907 8.606
good impression on others.
I will use the metaverse often. 933 15.842
Intention to use
platform I want to use the metaverse in the 917 i -840 965 901
future. '
I am willing to purchase fashion
) products in the metaverse if given 795 -
Inten.tlon to purchase| the chance. 666 934 787
virtual product
I think it i hwhil h
tl in it is wort while to purchase 857 9.622
fashion products in the metaverse.

2. Structural model results

# Aol Ak
s7] SIoH PR 29

A7 7Has} 4T 23E 4%
£4g AT &

Algt 82 (Fig. 2) 4 (Table 3)0|4] Kol Hie}
2t 94 2RI AJEE xX(dH=63.41(35),
Normed x=1.812, p=.002, NFI=.968, TLI=.972,
CFI=.985, RMSEA=.057%2 WZEQ{ch tfgos I
2R FA 23k, B2 A 7hR| (=324,
p<001), AFS1H 7Hx](B=131, p<05)°] HH F3F
< A= AoE FRIFGT o]d 7Hd 1, 27} A A
= ek JAG2 ARSI 7R Rt A TR0l o
2 TS vA= Ao 2 UEk=t, ol AHAE

o WEtH A ERES

AlEZEA] AFERlol | A

, ololl 714 3, 47} A|A =9
o dyegol AR Setd Fhxeh A
e QL XL Aoz tehton], o
eh A BRE} v AClA HELS A
£ A9 A4 A M AAZ & QEEo] 2u)%t
52 soi3 Yol AR Aol 2 ANHES 5
£ Aol uj$ F2F Aow HAlt

g0z e sHA(g=321, p<00D)eh A8
71A| (=344, p<.001)i= BHE o &0 o] Foju|gH
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<Table 2> The squared correlations and AVE of variables

Intention to
lé‘z‘;‘;’ Ubiquity | Continuity Hve;i’;ic Social value i‘;egtlzrf’o;‘; p‘vllr:ti:e
product
Ubiquity (T(I)ZZ) 728
Continuity (‘1‘:3;2) 140 .82
Hedonic value (T?TZ) .16 44 73
R I 1 S I B
Intejit:t‘l’l‘;ltgropzift‘ase (3:3;) 1 25 15 2 26 75

* Average Variance Extracted (AVE) for constructs are displayed on the diagonal.
® Numbers below the diagonal are squared correlation estimates of two variables.

@ s{{ﬁg\aﬁ? o8 Perceived Value
—— 324 wonx Hedonic
Ublqw’:y
31
| S Gk o /
@ @
, B9 Gk value

* p<05, 77 p<01, 77 p<.001
The model fit index: x*(df)=63.41(35), Normed x’=1.812,

Intention to
purchase
virtual product

Intention to
use platform

p=.002, NFI=968, TLI=.972, CFI=.985, RMSEA=.057

<Fig. 2> Research model of results

A JF= UEtdo] 71 5, 60] BE AR EHIUL
o, o] A&H[AY] AZHE 717t AR 5o ko]
Foulgt S vt @2 APA-FH(e.g., Chen
et al., 2019; Lee et al., 1999)S 2| A|sFHAA] HEp] A
WA= Foult HA JFS 7= A W
ok T oz ERE o8 A THIAIE
T 9] % (8=.553, p<.001)0] S-2m3t HA FJFeL

AE AoR YE 71 70] AA[E i o]
2}, mEfH A0 A i BRHE THFEtE
ABAE0] 34 FYTAEE olEold
2H2] 7HA 9 AR A HAE AT 5 e s
I HEo] AARELS AT & e A=
St= Z°0] $8¢ Zlog H]n.

pr
moh 2,
8 8
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<Table 3> Result of structural equation modeling and model fit

Hypothesis S(E?)I:;grc?(ieznetd SE t-value Results
H1 Ubiquity — Hedonic value 324 .065 4.516 Accepted
H2 Ubiquity — Social value 131 .048 2.045 Accepted
H3 Continuity — Hedonic value .569 .054 8.69 Accepted
H4 Continuity — Social value .695 .058 8.144 Accepted
H5 Hedonic value — Intention to use platform 321 .099 4.036 Accepted
H6 Social value — Intention to use platform 344 138 3.776 Accepted
H7 Intention to use platform — Intention to purchase virtual product 553 .072 6.528 Accepted

V. Conclusions

3 vh F3E BHSEEA MZ 201452
FHOE vgh A BYFo] 2T ek ofof 5
B 71950] et zold B AAS Mg AAE

HES] S A2 a0 25301 S

Be w8 3o 9low, 53] 2¥AEY o2g B
S gt WA BEE 08 ofe s 2E
T ek sEp 2T} ekt Al el Bgahn

QSR AuAES G0 AT G @
Aol B AT depnac) da BAE gz
oA &AL AR HE A0l SHE@AA,
AAGH)S LolRI 2H|2H] A\ZhE 74X (FHe
2 A2, ABE 7R 2HA BEE(ERE o]
Y&, AAE TR FAE G Lol
I AFHoR PESHIA ek B AT AF
2 Anke ohewt 2ok

A, WEpH A0 B BE 7PAFET
A7t AR e A0 S4E, %, B
ol Avlarel A2 sKekel HAIsk A1 7}
Aol =5 A e wAE o] FlHgrk
Choi(2013)9] AT-oIA W} A Al A2 HAY
o] &MY AZHA 7HAE QlTka ¥R v} ol
A 2 Aol vEEs Byoln Al et
4 FAx0 A8 XS Folk 8919
AT WIS AR SPART E
o] aw o] A\ZhEl 7Hxo] HHQ =
Y, 7 ggeel MAMRTG 2 RO WAt

e b
T
o I

_L_t

hA et A o] i HHE 7RE ol A AH] R}
7 RS FHAAAZL & AREo] Aol A%
o8 JAY + =S FIE AFHoE 75
@ & =S YA T ol
208 2N} Az A sHAsH A8

H e B9E AgelEd] fould B 4
g 7PE Aoz et olzis ZIE Bolon
and Drew(1991)2] Q4] 2kl 7430] that 23]
Apo] 7hh lRte] o W 9 Fujolwo] §ol
o Qe vl Aoe AT Ba okt
APA1LE(e.g., Kim et al., 2013; Walsh et al., 2014)
NN 2Rt} ek FEAS S A7 ]
A WEeleo] AHel AL vl A By
=4, & d3= HEA i BRE THASoA
A7} A Zshe A 7R eE ARRA 7R 7 4
H|ZFe] SFFE ARGl Fofm|et 2 7Hlth=
A WoEH 11 A7 HAE WEHA 30w
st

OpA[ErO 2 AR} HER A S A 7ol A
2], AR A 7R E A 2ol wet FAAE ERHE
of tiet AREOlE= iAo g HERH A0 A s
= 7HIAIE tiE e EE Eol= $8% 8¢
O =2 g5 tt. Engel et al.(1991)9] AT AT 4 H]
Az Tl wWEkA e Sh7] wioll AHARY
F&A=7t 8 A5 =g ol s, £
AT EZE HEHHA S0 A AH|R] EHE ARE
Ol%7} 4B|Rte] X|Zte 7iR|et ZHAlE ool E
W7k A SRlstdA A+ 2HE AR5k
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[

2 d7e e A miid BHe 7MEEIlA
&B|A7E QIAISH= HEFH A *Eﬁr HIR} 7HA S
2lstal I #AE dotmo 2N HEr A &4 1l
7HA T A M E A8 Hlol sHEA 297t
Act E3E v B ET} et A ST oA 2
£ 2 o]—E_Tr_ :LXJXJO] /\H];q- oﬂE_,]E—

T Qe 2R 7S e o s
A Bt HEt A ESFEONA Loprtop 2 W3k
A2hS AAIShs H AFARL 297t 31 Aotk
2 A7 AL oFAZA ZUf e oA
7V AREARECl WAl gkor SEAEo] e A
oA Aoz Yot ¢ oot oz vEt
A Al 7R AREAREC] Wotttd AA]
ARAES LR B At AT 2HE =5
2 5 A Aolrh e 2 A= anRke] A4
IS 7 89og SR oHY, & AFA=
24, A}QM AR ohet, A2 ZA B
o2 sto] U gulet
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