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Abstract  

With the advent of Metaverse, a promising new era for business on virtual reality (VR) platforms has dawned. 

In this rapidly expanding Metaverse platform, the potential for virtual fashion marketing through avatars is 

vast, with leading fashion brands already making strides by creating virtual fashion stores or hosting virtual 

fashion shows. However, the research on fashion-related industries in this newly emerging virtual world 

platform is still in its infancy. This study sought to identify the relationship between the characteristics of the 

Metaverse and the factors that influence how the perceived value of virtual fashion products affects purchase 

intention. A survey was conducted with three hundred Korean respondents, and the hypothesis was verified 

through analysis using the SPSS statistical program. Our analysis revealed that the sense of presence 

significantly influences the value of fashion products on the Metaverse platform. As a result, the sense of 

presence significantly influenced the emotional, visual authority, and economic value of the avatar virtual 

fashion perceived by users. Second, enjoyment, visual authority, and economic value influence users' intention 

to purchase virtual fashion items. In addition, all of these perceived value factors were confirmed to have a 

significant partial mediating effect on the impact of the presence of the Metaverse platform on the purchase 

intention. Through this study, we empirically analyzed the causal relationship between the characteristics of 

the Metaverse platform and the virtual fashion experience using avatars - a topic that has yet to be covered. 

We formed new insights into virtual fashion consumption, providing primary data for related research streams. 

Our survey respondents consisted only of those with recent Metaverse experience, so the research results were 

highly effective. 
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1. Introduction 

On the rapidly expanding Metaverse platform, various fashion brands are attempting to launch and promote 

products by creating virtual fashion stores or holding virtual fashion shows. Zepeto, Korea's representative 
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Metaverse platform, stands out by providing a variety of VR content experiences based on its robust avatar 

services [1]. These services enable users to communicate using 3D avatars, a key feature in the creation of 

virtual fashion that appropriately expresses the avatar character [2]. The first step in entering the digital Earth, 

the Metaverse, is to create an avatar. An avatar can be said to be a characterization of the self [3]. The concept 

of an avatar representing oneself in the virtual world is nothing new. However, as more freedom is given within 

it and various interactions similar to the real world become possible, the tendency to think of the avatar as 

one's alter ego is growing stronger. Consumers freely express their individuality through avatars, which are a 

way of expressing another self in cyberspace. They express themselves in images different from the real world, 

satisfy their needs, and develop a special affection for them [4]. For example, Zepeto opened the Gucci Villa 

map in a virtual world called Map and actively targeted the age group of people in their teens and twenties by 

selling virtual bags and clothes for avatars to wear. After this successful collaboration with Gucci, Christian 

Dior, Nike, Converse, The North Face, and others, entered Zepeto, and many fashion brands have joined the 

Metaverse ecosystem. Due to this explosive interest in the industry, prior research on fashion related to the 

context has recently been increasing, but the approach perspective is somewhat limited. In particular, even 

though avatars are a crucial medium through which consumers experience fashion products in this Metaverse 

environment, studies have not discussed the avatars of the Metaverse. There has been no empirical research 

on the virtual fashion of these avatars from the consumer's perspective, and more research is needed to analyze 

consumers' psychological factors related to virtual fashion using avatars – which are essential to the virtual 

world [5].  

Accordingly, this study examines how the sense of presence of the Metaverse platform affects purchase 

intention through the perceived value of avatar virtual fashion products [6]. We aim at understanding the 

consumption behavior of consumers who access virtual fashion products through the Metaverse platform. The 

study aims at providing some initial ideas that help marketers in achieving their marketing results through 

virtual fashion products in the Metaverse platform in the future. 

 

2. Literature Review 

2.1 Metaverse   

Metaverse is a compound word of Meta, meaning transcendence, and Universe, meaning a specific type 

of experience world, and refers to a digitally created world beyond the physical realm [5. 6]. In 2007, the 

Acceleration Studies Foundation (ASF), an American technology research organization, defined the Metaverse 

as a phenomenon allowing users to experience both the natural and virtual worlds through the Metaverse 

Roadmap Pathways to the 3D Web. Metaverse was defined as a more advanced concept, meaning another 

universe created beyond reality and can be said to be a three-dimensional space where virtuality and reality 

interact and co-evolve and create value through social and cultural activities [6]. The Metaverse is constantly 

changing and sharing daily life on social media such as Instagram, Facebook, and Twitter, being a community 

member, and playing online games can all be ways of living in a kind of Metaverse. The Metaverse is 

constantly changing and sharing daily life on social media such as Instagram, Facebook, and Twitter, being a 

community member, and playing online games can all be a way of living in a kind of Metaverse. This refers 

to the digitized Earth as a new world expressed through various digital media such as smartphones and the 

Internet [6, 7]. Moreover, the Metaverse platform is defined from a comprehensive and holistic perspective, 

explaining that it includes all spatial worlds in which virtual assets can be used, such as contexts upon VR, 

augmented reality (AR), mixed reality (MR), extended reality (ER), and non-fungible token (NFT), etc. [7-9].  



336     The Role of Perceived Value of Avatar’s Virtual Fashion in Metaverse on the Impact of Sense of Presence on Purchase Intention 
 

2.2 The Sense of Presence 

Presence, a psychological state in which one feels that one exists in a new world different from the real 

world, has significant practical implications in the field of VR [10]. A sense of presence also refers to a 

psychological state in which the subject experiences virtual spaces, objects, etc., with similar emotions to 

natural objects [11]. In other words, the sense of presence refers to obtaining a similar experience to the object. 

However, the feeling experienced differs depending on the application object (product, service, etc.). The sense 

of presence is defined as the illusion of actually being in a place described as VR, and this can also be said to 

be considered to be in the world through the response of an avatar in VR. Prior studies noted that the user's 

sense of presence in a virtual shopping mall creates enjoyment and increases the intention to continue using it 

[12, 13]. Indeed, Zhao et al. confirmed that by improving social presence and remote presence, virtual 

experiences in online education improve the intention to use the educational platform by forming an 

individual's flow [14]. Furthermore, Tseng et al. reported that presence factors formed within online games 

increase loyalty to the game platform [15]. In addition, awareness of the presence factors provided by online 

platforms helps users build trust in the platform. Additionally, Ou, Pavlou, and Davison confirmed that the 

presence factor provided by online marketplaces builds trust and leads to repurchase intention [16]. Looking 

at recent prior research on the sense of reality of fashion products, we can see that research is being conducted 

on virtual fashion products, expanding from online, live commerce spaces, and online and offline omni-channel 

spaces to AR and Metaverse. Concerning the preceding research above, this study analyzes whether users who 

experience and consume virtual fashion products through avatars on the Metaverse platform perceive a sense 

of reality for virtual fashion products. 

2.3 Perceived Value of Virtual Fashion 

Perceived value can be expressed in the dictionary as an indicator of the consumer's evaluation of the 

benefits received, and the consumer's evaluation is defined as a factor that determines post-purchase activities 

for the product or service purchased. Consumers' purchasing purposes and motivations vary [17]. Today, 

consumption also includes time, effort, service, and image. In this way, consumption is explained as a 

comprehensive behavior that includes purchasing a product, the consumer's effort and purpose during the 

purchase process, and the actions that occur after use [18]. Value implies the social and cultural rights of the 

time and are interpreted as mental needs that are influenced by changes in the context of the times [19]. This 

is explained by the value inherent in an individual as a subjective and abstract concept of the conceptual self. 

Therefore, value is defined as expressions that influence individuals' basic cognitive desires and goals [20]. 

Sheth et al.'s study on consumption value and market choices explains that market choices are a 

multidimensional phenomenon that includes various values [6]. In addition, by integrating previous research 

results, it has become possible to explain purchase decisions, product and brand decisions according to 

corporate preferences, and segmentation that affect consumer behavior. In the process of experiencing and 

purchasing virtual fashion products through an avatar, which is another self of the user on the Metaverse 

platform, the purpose and motivation of the user's purchase decision will be formed based not only on 

functional aspects but also on subjective and emotional value [21]. Based on the results of previous research, 

this study seeks to analyze the role of three major value factors that consumers can perceive through avatar 

experiences within the Metaverse platform - emotional value, visual authority value, and economic value. 
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2.2.1 Emotional Value 

Emotional value is defined as the value of users purchasing digital fashion products to experience more 

enjoyment on the Metaverse platform [22]. It is also explained that VR platform users purchase virtual items 

to experience greater enjoyment [23]. Emotional value refers to participation in activities that allow individuals 

to escape and absorb the world's demands. Therefore, positive emotion comes from using technology for non-

instrumental purposes, creating value for hedonic technology users [24]. Emotional value has two elements: 

escapism, which refers to the benefits of forgetting about daily life and engaging in playful activities, and 

enjoyment, which reflects fun. Although previous research has shown that enjoyment has a direct effect on 

attitudes and behavioral outcomes, the relationship between enjoyment and behavior may be more complex 

(i.e., mediated through valuation) [25]. 

2.2.2 Visual Authority Value 

Visual authority value is explained as a factor that should be considered to promote the purchase of items, 

and it is claimed that it can be obtained when characters wear various outfits. Additionally, it is explained that 

the attractive visuals of virtual fashion products are one of the crucial factors in increasing users' purchasing 

concentration [26]. Visual authority value is a variable that induces the purchase intention of virtual fashion 

items. Visual authority value is explained as a value obtained when playing a game where the character wears 

various costumes [27]. and shows off the visual decorations of the character [28]. Visual authority value, an 

essential factor in increasing purchase intention, is one of the important factors included in perceived value. 

Perceived value is the value of the benefit obtained from purchasing a product. When users purchase an item, 

they purchase the item for its intended purpose rather than for the item itself [29]. 

Visual authority value, a value that underscores the benefits derived from a product's appearance, is a 

significant factor in the Metaverse that influences purchase intention. This value is a combination of the 

usefulness and decorativeness of valuable products on the platform [28, 29]. The practical implications of this 

research are evident in its impact on the intention to purchase game items [30], making it highly relevant and 

applicable. 

2.2.3 Economic Value 

The value of the virtual currency in the VR space represents the value of goods or services [29, 30]. This 

economic value, defined as the cost of consuming a digital fashion product by evaluating its cost-effectiveness 

before purchasing it, is not just a concept. It's a potential for profit, an element of investment that can be 

obtained from objects or virtual forms of currency [31]. Investing in the Metaverse is not just about buying 

something that can be exchanged for other items only used in the Metaverse. It's about reaping the benefits of 

a potential increase in purchase rate due to the value of virtual currency within the Metaverse, a concept that 

should motivate and excite any investor. 

The higher the virtual currency value, the greater the purchase of virtual items. The economic value of the 

Metaverse platform has a significant impact on the intention to purchase game items. Economic value is the 

value expressed in currency by people, businesses, and markets for goods or services. When users purchase 

and invest in virtual items, their purpose is not the virtual item, but the value of the benefits gained from owning 

the virtual item [30-32]. Users become more active within the Metaverse platform through character 

development. The way to develop a metaverse platform user's character is to purchase virtual items. Users will 
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invest money in their preferred virtual characters and items to become stronger. For instance, Chou and 

Kimsuwan found that the monetary value of a game increased the intention to purchase game items [30]. 

2.4 Relationship between the Sense of Presence of the Metaverse Experience, the Perceived Value of 

Avatar Virtual Fashion, and Purchase Intention 

Metaverse users feel presence in the Metaverse environment as if they actually exist in the virtual world 

[33]. Presence is a concept for virtual environments and intermediate environments [34] and has been shown 

to positively affect perceived value through perceived flow in previous studies on various contexts, such as 

games and online shopping malls related to virtual experiences. Based on the above prior research that 

confirmed that the sense of presence significantly impacted the perceived value in the Metaverse platform and 

online space, this study established the following hypothesis regarding the causal relationship between the 

sense of presence and the value of virtual fashion products. 

H1. Sense of presence will have a positive effect on the perceived (a) emotional value, (b) visual authority 

value, and (c) the economic value of fashion products perceived on the Metaverse platform. 

Purchase intention is a concept first presented in the research of Fishbein and Ajzen [35] and is explained 

based on the Theory of Reasoned Action (TRA). Consumers form beliefs and attitudes when purchasing 

products or services [36]. When a consumer purchases a product, consumer behavior theory divides the 

consumer's behavior into two types: first, when a consumer starts purchasing a specific product to purchase it 

from the beginning, and second, when he or she does not initially intend to purchase but purchases the product 

as he or she encounters it. This indicates that purchase intention best predicts consumer behavior [37]. On the 

other hand, attitudes are difficult to measure, and a consumer's attitude toward a particular brand or product 

may have nothing to do with the purchase in the first place. Various situational factors can also influence 

purchasing behavior [36]. Therefore, since there is a discrepancy between attitude and actual purchase behavior, 

purchase intention has a more significant influence than attitude toward the product when consumers decide 

whether to purchase a product [35-37]. 

Previous studies also confirmed that social value and altruistic value factors among consumer value factors 

positively influence brand immersion and purchase intention in studies of consumer desires reflected in the 

Metaverse platform. It was discussed that pleasure value, self-expression value, and economic value derived 

from digital fashion product value factors have a positive influence on purchase intention [37, 38]. This 

revealed that experiencing digital fashion products provides enjoyment and that economically reasonable 

products are essential within the Metaverse platform. Kim et al. [38] studied the role of design innovation in 

understanding the purchasing behavior of augmented products, visual authority value, economic value, mutual 

relationship value, and self-expression. It was confirmed that both values had a positive effect on purchase 

intention. Based on the results of previous research, this study established the following hypothesis regarding 

the causal relationship between the perceived value of virtual fashion products and purchase intention. 

H2. The perceived (a) emotional value, (b) visual authority value, and (c) economic value of virtual fashion 

products in the Metaverse platform will have a positive effect on purchase intention.  

Lastly, hypotheses were established regarding the following mediating effects in the relationship between 

the sense of reality of this Metaverse experience, the perceived value of virtual fashion products, and purchase 

intention.  
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H3. In the Metaverse platform, the perceived (a) emotional value, (b) visual authority value, and (c) 

economic value of virtual fashion products have a positive mediating effect on the relationship between 

perceived sense of presence and users' purchase intention. It will be visible. 

 

3. Method 

3.1 Survey Composition and Data Collection 

Before the experiment, this study used the Metaverse platform stimuli, allowing users to experience virtual 

fashion products exposed to questionnaires within the Metaverse platform to control factors that may affect 

users' gender, preferences, and value judgments. A survey was conducted by recruiting only experimenters 

who had experienced fashion products on a specific Metaverse platform. In addition, reflecting the 

characteristics of a survey conducted on many diverse subjects, Zepeto, a metaverse platform that allows users 

to purchase or experience virtual fashion products, was selected as a stimulus. Considering the survey subjects 

with no experience using the platform, the survey was conducted in a format where the VR application 

environment was presented as a captured image, and users viewed and responded.   

3.2 Measurements 

The research hypothesis was put to the test through a meticulously designed survey, which drew on the 

findings of previous research. The survey included the sense of the presence of the Metaverse, the value of the 

avatar virtual fashion product (pleasure value, visual authority value, economic value), purchase intention, and 

general status questions. The sense of presence of the Metaverse was measured with a total of three questions, 

referring to previous studies. The perceived pleasure value, visual authority value, and economic value were 

measured through the metaverse avatar fashion experience. Value was measured by applying each of the three 

questions used in related previous studies, and purchase intention was measured using three items from the 

relevant literature [25, 27, 38]. All questions used a 5-point Likert scale (1 point = not at all, 5 points = very 

much). 

3.3 Analysis  

In this study, each question in the questionnaire was scored and analyzed statistically. Three hundred copies 

of the collected data were collected. Analysis was performed using the statistical program SPSS 28.0 for 

Windows. First, a frequency analysis was conducted to examine the survey subjects' preliminary questions, 

consumers' perceived characteristics of sustainable fashion luxury goods, and demographic characteristics. 

Second, exploratory factors were analyzed and implemented to verify the validity of the measurement tool, 

and Cronbach's α coefficient was used to verify reliability [39]. Third, the mean and standard deviation were 

calculated to examine the characteristics of each variable, and Pearson correlation analysis was performed to 

determine the correlation between each variable. Fourth, multiple regression analyses were conducted to test 

the hypothesis, and Baron and Kenny's [40] three-stage hierarchical regression analyses were conducted to 

analyze the mediating effects. 
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4. Results and Discussion 

4.1 Demographic Characteristics of Study Participants 

Among the demographic characteristics of the subjects of this study, looking at gender first, 146 people 

were male (48.7%), and 154 women were 51.3%. Regarding age, the average was 39.32, and the standard 

deviation was 10.34. Regarding the educational background, 79.7% (239 people) were enrolled in/graduated 

from college, 24 people (8.0%) graduated from high school, 20 people (6.7%) enrolled/graduated from junior 

college, and 17 people (5.7%) enrolled/graduated from graduate school. Looking at occupations, 17 people 

were students (5.7%), office workers were 67.7% (203 people), professionals were 8.7% (26 people), service 

workers were 7.0% (21 people), self-employed people were 11 people (3.7%), and full-time homemakers were 

12 people. 4.0%, and ten others were people, or 3.3%. Looking at income, those earning between 2 and 3 

million won were the largest at 48 people (16.0%), followed by those earning between 3 million and 4 million 

won at 46 people (13.7%), and those earning between 5 and 6 million won at 44 people (14.7%), between 4 

and 4 million won. Less than 5 million won is 41 people (13.0%), more than 9 million won is 34 people 

(11.3%), 6 to less than 7 million won is 31 people (10.3%), 7 to less than 8 million won is 28 people (9.3%), 

8 million to 9 million won Those earning less than 10,000 won were 17 people or 5.7%. Those earning less 

than 2 million won were 11 people or 3.7%. 

4.2 Validity and Reliability of Measurements 

In this study, exploratory factor analysis and Cronbach's α were obtained to verify the validity and reliability 

of the measurement tool. Principal component analysis was used as a factor extraction method in exploratory 

factor analysis. Principal component analysis aims to group many variables into as few factors as possible 

while minimizing information loss. The varimax rotation method was used to rotate the factors. The criteria 

for selecting items in this study were an Eigenvalue of 1.0 or higher and a factor loading of .4 or higher. In 

addition, the KMO (Kaiser-Meyer-Olkin) value was calculated to examine the adequacy of the sample. 

Additionally, Bartlett's test of sphericity was used to test whether the correlation matrix between measurement 

items for factor analysis was a unit matrix. The KMO value is considered very good if it is over.9, good if it is 

around .8, and acceptable if it is around. 6 to.7. 

4.3 Hypotheses Testing  

4.3.1 Impact of Metaverse characteristics on perceived value of virtual fashion products (H1) 

In this study, a set of regression analyses was conducted to verify the hypothesis about the effect of the sense 

of presence of the Metaverse platform characteristics of virtual fashion products on the perceived value of 

virtual fashion products. First, as a result of regression analysis with presence as the independent variable and 

the emotional value as the dependent variable, a significant positive effect of the sense of presence was found 

on the emotional value (H1a: β=.579, t=12.265, p<.001). Second, the results of regression analysis with 

presence as the independent variable and the perceived visual authority value as the dependent variable show 

a positive significant effect of the sense of presence on the visual authority value (H1b: β=.544, t=11.181, 

p<.001). Third, in the results of regression analysis with the sense of presence as the independent variable and 

the perceived economic value of the virtual fashion the dependent variable, the results show a positive 

significant impact of presence on the economic value (H1c: β=.617, t=13.521, p<.001). Thus Hypothesis 1 was 

fully supported.  
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4.3.2 Effect of perceived value on purchase intention (H2) 

In order to verify the impact of perceived emotional value factors on purchase intention, the results of a 

regression analysis in which perceived value factors were set as independent variables and purchase intention 

was set as a dependent variable showed that the perceived emotional value of avatar virtual fashion (H2a: 

β=.505, t=11.723, p<.001), visual authority value (H2b: β=.494, t=11.816, p<.001), and economic value (H2c: 

β=.509, t=11.266, p<.001) were all confirmed to have a significant favorable influence on purchase intention. 

The results provided full support for Hypothesis 2. 

4.3.3 Mediating effect of perceived value on the relationship between presence and purchase intention 

(H3) 

Lastly, to analyze the mediating effect that perceived emotional value has on the impact of the presence of 

the Metaverse platform on purchase intention, we conducted a three-stage regression analysis suggested by 

Baron and Kenny [40]. As appeared in Table 1, the third stage is the result of a regression analysis to determine 

whether the independent variables of presence and pleasure value affect the dependent variable, purchase 

intention. In the effect of presence on purchase intention (dependent variable), the β value was .388 and 

statistically significant. Regarding the effect of enjoyment value on purchase intention, the beta value was .505, 

which was statistically significant. In other words, since the β value of the independent variable in step 3 

decreased statistically significantly compared to step 2, it was confirmed that the pleasure value between 

presence and purchase intention had a partial mediating effect. This supported Hypothesis 3a. 

Table 1. Mediating effect of emotional value between sense of presence and purchase 

intention 

Steps Variables β t VIF adj.R2 F 

I: IV→MV 
Sense of Presence → Emotional 

Value 
.579 12.265*** 1.000 .333 150.438*** 

II: IV→DV 
Sense of Presence → Purchase 

Intention 
.681 16.036*** 1.000 .461 257.154*** 

III: IV/MV→DV 

Sense of Presence → Purchase 

Intention 
.388 8.994*** 1.505 

.631 256.149*** 
Emotional Value → Purchase 

Intention 
.505 11.723*** 1.505 

*p<.05, **p<0.01, ***p<.001 

In addition, to determine whether visual authority value plays a mediating role in the influence of presence 

on purchase intention, the mediation effect was tested using Baron & Kenny's three-stage regression analysis 

[40]. As seen in Table 2, in the first step, the standard coefficient, the beta value, is .544 and is statistically 

significant with a significance probability of p<.001. In the second step, the resulting β is .681 and is 

statistically significant. The third stage is the result of a regression analysis to determine whether the 

independent variables of presence and visual authority value affect the dependent variable, purchase intention. 

In the effect of sense of presence on purchase intention (dependent variable), the β value was .412, which was 

statistically significant. In the effect of visual authority value on purchase intention, the beta value was .494, 

which was statistically significant. The results supported Hypothesis 3b. 
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Table 2. Mediating effect of visual authority value between sense of presence and purchase 

intention 

Steps Variables β T VIF adj.R2 F 

I: IV→MV 
Sense of Presence → Visual 

Authority Value 
.544 11.181*** 1.000 .298 125.015*** 

II: IV→DV 
Sense of Presence → Purchase 

Intention 
.681 16.036*** 1.000 .461 257.154*** 

III: 

IV/MV→DV 

Sense of Presence → Purchase 

Intention 
.412 9.868*** 1.420 

.632 258.200*** 
Visual Authority Value → Purchase 

Intention 
.494 11.816*** 1.420 

*p<.05, **p<0.01, ***p<.001 

Lastly, to determine whether economic value is mediating the influence of presence on purchase intention, 

the mediating effect was tested using Baron & Kenny's three-stage regression analysis (Table 3). The third 

step is the result of a regression analysis to determine whether the sense of presence and perceived economic 

value affect purchase intention. in the results, the effect of sense of presence has a β value of .367 on purchase 

intention. The effect of economic value on purchase intention has a β value of .509. The economic value 

between presence and purchase intention partially mediates. The results provided support for Hypothesis 3c. 

Summarizing the above, Hypothesis 3 was supported. 

 

Table 3. Mediating effect of economic value between sense of presence and purchase 

intention 

Steps Variables β T VIF adj.R2 F 

I: IV→MV Sense of Presence → Economic 
Value 

.617 13.521*** 1.000 .378 182.806*** 

II: IV→DV Sense of Presence → Purchase 
Intention 

.681 16.036*** 1.000 .461 257.154*** 

III: IV/MV→DV 

Sense of Presence → Purchase 
Intention 

.367 8.111*** 1.613 

.621 246.360*** 
Economic Value → Purchase 

Intention 
.509 11.266*** 1.613 

*p<.05, **p<0.01, ***p<.001 

5. Conclusion 

With the explosive growth of the use of Metaverse platforms, virtual fashion marketing through avatars is 

also expected to expand in various directions. However, research on fashion-related industries in this newly 

emerging virtual world still needs to be completed. This study sought to identify the relationship between the 

characteristics of the Metaverse platform and the factors affecting how the perceived value of virtual fashion 

products affects purchase intention. The empirical results and this study's hypotheses are as follows. First, the 

perceived sense of presence was found to have a significant effect on the emotional value, visual authority 

value, and economic value of the virtual avatar fashion perceived by the participants. Second, as a result of 
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examining whether the value of virtual fashion products on the Metaverse platform affects users' purchase 

intention, emotional value, visual authority value, and economic value were all found to have a significant 

favorable influence. In addition, all of these perceived value factors were confirmed to have a significant partial 

mediating effect on the effect of the realism of the Metaverse platform on purchase intention. 

The academic significance gained from the research results is as follows. First, this study empirically 

confirmed that users' perceived sense of presence on Metaverse can positively impact their perception of the 

value of virtual fashion products of avatar. This study is first that examines users' perceived value of avatar 

virtual fashion products on the Metaverse platform through the three factors of value. Second, all hypotheses 

showed significant results in the relationship between the value factors of users' perceived virtual fashion 

products on the Metaverse platform and their influence on purchase intention. This result was consistent with 

previous research claiming that emotional value, self-expression value, and economic value significantly 

influenced purchase intention. Among the perceived values of game items, economic value, and the results 

were consistent with some of the results of previous research claiming that self-expression value has a 

significant impact on purchase intention. The results contribute to the growing literature of Metaverse 

marketing, adding to the theorization of Metaverse research by expanding the understanding of virtual fashion 

products' perceived value. In total, we empirically analyzed the causal relationship between the characteristics 

of the Metaverse platform and the virtual fashion experience using avatars - a topic that has yet to be covered. 

We formed new insights into virtual fashion consumption, providing primary data for related research streams. 

Our survey respondents consisted only of those with recent Metaverse experience, so the research results were 

highly effective. 

The practical implications of this study are as follows. The survey was limited to users who had access to 

virtual fashion products through the newly emerged Metaverse platform and was significant in that all age 

groups participated in the survey evenly distributed. The reliability of the research results is high in that the 

study was conducted only with subjects who used and experienced virtual fashion products through the 

Metaverse platform, which aligns with the research topic on users' purchase intention for virtual fashion 

products on the Metaverse platform. This is possible, and the survey responses from all age groups have great 

significance as they allow us to understand the perception and intention of virtual fashion products from the 

perspective of users of various generations. The significance of this study is that by selecting Zepeto as a 

stimulus for the Metaverse platform where virtual fashion products can be used, the reliability of the study's 

results was further increased. This is a crucial reference for analyzing the current status of the Metaverse 

platform used to experience and consume virtual fashion products. 

This study has limitations, which lead to the need for follow-up research. The context of this study is limited 

to avatar virtual fashion products, so procedures to verify the research results through research on various 

virtual fashion products are necessary. In addition, since the study was based on a limited sample of Korean 

consumers, it is necessary to review the facts discovered through research based on a broader sample that 

includes younger teenage consumers. Lastly, only partial mediating effects were confirmed for all factors of 

perceived value established in this study, so follow-up research is needed to identify more comprehensive 

avatar fashion experience value by considering additional mediating variables. 
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