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            Abstract
          
        

        
          Brands aim to make brand attitudes through the brand experience. The Metaverse is a novel environment where users can experience brands and become a environment where brands can raise awareness. This research aims to analyze the characteristics of the brand experience that expands to a new platform and how it affects brand awareness and attitude, conducted in research questions on brand experience reflecting the characteristics of the Metaverse. The characteristics of the brand experience were investigated in the representative Metaverse platform, the ZEPETO case. This study showed that a brand represents its core values in new environments, can embrace new technologies, and accepts changes in target consumers' needs. Brands engaging in the Metaverse can initiate a virtuous cycle of network effects, where increased user participation and content reinvestment drive mutual long-term growth.

        

        
          
            초록
          
        

        
          브랜드는 브랜드 경험을 통해 사용자에게 브랜드를 인지시키고 태도를 형성하고자 한다. 메타버스라는 새로운 플랫폼으로의 확장은 사용자에게 브랜드를 경험할 수 있는 새로운 환경을 제공하며, 브랜드 인지도를 높일 수 있는 공간이 된다. 본 연구에서는 메타버스의 특성을 반영한 브랜드 경험에 대한 연구문제를 통해 새로운 플랫폼으로 확장되는 브랜드 경험의 특성이 브랜드 인지와 태도에 어떠한 영향을 미치는지 분석하고자 한다. 대표적인 메타버스 플랫폼 제페토(ZEPETO) 사례를 통해 브랜드 경험의 특징을 살펴보았다. 메타버스로 확장하는 브랜드들 브랜드 인지를 위한 브랜드 경험이 전제되었고, 사용자는 브랜드의 맥락을 유지하면서 메타버스만의 특화된 표현 방법을 기대하였다. 또한 브랜드는 메타버스로의 확대를 통해 메타버스의 메인 유저인 미래 고객층의 특성을 이해하고 상호적이며 지속적인 커뮤니케이션을 시도하고 사용자 참여와 콘텐츠의 재투자로 이루어지는 선순환적 네트워크 효과가 가능하다는 결과가 추론된다. 아직까지는 메타버스 플랫폼에서 좋은 평가를 받고 있는 브랜드의 시도 조차 사용자를 만족시키기에 부족한 실정이었으나, 새로운 세대를 위한 브랜드 가치 전달과 친밀감 유지를 통한 사용자와의 동반 성장의 가능성은 확인할 수 있었다.
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      I. Introduction
      
        1-1 Background and Research Purposed
        The Metaverse is a hot topic in many fields. With the development of information and communication technology following the commercialization of 5G and the increase in online activities due to the COVID-19 pandemic, the Metaverse is extending. The Metaverse, a three-dimensional virtual world where people perform social, economic, and cultural activities like they do in the real world, is becoming a symbol of the changes of the era as much as the Fourth Industrial Revolution[1]. As various physical activities in the real world move to the virtual world, companies and users actively spread work, entertainment, and socializing in the colossal Metaverse platform[2]. Brands have been adapting to this changing environment and distribution trends that cross online and offline to attract users' attention[1]. Design influences consumers' perceptions of branding and consequent market success, so brands seek to represent themselves on new platforms. They also try to reflect the brand experience to establish a new image[3]. These brand activities reflect how the brand experience tailored to the platform's characteristics provides users with specific brand associations or signals, raising their awareness of the brand and opening them to the brand's influence[4].

        ZEPETO, a well-known metaverse platform launched by NAVER Z in 2018, allows users to interact using three-dimensional avatars. Since its launch in 2018, 200 million users worldwide have used it[5]. ZEPETO users travel around, take pictures, communicate with friends, and even create mini-dramas in a virtual world through avatars[6]. ZEPETO is developing its metaverse by developing its virtual world in cooperation with various brands to strengthen its content. However, despite the recent interest in virtual worlds, there has been a lack of discussion about the characteristics of brand experiences in them. Thus, it is necessary to understand the characteristics of the Metaverse and look at how users interact with brand experiences. In this study, we analyze the user experience of brands in the Metaverse to determine what factors raise users' brand awareness and how they affect their brand attitudes.

      

      
        1-2 Research Method
        This study was conducted in four parts to determine how the brand experiences in the Metaverse affected users' brand awareness and attitude. In the first part, a literature review was conducted to identify key metaverse characteristics and brand experiences and brand attitudes in it. In the second part, the characteristics of three brands' experiences in ZEPETO were analyzed. In the third part, a survey was given based on a case study and the results were subject to correlation analysis and one-way ANOVA using SPSS 26.0 to identify the brand elements that users recognized and how those elements affected their brand attitude. In the fourth part, a semi-structured in-depth interview and a focus group interview were conducted with ZEPETO users from among the survey subjects to supplement the survey findings. The interviews were subject to thematic analysis to identify the characteristics of the ZEPETO metaverse and the content and visuals for each brand that users experienced. This study used quantitative and qualitative research methods to analyze brand experiences in the Metaverse and how those experiences affect brand awareness and attitude. The implications of its results should be considered by companies designing brand experiences on new platforms.

      

    

    

  
    
      Ⅱ. Literature Review
      
        2-1 Metaverse Platform
        
          1) Metaverse Characteristics
          The metaverse is a virtual world where social, economic, and cultural activities occur similar to those that occur in the real world[7]. The COVID-19 pandemic, which began in 2020, caused non-face-to-face contact to become commonplace worldwide, People's for offline activities to decline, and the desire for online communication to increase, all of which led to the rise in popularity of the metaverse, a mix of real and virtual spaces. Brands are also expanding their businesses in metaverses by delivering innovative brand experiences using new digital technologies[8]. In the metaverse, people can experience many things by visiting virtual places without physical restrictions. The main target users of the metaverse are Generation Z individuals born between 1995 and 2010 and Generation Alpha, born between 2010 and 2025 onward and have grown up in a digital age with widespread access to smart devices[9]. To reach new generations of consumers, brands need integrated strategies that combine content experiences and brand values[10].

          The Metaverse is composed of ludic and social virtual worlds Table 1. The ludic virtual world more resembles fictional worlds while the social virtual world more resembles the real world. In other words, the Metaverse is composed of ludic elements that do not occur in reality and social elements that reflect people's lived experiences.

          
            Table 1. 
				
            

            
              Metaverse content
            
            

          

          
            
              
                	
                	The Ludic Virtual World
                	The Social Virtual World
              

            
            
              	Background
              	Fictional
              	Factual
            

            
              	Time
              	Past & Present
              	Present
            

            
              	Avatar
              	Role-playing
              	Dentification
            

            
              	Aim
              	Fantasy & Dream
              	Lived experience
            

          

          

          The Metaverse reflects people's real-world values and lifestyles. The spatial environment affects human perceptions and the expected characteristics of social places are linked to meaningful experiences through user interactions[11]. In other words, the Metaverse provides users with easy access to activities and should provide them with exciting environments that users will want to stay inn for a long time.

        

        
          2) Cyberspace Characteristics
          W. Gibson first defined the concept of cyberspace as a "consensual hallucination" in his novel "Neuromancer." Later, when H. Rheingold described the concept as a virtual community that exchanges ideas through a computer network, cyberspace became a core concept in social science. Cyberspace is a network space that enables social interactions through communication and an interface environment that encourages synesthetic immersion[12]. Cyberspace has a dual nature in which it is virtual but is also connected to reality[13]. Cyberspace is designed to make users perceive the illusion of space and allows them to immerse themselves in an environment that feels real but is not. Cyberspace has three components: the scene, self-expression in the form of avatars, and interactions with others through communication and creation tools[12]. These three components are used to build a diverse range of social and ludic virtual worlds in cyberspace.

          The more social the world is, the more realistic it is and its experiences correspond closely to real-world experiences Fig. 1. On the other hand, the more ludic virtual the world is, the more imaginary and fantastic it is and its experiences cannot be experienced in the real world, allowing for a much wider variety[12]. Brand design in cyberspace is a strategic plan that attracts consumers' attention and instills a positive brand image in the[14].

          
            
            

            Fig. 1. 
				
            

            
              Virtual space design spectrum
            
            

            

          

        

        
          3) Real World Characteristics
          The real world is composed of the environment, its layout, human senses, aesthetics, and identity[14]. In the real world, users have multi-sensory experiences, which is different from cyberspace where most experiences are visual[15].

          Furthermore, in the real world, users express their emotions physically and based on their physical condition and often remember emotions in connection with a certain place through memories that can last for a long time[16]. They can obtain comprehensive spatial information by exploring their environments[17]. Although when people perceive a space, they do so primarily physically, their sight, hearing, and touch add to the quality of their interactions with the environment[18]. The real world requires us to physically be in it to experience it. Also, it emphasizes direct visual communication and experience by highlighting a relationship orientation of people who value emotion over reason[19].

          In the real world, brands combine design elements to form a style and the brand is recognized as a whole through synesthesia[16]. Brands induce consumption by giving people experiences that stimulate their senses. People who visit branded places have sensory experiences, feel emotions, and take actions, all of which give them a sense of awareness of and relationship with a brand[20]. Brands can improve their images by physically connecting with people and giving them experiences[4]. An attractive space is an essential design element. Creating spaces that can accommodate meeting and living can be a successful brand strategy[21].

        

      

      
        2-2 Brand Experiences
        Visual expression is an essential element of brand design and brands can use visual elements to create new information while maintaining their image[22]. In the era of convergence in which new media, such as smart phones, tablets, and computers, have been developed, media power has become user-oriented due to the increase in the number of synesthetic experiences that transcend time and space and allow for social interaction[7]. These new media are capable of offering a broader range of visual expression and brand experiences and perform better than traditional media[23]. All daily life experiences are related to the space in which they take place and include the area itself, the visual elements of a space can strengthen users' interactions with multi-dimensional sensory experiences[24].

        Brand experiences can positively communicate about a brand to people[20]. Brand awareness is recognizing and recalling a brand[25], it is a form of marketing communication about products that builds favor and trust for a certain brand in consumers' minds to influence them when making a purchase[26]. Through brand experiences, users feel the psychological distance of feeling, recognizing, and experiencing[27]. Brand experiences in virtual worlds can create emotional bonds and closing the psychological distance between consumers and brands[15]. Through brand experiences, users gain brand awareness, which has an effect on brand attitudes, leading to preference, immersion, and behavioral signals about the brand[28]. To increase brand awareness, brands should clarify their identity and create links with brand products[26]. Schmitt developed the concept of strategic experience modules (SEM), which contain Sens, Feel, Think, Act, and Relate. Each SEM has its own unique combination of two or more of these elements and creates a valuable user experience according to the brand's purpose[29]. Therefore, brand experience strategies need to be designed according to the brand's characteristics and managed holistically. This study examined brand experiences in the Metaverse in terms of Feel, Think, and Act[30] and how they affected brand attitudes.

      

      
        2-3 Brand Attitudes 
        Brands form brand attitudes by harmoniously people's emotions and mental impressions with brand awareness, beliefs, and personalities. Brand attitudes are consumers' overall evaluations of brands[4]. It is critical that brands cause consumers to form brand attitudes because they are related to the brand's attributes, activities, and attachments and become the way that people evaluate the brand and make choices related to it[31]. Positive brand attitudes create value, such as increasing market share, and provide companies with various benefits. Therefore, companies strive to develop positive brand attitudes[10]. Giving consumers positive brand attitudes is essential because they are likely to advertise the brand by word of mouth and buy that brand's products, which affects brand extension[32].

        This study measured brand attitude by analyzing brand experience factors on the Metaverse platform and how brand experience affects brand awareness Fig. 2.

        
          
          

          Fig. 2. 
				
          

          
            Research relationship diagram
          
          

          

        

      

    

    

  
    
      Ⅲ. Research
      In this study, the way that brands' design characteristics in the metaverse created brand experiences was analyzed. Three world maps within ZEPETO, their characteristics, and brand experiences were analyzed. Next, users were surveyed and in-depth interviews were conducted based on the case study analysis results.

      
        3-1 Case study
        The world maps in ZEPETO examined in this study included both social and ludic worlds. The brands present in ZEPETO analyzed in this study were BR Factory, CGV World, and Gucci Garden. BR Factory is a fantasy ice cream factory with ludic virtual world elements. CGV World is a theater with strong social virtual world characteristics. Gucci Garden is mixed social and ludic virtual world that merges a museum in Florence with a Dongdaemun Design Plaza exhibition in Seoul.

        Each brand was classified according to its metaverse content[33], virtual space design spectrum[11], and referred to previous studies[34]; the Metaverse platform's design type analysis framework Tables 2~4 were constructed.

        The metaverse is a fully immersive virtual 3D environment in which users create value by interacting and collaborating[11]. Cyberspace is an interface environment that creates synesthetic immersion[12]; It measures the virtual space design spectrum of each type of content in the virtual world as the position between cyberspace and the real world for this study based on Fig. 1. Therefore, cyberspace was treated differently from virtual worlds.

        
          1) Baskin Robbins 'BR Factory'
          In BR Factory, launched by Baskin Robbins, users can experience digital commerce that combines virtual and real spaces in a fairytale-like space in a snowy field. Users can purchase costumes and props for their avatars that reflect the Baskin Robbins brand. Users can pass through an ice cream transformation machine that transforms their avatar into ice cream[35].

          The BR Factory is a fantastic ludic virtual world that clearly reflects the brand's name and creates links with related products. The elements that directly show the brand help create brand awareness among users. The world was developed using the brand's products, including various ice cream flavors, and the surreal experience reflects the brand's characteristics well Table 2.

          
            Table 2. 
				
            

            
              Designing of the Metaverse platform 1) BR Factory
            
            

          

          
            
              
                	Brand
                	ZEPETO
              

            
            
              	Baskin Robbins
              	BR Factory
              	
                
              
            

            
              	Virtual space design
            

            
              	
                
              
            

            
              	Brand visual expression
            

            
              	Brand name
              	Logo
              	Color
              	Product
              	Facade
              	Interior
            

            
              	⊙
              	●
              	●
              	◐
              	◐
              	◎
            

            
              	Brand Experience
            

            
              	feel
              	think
              	act
            

            
              	try on uniform
              	passes through the ice cream transformation machine
              	making an ice cream cake
            

            
              	Analysis
              	- Characteristics of a highly ludic virtual world: fantastic space with products
- A central element of brand visual expression: color
- Brand awareness: Lack of connection with real space, but excellent
- Brand experience: Product-oriented elements
- Metaverse Characteristics: interaction through a game; the product as a medium in the fiction of an ice cream factory
            

          

          
            
              (very strong ● / strong ⊙ / middle ◐ / weak ◎ / very weak ○)
            

          

          

        

        
          2) CGV 'CGV World'
          CGV World IS ZEPETO's first movie theater. The manager of CGV said, "We established a new point of contact with customers through the metaverse and provide a differentiated theater experience to customers." Through CGV World, the CGV brand an aim to deliver a variety of unique attractions to users and services that can be enjoyed both online and offline[36].

          CGV World is a social virtual world that is designed to resemble a real world movie theater. This similarity was designed to promote brand awareness. Avatars can do things like sit in various seats or take selfies in photo zones; however, it was provided a meaningless action of a just holding a ticket or grabbing popcorn and soda in one's hand but could not eat it. These limitations of the virtual world can lead to less engagement with the brand experience Table 3.

          
            Table 3. 
				
            

            
              Designing of the Metaverse platform 2) CGV World
            
            

          

          
            
              
                	Brand
                	ZEPETO
              

            
            
              	CGV
              	CGV World
              	
                
              
            

            
              	Virtual space design
            

            
              	
                
              
            

            
              	Brand visual expression
            

            
              	Brand name
              	Logo
              	Color
              	Product
              	Facade
              	Interior
            

            
              	●
              	●
              	◐
              	◎
              	⊙
              	●
            

            
              	Brand Experience
            

            
              	feel
              	think
              	act
            

            
              	Take a selfie with a poster
              	Picking up tickets & experiencing seating
              	Grab popcorn & Coke
            

            
              	Analysis
              	- Characteristics of a highly social virtual world: the real space is reflected
- Central element of brand visual expression: interior
- Brand awareness: based on the real world but a bit lacking
- Brand experience: focus on in-theater behavior
- Metaverse Characteristics: the interaction of the brand experience is lacking due to the limitation of the virtual world that cannot be selected or eaten.
            

          

          
            
              (very strong ● / strong ⊙ / middle ◐ / weak ◎ / very weak ○)
            

          

          

        

        
          3) Gucci 'Gucci Garden'
          Gucci is one of the luxury brands that have a Metaverse presence. In February 2021, it opened a virtual store called Gucci Villa that appears to be located in Florence, Italy. In Gucci Villa, users can obtain information about new Gucci products and buy Gucci items for their avatars, representing a new source of revenue for Gucci. Later, in March 2022, Gucci opened the immersive multimedia exhibition "Gucci Garden Archetype: Absolute Typical" at the Dongdaemun Design Plaza in Seoul and in ZEPETO at the same time[37]. The exterior of the Gucci Garden resembles Gucci Museo, museum that opened in Florence in a 2011, to reflect how the brand respects nature and its philosophy. Moreover, in connection with the exhibition contents, Gucci Garden is designed to encourage collaboration and creation. It shows Gucci's identity by joining its past with its present[38].

          ZEPETO’s Gucci Garden's outside is a real world but its inside is the ludic and social mixed virtual world that resembles the Dongdaemun Design Plaza exhibition. Gucci Garden's exterior is similar to Gucci Mujeo while inside it users can experience the brand's advertisement images and videos. However, it was challenging to find the brand's name and products, users had to move their avatars around the space to find and wear products, but the structure was complex, making it difficult. Thus, the space did not score well in terms of user interaction Table 4.

          
            Table 4. 
				
            

            
              Designing of the Metaverse platform 3) Gucci Garden
            
            

          

          
            
              
                	Brand
                	ZEPETO
              

            
            
              	Gucci
              	Gucci Garden
              	
                
              
            

            
              	Virtual space design
            

            
              	
                
              
            

            
              	Brand visual expression
            

            
              	Brand name
              	Logo
              	Color
              	Product
              	Facade
              	Interior
            

            
              	●
              	◎
              	○
              	⊙
              	○
              	◐
            

            
              	Brand Experience
            

            
              	feel
              	think
              	act
            

            
              	View ads and video
              	Tour the exhibition
              	Find and wear new products
            

            
              	Analysis
              	- Characteristics of the mixed virtual world: mixing real and cyberspace
- Central element of brand visual expression: product
- Brand awareness: Lack of identity design elements
- Brand experience: many emotional experiences in the exhibition, product-centered cognitive experience added
- Metaverse characteristics: difficult to recall the brand, and not interact well
            

          

          
            
              (very strong ● / strong ⊙ / middle ◐ / weak ◎ / very weak ○)
            

          

          

        

        
          4) Results
          Brands' top priority was brand visual expressions[25]. Each brand offered different experiences in terms of Feel, Think, and Act. This case study had three major results. The first result was that brands developed their scene using social and ludic virtual worlds according to brand characteristics. In social worlds, avatars could have realistic experiences. In ludic worlds, avatars could have unrealistic experiences. The second result was that brands tried to increase brand awareness through representative design elements specific to each brand, such as colors, interior design elements, and products, as well as the brand's name. BR Factory strongly used the brand's colors, which are the most iconic design element; CGV World designed a real movie theater; and Gucci Garden exhibited the brand's products and advertisements. The third result was that the brands provided experiences for avatars, but they had insufficient interaction effects, which are essential to metaverse places. Most of the activities were conducted on one-sided missions, so they were unlikely to attract users to return.

        

      

      
        3-2 Survey
        The user's brand awareness and attitude (brand preference, design favorability, and brand preference after the ZEPETO experience) analyzed in the case study in Chapter 3.1 of this study were compared to three brands of ZEPETO. In addition, an online survey was conducted by presenting internal and external brand visual expressions and experiences through avatars as stimuli. When presenting stimuli, direct brand notice was limited by deleting the logo and text of the brand name to control the variables affecting recognition.

        The research period of this study was from November 24th to 27th, 29th to December 2nd, 2022, and a survey was conducted by presenting the visual expression and experience of the brand applied to ZEPETO as image stimuli. The demographic characteristics are shown in Table 5.

        
          Table 5. 
				
          

          
            Demographic characteristics
          
          

        

        
          
            
              	
              	Frequency
              	Percentage (%)
            

          
          
            	Sex
            	Female
            	106
            	64.4
          

          
            	Male
            	58
            	35.4
          

          
            	Age
            	Under 20
            	18
            	11.0
          

          
            	21~30
            	55
            	33.5
          

          
            	31~40
            	37
            	22.6
          

          
            	41~50
            	45
            	27.4
          

          
            	50 over
            	9
            	5.5
          

          
            	Total
            	164
            	100
          

        

        

        In addition, correlation analysis and one-way ANOVA were performed using the response values of 164 subjects with SPSS Statistics 26.0, a statistical program to determine the trend of the measured variables. As a result of the reliability analysis, the average Cronbach's Alpha of each item investigating brand awareness and attitude were 0.786, showing high consistency.

        
          1) Brand Awareness
          Brand awareness survey results were connected to the case study's brand awareness results. The most crucial brand design element for brand awareness was color, which 50.6% of survey respondents said was the most important element in BR Factory with 50.6%. In CGV World, 51.8% of respondents said the interior was the most important element. In Gucci Garden, 51.8% of users said products were the most important element Table 6.

          
            Table 6. 
				
            

            
              Brand awareness
            
            

          

          
            
              
                	Brand
                	Brand awareness
                	Element of brand awareness
              

            
            
              	BR Factory
              	80.0%
              	Color (50.6%)
            

            
              	CGV World
              	72.6%
              	Interior (51.8%)
            

            
              	Gucci Garden
              	58.5%
              	Product (51.8%)
            

          

          

          Fig. 3 shows the effects of participating in brand experiences, defined in terms of SEM which contain Feel, Think, and Act, on brand awareness. BR Factory was noted for the fact that it offered evenly distributed experiences. CGV World offered activities that could take place within the theater and promoted brand awareness through Act, more than Feel or Think. Gucci Garden reflected the fact through Think that its products greatly influence brand awareness.

          
            
            

            Fig. 3. 
				
            

            
              Brand experience for brand awareness
            
            

            

          

        

        
          2) Brand Attitude
          Pearson's correlation analysis was conducted to confirm the correlation between brand awareness and attitude (brand preference, design favorability, and brand preference after the ZEPETO experience), gender, and age, which are significant variables for each brand Table 7~9. Since the correlation analysis is linked to the brand attitude based on the perceived brand, data that did not recognize the brand were deleted from the survey results for the study's accuracy.

          As a result, brand awareness of BR Factory showed the most significant positive correlation with design favorability (r=.378, p<.01), and brand preference showed the most significant positive correlation with design favorability (r=.363, p<.01). Furthermore, design favorability showed a significant positive correlation with the brand preference after the ZEPETO experience (r=.617, p<.01) and a significant negative correlation with age (r=-.301, p<.01). This is interpreted as a tendency that the higher the age, the lower design favorability. On the other hand, gender did not show a significant correlation with brand awareness, brand preference, design favorability, and brand preference after the ZEPETO experience Table 7.

          
            Table 7. 
				
            

            
              Correlation between key variables
              1) BR Factory (N=134)

            
            

          

          
            
              
                	Variable
                	1
                	2
                	3
                	4
                	5
                	6
              

            
            
              	1 Brand awareness
              	1
              	ﾠ
              	
              	
              	ﾠ
              	ﾠ
            

            
              	2 Brand preference
              	.085
              	1
              	
              	
              	ﾠ
              	ﾠ
            

            
              	3 Design favorability
              	.378**
              	.363**
              	1
              	
              	ﾠ
              	ﾠ
            

            
              	4 Brand preference after the ZEPETO experience
              	.238*
              	.320**
              	.617**
              	1
              	ﾠ
              	ﾠ
            

            
              	5 Sex
              	.105
              	-.085
              	.093
              	.066
              	1
              	ﾠ
            

            
              	6 Age
              	-.116
              	.115
              	-.301**
              	-.044
              	-.261**
              	1
            

          

          
            
              *p〈.05, **p〈.01, ***p〈.001
            

          

          

          Brand awareness of CGV World showed the most significant positive correlation with design favorability (r=.368, p<.01), and brand preference also showed the most significant positive correlation with design favorability (r=.609, p<.01). Design favorability showed a significant positive correlation with the change in brand preference after the ZEPETO experience (r=.560, p<.01) and a significant negative correlation with age (r=-.194, p<.01). This is interpreted as a tendency that the higher the age, the lower the design preference. On the other hand, sex did not show a significant correlation with brand awareness, brand preference, design favorability, and brand preference after the ZEPETO experience Table 8.

          
            Table 8. 
				
            

            
              Correlation between key variables
              2) CGV World (N=119)

            
            

          

          
            
              
                	Variable
                	1
                	2
                	3
                	4
                	5
                	6
              

            
            
              	1 Brand awareness
              	1
              	
              	
              	
              	
              	
            

            
              	2 Brand preference
              	.239**
              	1
              	
              	
              	ﾠ
              	ﾠ
            

            
              	3 Design favorability
              	.368**
              	.609**
              	1
              	
              	ﾠ
              	ﾠ
            

            
              	4 Brand preference after the ZEPETO experience
              	.181*
              	.536**
              	.560**
              	1
              	ﾠ
              	ﾠ
            

            
              	5 Sex
              	.111
              	.090
              	.056
              	.167
              	1
              	ﾠ
            

            
              	6 Age
              	-.115
              	-.137
              	-.194*
              	-.133
              	-.225*
              	1
            

          

          
            
              *p〈.05, **p〈.01, ***p〈.001
            

          

          

          The brand awareness of Gucci Garden showed the most significant positive correlation with design favorability (r=.537, p<.01), and brand preference had the most significant positive correlation with the change in brand preference after the ZEPETO experience (r=.455, p<.01). Design favorability had a significant positive correlation with brand preference after the ZEPETO experience (r=.555, p<.01). Gender (r=-.194, p<.01) showed a significant negative correlation. Therefore, it can be seen that women tend to recognize more brands than men. On the other hand, by age, there was no significant correlation between brand awareness, brand preference, design favorability, and brand preference after the ZEPETO experience and sex Table 9.

          
            Table 9. 
				
            

            
              Correlation between key variables
              3) Gucci Garden (N=96)

            
            

          

          
            
              
                	Variable
                	1
                	2
                	3
                	4
                	5
                	6
              

            
            
              	1 Brand awareness
              	1
              	
              	
              	
              	
              	
            

            
              	2 Brand preference
              	.318**
              	1
              	
              	
              	ﾠ
              	ﾠ
            

            
              	3 Design favorability
              	.537**
              	.391**
              	1
              	
              	ﾠ
              	ﾠ
            

            
              	4 Brand preference after the ZEPETO experience
              	.446**
              	.455**
              	.555**
              	1
              	ﾠ
              	ﾠ
            

            
              	5 Sex
              	.302**
              	.160
              	.106
              	.156
              	1
              	ﾠ
            

            
              	6 Age
              	.014
              	-.022
              	.007
              	-.027
              	-.164
              	1
            

          

          
            
              *p〈.05, **p〈.01, ***p〈.001
            

          

          

        

        
          3) Results
          The survey results showed that the main visual expression elements that most strongly affected brand awareness were slightly different for each brand. BR Factory most strongly utilized color, one of the most important brand identity elements[39], and 80.0% of survey respondents recognized the brand. For CGV World, the strongest element was the interior, and 72.6% of respondents recognized the brand, which was less than BR Factory. Gucci Garden offered products that have a great influence on the symbolic value that is a characteristic of a luxury brand[40], only 58.5% of respondents recognized the brand, which was the lowest of the three brands. These results show that critical brand identity elements directly impact brand awareness.

          There were three results related to brand attitude. The first result was that brand awareness was positively correlated with brand preference in the virtual world, design preference, and the change in brand preference after the ZEPETO experience. The second result was that brand preference was positively correlated with design preference and brand preference after the ZEPETO experience. The third result was that brand preference increased after the ZEPETO experience when users liked the brand's designs. However, sex and age were not strongly significantly correlated with brand attitude.

          The one-way ANOVA according to whether respondents who recognized the brands had experience with ZEPETO showed no statistically significant difference in brand awareness and attitude, likely due to the fact that the survey was conducted with images because the brand experiences in ZEPETO took place in three-dimensional environments with avatars. Therefore, respondents were interviewed in depth about the characteristics and effects of the brand experiences to better understand the results.

        

      

      
        3-3 In-depth Interview
        In-depth interviews were conducted to determine whether brand experiences through Avatar in ZEPETO affected users' brand attitudes. Interviewees were ZEPETO users evenly distributed in age from the lower grades of elementary school to users in their 40s. Interviews were conducted during January 3 ~ 12. Interviews were semi-structured in-depth interviews and a focus group interview. The in-depth interviews took an average of 45 minutes and were conducted face-to-face or remotely according to the participant's circumstances. All interviews were recorded and transcripts were made. All participants consented to the interviews. focus group interview allowed participants to freely share their opinions and build off of each other's opinions[41]. Generations Z and Alpha are the main Metaverse targets[9], participants from these generations participated with their parents during the focus group interview.

        
          Table 10. 
				
          

          
            Interviewees
          
          

        

        
          
            
              	
              	Participant
              	Sex
              	Age
            

          
          
            	Semi-structured in-depth interview
            	A
            	F
            	38
          

          
            	B
            	F
            	40
          

          
            	C
            	F
            	46
          

          
            	D
            	M
            	23
          

          
            	E
            	F
            	26
          

          
            	Focus Group Interview
            	F
            	F
            	9
          

          
            	G
            	M
            	16
          

          
            	H
            	F
            	16
          

          
            	I
            	F
            	47
          

          
            	J
            	F
            	47
          

        

        

        
          1) Results
          The interviews were classified using thematic analysis, which can analyze data inductively, so it can summarize, emphasize, and interpret critical features, including participants' experiences and perceptions and social context [42].

          The interviews were classified using thematic analysis, which can analyze data inductively, so it can summarize, emphasize, and interpret critical features, including participants' experiences and perceptions and social context [42]. It can also highlight the social, cultural, and structural contexts that influence individual experiences, enable the development of knowledge constructed through interactions between researchers and research participants, and analyze qualitative data that are socially meaningful[43], so it was suitable for use in this study. Ten interviewees were asked five questions about understanding the metaverse platform and 14 questions each about the three brands of ZEPETO, 'BR Factory,' 'CGV World,' and 'Gucci Garden.' The interviewees were delivered a documented questionnaire two days in advance and asked to visit three brands of ZEPETO in advance. During the interview, questions were added according to the story flow of the participants[44]. After collecting responses for each question through interviews, implications for each item were derived, focusing on five keywords; 'Purpose of using the Metaverse,' 'Brand experience,' 'Brand awareness,' 'Brand attitude,' and 'Others.' The main contents of the interview are summarized in Table 11.

          
            Table 11. 
				
            

            
              Summary of Interviews
            
            

          

          
            
              
                	Classification
                	Interview Content
                	Implication
              

            
            
              	Purpose of Using the Metaverse
              	- Efforts to provide newness to consumers
              	- Creation of shared value (CSV)
            

            
              	- The concept of long-term investment
- Communication with the new generation
              	- Verification of brand expansion and future orientation
- Imprinting the brand on the new generation, the future customer base
            

            
              	Brand Experience
              	- Requires visual expression to the brand awareness
- Requires new product and promotional information and participation content
              	- Need for reciprocal communication connected to the product
- Searching for ways to connect to sales
            

            
              	- Similar to reality, but expect an entirely new way of experience
- Brand design and products are attractive when they are configured according to the characteristics of the virtual world
- The current brand experience is a one-way engagement
- Lack of personalized experience
              	- Expansion that connects the context of brand identity
- Active use of immersive graphic technology and virtual world characteristics
 : The challenge of expression methods incorporating new technologies
 : Content composition with enhanced interaction and consideration of individual autonomy
            

            
              	Brand Awareness
              	- Brand awareness through brand identity elements and products
- The brand image of reality is also connected to the metaverse
              	- Providing accurate brand information through brand identity and products
- Consistent expression of brand value and image
            

            
              	- Brand awareness through brand experience reflecting product characteristics
- A brand experience without a connection with the brand is unnecessary
              	- Diversify experiences using brand characteristics and products
            

            
              	Brand Attitude
              	- Interest is growing because it is a new attempt by the brand, and it is possible to expand the experience.
- In the virtual world, expect to realize the brand ideal in fantastic/synesthetic 
- Lack of information about new products
- Requires content to induce interest (Avatar product enhancement, game, connection to product purchase, etc.)
              	- Realization of new experiences unique to the virtual world
- Real-time brand activity connected to the virtual world in real-time
- Need for a virtuous cycle connection between reality and the virtual world
- Composition of contents considering the characteristics of the virtual world
            

            
              	- Satisfaction is determined by meeting expectations about the brand
- A close relationship with the brand leads to a positive brand attitude
- No need to revisit if there is no product or content update
              	- The importance of realizing a virtual world that fits the brand value
- Enhancing experiences through avatars
- Continuous content development and management
            

            
              	Others
              	- Difficult to manipulate space movement
- Tutorial required to understand virtual world configuration
              	- Consideration for easy access to space
- Identifying the needs of the main target and development considering the generational gap
- Diversification of designs considering interests and tastes
            

            
              	- The brand experience is biased toward female targets
- Lack of fun elements for a realistic main target
            

          

          

        

      

    

    

  
    
      Ⅳ. Integrate Results
      This study examined how brand experiences in the metaverse affect brand awareness and attitude. We derived implications for brand experiences in the metaverse by quantitative and qualitative analysis. There were four major results.

      The first result was that accurate brand awareness is important when brands want to expand to new platforms. As Participant B stated in their in-depth interview, "You have to intuitively perceive the brand to experience a new platform form properly," indicating that brands have to connect to their context to connect with various generations of users, some of whom may have no previous brand experience. This finding was also reflected in the survey results that showed that brand awareness was statistically significantly correlated with brand attitude. The second result was that users expected brand experiences to reflect the metaverse's unique characteristics. The primary reason that brands enter the Metaverse is to increase users' brand attitude and to try to encourage them to try something new. However, more importantly, "When the main target young friends were playing ZEPETO, naturally expose the brand to future consumers" [Participant E] is to plant a brand awareness or attitude in potential customers in the future. In other words, when a brand builds a social or ludic virtual world, it can improve users' brand attitude by satisfying their expectations by introducing exciting elements to them that use metaverse characteristics and that are impossible in reality. The third result is that brands need circular, interactive experiences that connect the real world and cyberspace. Brand preference was statistically significantly correlated with design favorability and brand preference after the ZEPETO experience. Design favorability was positively correlated with brand preference after the ZEPETO experience. The survey results also reflected the respondents' brand attitudes, such as Participant E saying, "What you think about the brand in reality, is unconditionally connected to the virtual world as well."  The fourth result was that brands need to engage in continuous interaction and communication with users. Many users mentioned the most effective interaction of the Metaverse is the brand is reflected, only created in a new virtual world's activity. Nevertheless, the dominant opinion was that the current metaverse brand experiences induce unilateral participation, although there were differences between generations and game preferences. Another common opinion was that respondents did not want to return unless they could do different things the next time they came. The results showed that repeat visits were unlikely.

    

    

  
    
      Ⅴ. Discussion and Conclusion
      The brand design significantly affects consumer perceptions of brands and consequently their market success[45]. Therefore, this study aimed to explore the considerations for brand design of the metaverse using the characteristics and effects of brand experiences concludes as follows.

      This study showed that a brand represents its core values, even in new environments, can embrace new technologies, and accepts changes in target users' needs. Brand design was evaluated holistically[45], so changes in the new platform's brand awareness and attitude seem to have been a result of interaction between the brand and the user. Also, the Metaverse is a new type of environment where users can experience brands and has the potential to become a place where brands can raise awareness of themselves. Brands that want to join the Metaverse should have content and virtual worlds that meet the needs of young generations beyond the concept of creating shared value and must stand out in users' minds by offering easily accessible unconventional experiences. Even though currently brands' virtual worlds received good reviews, they still did not satisfy users. Brands may still be focusing on Creating Shared Value on this new platform, which may differ from users' expectations for the brands. Therefore, brands should understand the psychology and behavioral characteristics of Generation Alpha users because they are the primary metaverse users. They were born and raised with ubiquitous digital technologies and use images and videos as essential means of communication[9]. To secure future customers, brands must strive to deliver value to and maintain connections with Generation Alpha, and the brand must utilize immersive graphics and technologies to build virtual worlds that are compelling for them. Lastly, brands should expect to grow together with users over the long term. The Metaverse presents an expansion opportunity for brands to share experiences with various generations and a space where users can have unique brand experiences that transcend time and space. Brands that try new ways of communication by joining the Metaverse can start a virtuous cycle through the network effect in which user participation and content reinvestment occur.

      This study was meaningful in that it identified the characteristics of brand experiences and how they have changed in the metaverse. This study analyzed centrically the scene of each brand's virtual space design spectrum in the metaverse. However, it only examined a limited number of brands and did not examine how brand experiences varied by product category. Future research should examine brand experiences by product category and the integrated utilization of the virtual space design characteristics, including interactions through avatars. Such research can further support brands in producing high-quality brand experiences in the metaverse.
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        2008년～2013년: Director of Shinsegae Dept. VM Design, DKDC Corp.

        2014년～2020년: VMD Team Deputy General Manager, SPC Group & BR KOREA LTD.

        2020년～현 재: 우송대학교 테크노미디어융합학부, 강사

        2020년～현 재: 연세대학교 생활디자인학과 석박사통합과정

        2023년～현 재: 을지대학교 의료홍보디자인학과, 강사

        ※관심분야：브랜드 디자인(Brand Design), 브랜드 경험(Brand Experience), 시각 커뮤니케이션(Visual Communication), 플랫폼 확장(Platform Expansion) 등

      

      
        이현주(Hyun-ju Lee)
        
          
        

        1986년：TAMA ARTS University, Japan (시각디자인 석사)

        1990년：Tokyo University of the Arts, Japan (디자인 박사)

        1990년～1992년: Design Focus Inc. 아트디렉터

        1993년～1997년: 대전전문대학 조교수

        2001년: 연세대학교 대외협력처 디자인팀장

        2003년: 연세대학교 디자인기획팀 팀장

        2005년: 연세대학교 연세디자인센터 소장

        1997년～현 재: 연세대학교 생활과학대학 생활과학부 생활디자인전공 교수

        ※관심분야：브랜드 디자인(Brand Design), 시각 커뮤니케이션(Visual Communication), 사회혁신(Social Innovation) 등
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