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[Abstract]

The best brand experience in the new environment is possible through flexible connection between the virtual and real worlds,
communication and participation there, and exchanges between platforms. To this end, the trans branding strategy system and
transmedia storytelling theory are reviewed, reinterpreted, and fused to present a branding strategy that can create a positive
experience for users, and the derived strategy method is verified as a branding case analysis for the metaverse ecosystem. A
sustainable relationship between consumers and brands in the metaverse ecosystem can be formed by implementing a trans
branding strategy using transmedia storytelling that can closely connect and integrate online and offline with fluid movement
through various media. This study is meaningful in that it made an essential and practical value proposition for strengthening the

relationship between producer and user, media and brand, based on content research analysis on user's brand experience.
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Table 1. The Dimensions of Brand Experience

Sensary Experience Experience through sensory perception such as sight, hearing, smell, and touch
Afective Experience An experience thal is immediately felt by the user's feelings or emotions
Intellectual Experience Cognitive and creative experiences that stimulate users' intellectual needs
Behavioral Experi E gained by doing or acting on ong's own

R E E

jences gained through relationships with other people or cultiures
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Fig. 1. Categories of Metaverse
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: Lotte World's ZEPETO plans to develop a global NFT * Areas related to extension of personalization and potential

game using brand content IP and implement a variety of !+ customer segments/ Experience with food and beverages

unique contents in the virtual world of ‘The Sandbox'. ! and various goods/ Virtual realization of the representative

Create a sustainable brand by linking unique brand assets  photo zone of real Lotte World/ Communication, sharing,

and contents online and offline. + and expansion of experience-related information world-
! wide through authentication shots, etc.

D_ Interaction with media and evolution : B_ Collab
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(Evolving ; (Collaborative

Interaction) Creation)

Transmedia

Convenience(a) Storytelling

Convenience(a)

S.M SI

(Systematic : (Sustainable
Multi-experience) : Identity)

: A_Personalized experience

1 Creators implement and provide procedures and : @ This is done while experiencing the representative
technologies for interaction with users, creators, and  attractions of Lotte World that are virtualized by an avatar
brands through liaison with ZEPETO./ In ZEPETO Studio, i on behalf of the experienced person. People have visual
item sales, world creation, limited video shooting : and auditory sensory experiences, emotional experiences,
functions, avatar customization and retouching, creators, i behavioral experiences, spatiotemporal experiences, and
Provides influencer activities, etc./ A branch where profit | intellectual experiences.
creation based on collaborative creation s active. H

C_ Relationships with the community and the world

The User Experience Spectrum of Transmedia Storytelling

Engagement

Discover Experience
Stage P
Engagement Attention ~ Rating  Affection
Level
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Fig. 7. Transbranding Strategy System Using Transmedia
Storytelling in the Metaverse Ecosystem_Lotte
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D_ Interaction with media and evolution

fused with content IP related to movie, webtoon, game,
and place reproduction in the real world, creating a
holistic worldview.

E

(Evolving

Interaction)

Convenience(a)

S.M

(Systematic
Multi-experience)

C_ Relationships with the community and the world

place reservations are provided, and communication,
sharing, and diffusion of place experiences are made

happiness./ Various sensory experiences are possible, but
itis difficult to generate profits,

;B Collaborative creation among community members
: The unigue story of the original Harry Potter novel is

: related to games, social media, authentication shots at
i actual implemented places, and goods./ Space-time and
 behavioral experiences are possible.

Transmedia
Storytelling

i A_Personalized experience
- Online, participatory events and the convenience of
i through ‘Butter Beer, a drink seen in the movie that
! realized the space in the movie into the real world, and
through the community. A sense of satisfaction and
* playground equipment using 3D image technology /
i Most experiences except intellectual experiences are
 possible.

 Globally communicate, share, and spread information

CC

(Collaborative
Creation)

Convenience(a)

S.I

(Sustainable
Identity)

" Virtual experience of the characters flying in the sky

"Harry Potter and the Forbidden Joumey', an indoor

The User Experience Spectrum ofTransmedla Storytelling

Engagement

Discover Experience
Stage PRIEEE
Engagement | .o Rating  Affection
Level

T8 8. MEMHA HefAollM EdAo|C|o] AR2HE
EdA 2T M2F HA_si2|ZE(RIMY 28

sl2ize)

Fig. 8. Transbranding Strategy System Using Transmedia
Storytelling in the Metaverse Ecosystem_Harry
Potter (Wizarding of Harry Potter)
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D__ Interaction with media and evolution B_ Collaborative creation among ity members

: Roblox expands the range of compatibility from web i @ Various activities such as extension of continuous
browsers to Android, 10S, Windows Phone, Windows i personalization and building a house in the virtual world
10, and Xbox for flexible and active grafting, interaction ; are possible. In this area, users can build groups and
and collaboration with evolution, adding multi-platform i continuously communicate, share and expand different
functions, and mobile Roblox system stabilization and | cultures, ideas and lifestyles with people around the
optimization. world.

E:I C.C

(Evolving (Collaborative
Interaction) Creation)

. Transmedia
¥ Convenience(s) SERER | Cior ling

S.M S

(Systematic (Sustainable
Multi-experience) Identity)

§  Convenience(a)

C_ Relationships with the community and the world A_ Personalized experience

+ Creators can share their work on the studio marketplace  : You can experience such as decorating your avatar as
and collaborate with the developer forum./ Introduced | you want it and building buildings in the virtual world. As
an award system to enhance motivation by satisfying | it is not in the real world, there is a limit to sensory
users' internal and external rewards./ Cryptocurrency : experience, but other than that, almost all experiences
(Robux) Support from and cash replenishment, enabling : similar to the real world are possible.

creators to use goods for creative activities/ enabling
more content and user influx.

Characters

The User Experience Spectrum of Transmedia Storytelling

Engagement Discover Experience
Stage

Engagement| ,yontion  Rating  Affection
Level

T8 9. MEMHA HefAollM EAD|Cjo] AR2[HES

EdA HAlY Mk HA_2ES2

Fig. 9. Transbranding Strategy System Using Transmedia
Storytelling in the Metaverse Ecosystem_Roblox
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