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[Abstract]

As technology develops, the use of metaverse platforms that combine the virtual and real worlds is accelerating. Several brands
have established a brand environment in the metaverse platform, and luxury brand environments can be observed therein. Therefore,
this study aimed to empirically study the effect of luxury brand experience factors on affective commitment, brand attitude, and
continuous use intention in the metaverse, focusing on the BVLGARI in Zepeto. Consequently, it was found that escapist, esthetic,
and educational experiences exhibited a positive (+) effect on affective commitment. Further, affective commitment exhibited a
positive (+) effect on brand attitude and continuous use intention, while brand attitude exhibited a positive (+) effect on continuous
use intention. This study provides direction regarding the aspects that should be considered when implementing a metaverse

environment in luxury brands as well as theoretical implications for verifying the relationship between factors.
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Measurement of variables iisheear
During the virtual space experience
of the brand in the metaverse
environment, it seemed to be out of (1]
Escapist reality. [7],
Experience | felt like | was in a different world [33]

while experiencing the brand's
virtual space in the metaverse
environment.
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| felt like | became a different
person while experiencing the virtual
space of the brand in the
metaverse environment.

| forgot my daily life for a while
while experiencing the virtual space
of the brand in the metaverse
environment.

| felt like | was in a different time
and place during the virtual space
experience of the brand in the
metaverse environment

Entertainment
Experience

The virtual space experience of the
brand in the metaverse environment
was enjoyable.

The virtual space experience of the
brand was pleasant in the
metaverse environment.

The virtual space experience of the
brand was exciting in the metaverse
environment.

The virtual space experience of the
brand in the metaverse environment
was fun.

Esthetic
Experience

During the virtual space experience
of the brand in the metaverse
environment, the design on the
screen attracted attention.

ltems on the screen attracted
attention while experiencing the
brand's virtual space in the
metaverse environment.

While experiencing the brand's
virtual space in the metaverse
environment, the space on the
screen attracted attention.

While experiencing the brand's
virtual space in the metaverse
environment, the space on the
screen felt attractive.

Educational
Experience

In the metaverse environment, we
learned about the brand through
virtual space experience of the
brand.

In the metaverse environment, new
information about the brand was
obtained through the virtual space
experience of the brand.

In the metaverse environment, the
brand's virtual space experience
was educational.

Affective
commitment

Through the experience of the
brand in the metaverse
environment, | am emotionally
fascinated.

| think the brand's experience in the
metaverse environment is special.

It has a firm identity for the brand's
experience in the metaverse
environment.

(1],

[27]

Brand attitude

| think the brand that creates and
operates a brand virtual space in
the metaverse is good.

| think the brand that creates and
operates a brand virtual space in
the metaverse is attractive.

(17]

305

It is favorable to the brand that
creates and operates a brand
virtual space in the metaverse.

| am interested in the brand that
creates and operates a brand
virtual space in the metaverse.

The brand that creates and
operates a brand virtual space in
the metaverse will be a leading
brand.

The brand that creates and
operates a brand virtual space in
the metaverse will be a brand that
seeks innovation.

| want to try the virtual space
experience of the brand again in
the metaverse.

| want to experience the products
and services of the brand | usually
want to buy in advance in the virtual

Continuous use | sPace in the metaverse created by [21]
intention the brand. [32]
| want to experience the virtual
space created by the brand often in
the metaverse.
| will continue to experience the
virtual space created by the brand
in the metaverse,
V. 23 4 ¥ Zn
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Table 2. Survey demographics results

B 3. #go MEE 3 EEHE B4

Table 3. Reliability and validity analysis results

Items | 4l | Reliabi-
Variables | (*elimi— . B AVE CR
ltems lity
nated)
852
: 829
Escapist 5(1) 4 923 686 | .880
Experience 834
796
760
E'ge”a!”me”t 4(1) 3 864 | 814 | .644 | .881
xXperience
832
: 762
EESth.e“C 4(2) 2 831 635 | 831
xperience .830
762
Educational 3 3 798 | 732 | .584 | .829
Experience
797
769
Affective 3 3 810 | 777 | .588 | .821
commitment
755
, 815
Brand attitude | 6(4) 2 820 657 | .789
806
769
Continuous |~ 4 3 866 | .810 | .656 | .871
use intention
849

Model Fit

CMIN/DF=1.509(p=.000) RMSR=.041
GFI=.886 AGFI=.827 CFI=.964 NFI=.902
RMSEA=.058

class n %
Male 42 27.3
Gender
Female 112 72.7
10s 58 37.6
Age 20s 46 29.9
30s 50 32.5
Seoul 42 27.2
Residence Metropolitan area 56 36.4
outside of Seoul
Province 56 36.4
Student 62 40.4
Job seeker 15 9.7
Office Worker 65 42.3
Occupation Freelancer 7 4.5
Self-employment 1 0.6
Specialized job 1 0.6
Others 3 1.9
~High sclhool 57 370
graduation
~College stydent / 16 10.4
. graduation
Education ~Uni ity student /
niversity studen 68 442
graduation
~Graduate school
student / graduation 13 8.4
total 154
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Table 4. Discriminant validity analysis results

Esca Enter Esth Edu
Ex Ex Ex Ex AC BA cul
Esca
o8 | 686
Enter | 400 | 644
Ex
Esth | 515 | 608 | .635
Ex
Edu | 404 | 618 | 618 | 584
Ex
AC | 582 | 573 | .453 | .491 | 588
BA | 261 | 549 | 561 | .466 | 534 | 657
cul | 359 | 630 | 486 | 552 | 548 | 615 | .656

*AVE g2} Corr? gf H|m

2t H2 SM: AVE &t

4-37h 7% 2w

1 Corr<AVE 2%
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Table 5. Research hypothesis & analysis results

H Variable B S.E. t B Result
Esca
H1-1 ExAC .356 .083 | 4.307 423 | Support
Enter )
H1-2 Ex—AC -.018 | .139 -.133 -.017 Reject
Esth .
H1-3 Ex—AC .381 .185 2.066 .320 | Support
Hi-4 | _EQU 375 | 160 | 2.338" | .350 | Support
Ex>AC | : : : PP
H2 AC—BA | 1.087 | .127 | 8.578™"" .932 | Support
H3 AC—CUI 481 142 2.233" 516 | Support
H4 BA—CUI 276 124 | 3.374™" .346 | Support
Model Fit CMIN/DF=1.450, RMSR=.043 GFI=.880
AGFI|=.835 NFI=.897 CFI=.965 RMSEA=.054
“p<.001 p<.01 "p<.05
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CMIN/DF: 1.450(p=.000), GFI+= 0.880, AGFI:= 0.835
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0.043, RMSEAE 0.054 % gel=|g]ch.
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