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ABSTRACT

In the metaverse, which has emerged as a new topic, instead of the real self, avatars move, wear clothes,
and communicate with others. The metaverse, which expanded the real world to the virtual world, similarly
shifted human Iife, which led users to purchase virtual clothing for avatars. This research intended to de-
termine how presence affects metaverse users and why users want to purchase virtual or actual clothes in the
metaverse. To this end, an online survey was conducted on 330 men and women in their 20s and 40s fa-
miliar with the metaverse, and the collected data were analyzed using a structural equations model and the
macro process of SPSS. The findings revealed that presence (self, physical, and social) had a positive effect
on the extended self through avatars. The extended self had a positive effect on both virtual clothing pur-
chase intention and actual clothing purchase intention. Those with high virtual clothing purchase intention
showed high actual clothing purchase intention. In addition, for those with a higher ideal self-seeking ten-
dency, the influence of the relationship between the extended self and actual clothing purchase intention was
greater. The results of this study will provide insights into fashion brand channel operations and brand prod-

uct exposure strategies in the metaverse.
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vEb 2 Sl A" Azl &E Aot TP F R AAF AF] Fuheld vAE 9F

I M2

714 - 29 (meta) 3 AA - -5 (universe) 2] 3
o] W B} A (metaverse) 7} =W 8] =E3I
N2 shroh vEet s JAAA L 7HEAA 7
HFHO R AAeAdaste 7MY 2R 3D Ve
2 73" Al 49

HTH(Yoon, 2021).
Ho)AEL mEHmeta) 2 AFES WAsH HE
W2 gig 7o Tejdie #d A S 3
a3 ATH(Choi, 2021). WMEFH 27 FEEE F8
EHEFY AT AFHOE FIHE Kol
A=, AFE(Zepeto, =) S22 F3 o]
Az 2992 JEYL ol&a F9 Fdd F

Fo7 wWE A7 AAYL, ZEE2(Roblox,
=)¢] 3F o]&z7t 2019 1E71e 15497k
ol A 2021 d 1#7]9] 4189wt o2 171% =
7V8lth(Jeong, 2021). 224 HEM A~ AF FR
= 20219 oF 57ZU(4819 20009 €E)elA
20281 <F 1,035 (87234 50009 &) & =7}
gk 7102 AWE =, ole AFF AAE] 4.1%
2 7eE 44E didete AWAtH(Choi, 2021).
AHAM| Gol A THIMAIRY] S LMNARJ]
q57] Y= VR, AR, MR, €&
I3 5¢ 3D A7 = 14 7E, dE&F
3D =7 WEAY glo] AALYHA A$E
A = UEHA 7%, 7PHAA &
g 4 3= "/lAIY HMD(Head Mounted
Display) ¢t 7+ tjupo]x, wEpM A7 FHE &
TP ERE 0] AEE ook gk(Choi, 2019:
KPMG Samijong Accounting Corp, 2019). ©]<}
22 WEHAE 28 7lE2 FuldA SAF R
F24 9 AgEel 7e Jdzge FEFH Ae
et wEt 2o WtEA] o e S Azt
H= 7]%, 5G UEHI/|EL FEE 59
SAFAANA A AR 297E F F AE
zoll &3t tutel2s AAl 297He HER

& ¢ glel AEst @ ¢ e dHolth(Park,

=

ZollA webs 2ol &4
mEt 2 SEEe] 2

7| =
T TP RE —‘“&UH6}7]E a2, AAAMA <}
AL H|2E 7Y IS E A ZYE &
sto] 7HEAN A Al 7] Ak e ¥R A
dS AFey gk Egel dz, F29 =29
T IR (Guech) M E Zutd Blu2 AY Blyx
A1 (TennisClash) & FHste] A ofutetE
g gAY FE AL, AL ol&A= F
Al ZEREANA s FulE F A AT

(Yoon & Park, 2021). &8 HZ A& A& &
I E T A Z 2 2HDDP) ol " FA7HE o}F Efo]
A A AY gol22 HAASE Meadsd, A

A F ON(AA 1340) 8 WE s Z9
Eoll Tk Azl Alkgie wE
3= AY, 44 ':Oﬂ A glol
AL, wlEpH 2o miEE o F, A s
ofeld 5 ArE7 1}30}74‘% Tl g 5 A
A oH(Kim, 2022).

Aol HER 2o M= ofutelrh AR
A= el A &Fstr] sl ofutelrt JA 2
7P FE Qe AN ER HEUL 7
37F & Aolzty AWgth(Korea International
Trade Association[KITA], 2022). A %<& =H4
obubeRS] & EAI8AL LA, Al (resell) 71 =]
WA otutel7E ZEstE HAAFS AA AFR

T 9 2712 A7 H(Sin & Jeong,

ol
TR

3 AB|zt A AE g]%_%_
2021). 7P3elFrol W &R FAlE EolA|
T ke A sl Eh v, e A
7HFe] A E) A7 HEA A 276
AEHEE vigh 2o A 9] HAd 7hgel et 4
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T &M UﬂF/P‘ﬂiﬁ,Oﬂ 7V
| A94 dAUES
EbH 2 PE‘ AL NA
el ol Amatell Al ojul st J3F
= HAEA, o &A= HER 2 1
g Fulstaat A, g 7Pl R
Ef 2o A AP TP RE Bl é_‘xi
& FusE L sk gEvt AeA
& Fstaat stk wEkA 2 <
WElH 29 EAQl A A7 (presence) & Aol Al 7+
(self-presence), &34 A 7H(physical-presence),
A}3 A A A 7 (social-presence) S & ThHA o2 A
oatal, WEpH oA JAAE AAfzho] wER A
& TPIAIES AAAEFS] Fujolrete] #AE
e, A Fejelmeke] AN FAgE
Apote] atE HFetaAl shlth wgh, Amate]
ol/FA Ao} F3gel wet A Aopet Al
AFE Fujej=oke] #AA B SgE Aot TPEA
F Tlezete] A EEHE HEA &
o B AFe wERZOA AXZE I Aot
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2 349 AAAAE Sdulee, FA - AA - B
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P*Mlﬁl Sl UﬂE}HV\Oﬂ/H% il
&5 & 3

el A 3 %73?5* (augmented reality),
AZ A Al (mirror worlds), Fe]Z=Z 7] (life logging),
7Hdd A (virtual worlds) 47HA2 vt d4A
4ol 2DW 3DE TrEoX 7HEe tAE =
5 AA HojA wtEs £33 S4AEAS AL
A (pocketmon go) Aol WEZHQ Aldelt &
AAAE IUE 2DY 3D 7THHAINSE &AM F

2

BE AT ASAAE FF012(google earth)
7F qiEAolty, glolZ 272 JlQlo] A
7153813 FH3taL dte ZoZ AXElIH, ¥ o
253 22 AAVESIAMEEE Tt 7MY
A2 FAAAE TdAY, FeJHoE e
TRl AARE AW 7HEAES orEhe
Al J o

o2 A28 Y HE(League of Legend), vl
A} = E (Minecraft), 2522 (Roblox) 53 2

= thxA9l el 2~ ZYE A= E(Zepeto)
rﬂE g}]tﬂ— Oﬂ

HMoon, 2072). 15 720 AAEAAE 8o
Wl g3} BAl) B9\ 20T wrEolx THA Aol
FAS A oA ol A ‘E’é‘}
Lo AES Poleln 2eddsA Qe A



il
rir 4;
ey
rlr
=
o
o o 2 2 M rp
fle oy X o

30 rlo ol [E ot
ol
N
i
l-fO
2
)
o
N
)

th(Moon, 2021).
HEp 2o A 3

[o & ox FE
Nz o o
B 2
= i
EOINE
NN
2 5
ko
N
—‘F\O{ ok
m
éﬂmﬂ
;er%’rmr
e o= @
>Emlo{'l;f
i,
ol
N
ﬂ%}
£
N
N

>~
>,
e
>,
B
o
o
N
)
olr
o
o
X, fo
ofr
ol
rlr
>
ol

2020). A7 FH=
s 3H(intelligence) ¥ o] °l*‘11}7} 7H el M

A
Bl =9} A3 24 (interactive) & & 4 A2, 7
2 F0 AsS M ZUzee F5Aes 5
8 &7 (immersive) & FHstE e 540 3l

H(Choi, 2019; Lee et al., 2021).

Az FH=9 hxAQ1 A E wEH A
|4 538t obubelr Atk wlERH AL &
AEH apdstE = 29 T Shve A
Al Aolrt ofutetE FaAA THIAAGNA &
o= Aolth, otutels ZPEAAINA & )
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ot
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oft 1
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$3, AL sy, FEAS THHE, A2 @
F gtk o ohuiElg ok FAE Y AN
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Aol7b wkdE 4= Qlth uizh AAR TP
A ZEet7] ol e QA HS 4
S =72 4 At (Moon, 2022).
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d 5
4 A tHBehm-Morawitz, 2013: Morie
Verhulsdonck, 2008). AH]ALS|oA 7]2le] A
2FES S oEsied AMEE § JEH,
= | Aoyt &dE7] wolgty 7
3 Belk(1988) & oluleloll = Al&-x} zpolr} A4
o =49 (Belk, 2014: Procter, 2021). o}uf
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=
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A3 —AE AAl
o 29 ofutel= thE AAVE ofd FAAA A
45 Aol X|3HA Hrh(Belk, 2014: Procter,
2021). 99 ®lasEEAY @ wet 2Dy
3DE AZke] AA e A FAL

oA BFo ofuteles WEIH A 7oA A
7 FHzE T %E}“’lﬂ]%] AN AHEAE

A 349 R0 obutg 3o
A% s Al RS B4 Ak ohuhele
IS S, A A4 26 A
DE ohitgE AYLS T u AYAA] BA
BqeE 4% 25 Aeklin 200). ol 9
WHOE Agel RS A9 FPS Swe
2 AR de] ekelold ) EHe Al
ool QL AREENE BFAL AUAAZ 7}
HAAZ 785 e AROR NN & 9

TH(Belk, 2003 Yee, 2013).
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=
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3. MIEFHA MaolMe] AX|E AR

5
3D AY T 3Ad Fe F&ote S
AgA wtolzt st o)Ak A Fl
e AFYANA A7 F%58k3L 3t (Fornara
& Lomicka, 2019: Lee, 2004: Lombard, Reich,
Grabe, Bracken, & Ditton, 2000; Schubert, Fried-
mann, & Regenbrecht, 2001). A} 7ol mjtio
of o wtsezl 7 @4 AA Aol FA
Holgle AFHA Aol HAR A7l e
(being there) ZAAH =715 A4 48 Z&
FHAA A& et (Draper, Kaber, & Usher,
1998; Lessiter, Freeman, Keogh, & Davidoff,
2001: Lombard & Ditton, 1997: Schubert et al.,
2001). =, EElACEE OE F Slol® 7MY
7o) AFete 54 @40 doi =rs AL
2 A% E}(Draper et al, 1998). Lombard &
Ditton(1997) = AAzko] wizie 73} o2&

e ¢ A@ske vwislel g A7HE g
(the perceptual illusion of nonmediation) |2}
A0 H, Steuer(1992)> AAZs 7ol EA71
AAZ =AAL © ol “H7HE]X] BT =
= Aolgtx A9t e Witmer, Jerome, &

Smger(ZOOS)-ﬁ— HZ.}O] FolE 1:]3‘ Al ]37_ }z}

qmﬂq AR T %
Aeekr 4e)a
3170 ><VJ°1 EARe Lo A A9, o

oft rir
o
o,
o
=2,
o
201:2
2
)
o
7
=)
o
s
o

i

¥l T} (Lessiter et al.,
2001: Schubert et al., 2001; Witmer & Singer,
1998).

}qfsgoq;_oﬂ/q /\lxﬂﬂ-p_ u].j}.fg)x—] 7H 0% in
==l (Lee, 2004), o AgAdra AA
7ol A M A X}'ﬂ & Aol AR ZH(self-
presence), =23 A A 7H(physical-presence), L&
I A8l AA 7 (social-presence) & & 0] F o)A
Utk Eﬂ o F933 Jth(Tamborini & Skalski,
2012). Lee(2004)¢] A% AAZe] MdH =T
o T&EH APATLES GEsted IA Aol AA
4 E9A AT, AREA AR A Adew

© ™, Behm-Morawitz(2013)<] <179l 4]

Aol A, AM3)A ] Al APoE

T < AS3Gn ol Hgew B
AFA A& UﬂE‘r‘ﬂV\ Betof| A AA TS Ao} A
ALE A AApo s e

=

2o} A 7 (self-presence) = o &7 izl E
73Ol A 7Hd ApotE: AA| ApolQl AAH Z st

AEF AH, & 7 3739 Aolrt AAl 4
= A" e FHE AYdrh(Lee, 2004).
ol 7HE AlAIY] o] &A7t AAE Bt thAt
Ao Aot AL APste AL v grh(Lee,
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2000). 7§ @4 viElole] ol §AES 7hg Aok

of A Aot Foal

o AL AYIINE 3§
o, 74 Aoje] &4 9 AFOZ HA AlE
Hrpske o AARS FE357]=  d(Biocca

1997). Behm-Morawitz(2013)& Ao} Aajzto] &
g3, A3 A A e JAE gz, 7
A0l ohitetE: FEl 7l Aol AR|zHuho]
QzEloA AA| #ote] A7) B LR #H PF
o F74 9IS vA= AS FAETE Biocca
(1997) = Abo} AAZ FEol

A2 ERlel ek ko] A R AW A
xqg/] Qolog A]—%fﬂ 7]_%/\40]
TS AIES E5H0E ARE
7P, 2 ti/de] Apefo |

age congruity) ©]u Abofel x| A A A (self-image
connection) & 7HA& 73l sl iAol dig 2}
o} BAAE ©S ZFshsttH(Fournier, 1998; Park
& Maclnnis, 2006). °l&= AfFE°] A4S FY3t
= 4% Aok (extended self) B Ay Z+shr] W&
1 (Belk, 1988), WEIH o A= AREA7} 24l
I} vtk ofutetE Akl Aol AT ol
FolA W et oA 9] TP Aolrh AA] A4l
o] Aok} Zrhil RIASIAL THAIAY HE =9
A = dd Aot FA T JIFE mF F

rlr

o
=2]4 A2 (physical presence)< vi7iE &
AAete =24 FH obyAIRE o] &7t
I gl EAldke AAME A EHE AoE,

) = Aoy AbE Sol AA
A AAE 7l AHE Stk AAz FolA
% FZH(spatial), 7Hd(virtual), &4 (physical)
AA 7ol 7Hg Wel AFE A grH(Tamborini &
Skalski, 2012). E#% A7 wiHdE 7
gk 29 FFo AHAA =2 = A= (Bioccea,
1997, Schrader & Bastiaens, 2012), &Y A
A, 4 290E vd F Adnk AEH 29

by @7 o AL AAH, AHH Folst

o L mN
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i3 -
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oo oY o |[r

248 Wdt b 8739 u}ook
Al debg #ojsteA], 12 o]
7} cﬂu}],]_ xL FJ—AH o]._*ﬂ_ )\}_3_
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]_

<>l=O ofo Jm' xg
)
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o
AN
0

A7}
v EpH 2ol A =
o] AA}
T+ frAREHAl wHEolA glow, dd AZAd
Folu A, AvEES T F UoA Ed
AARE A AZsta zop e 34
T M F At

AF31 2 A 7H(social presence) < wWAE 34
A TE oldAEHE AFuAlA HFelA
Ae A A AAZ gtste AAE =

= 23oh(Lowry, Moody, & Chatterjee,
2017). Ak2 A AL AREATE 7MY A
373 Wel AE A 8 9IRS (social actors) & wHA]
AA AZF o A7 AfFUA A (real human-to-
human communication) X¥ “g32-438 w w4y
& 4= 9lth(Lombard & Ditton, 1997). Nowak &
Biocca(2001) &= AHSd AAzs wifE 273004
OE Aoy 1A EA9 A v T
AR #H 1A FFEORE Ao v gloH,
Hwang & Park(2007)& AFs]A AAjzte] djshst
© e A Folx AYHl fos A
Hals Adgelsta shsith 53] CMC(Computer-
Mediated Communication) ZF&ellA] o] &zl o9]
A 7tete ARSI A AR B wAE Fe A
FUAldd FR8AA AHE F=2 F+ 3
(Fortin & Dholakia, 2005: Lu, Fan, & Zhou,
2016). HEFHZ o] &5 7MY oA Al
o] oputelE S HE ohteEH I AE
A, HE 2l M FgolA gt AA =

JANA FEFS Iy =73 AU 7ke B
E QAst A Y AARS A4 F Aok &

=
@ Aol e olgAETH g F1Hl U A

x|

-L‘ il

>
St th(Behm-Morawitz, 2013).
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e FEFS FAS] AN 4Al AokE A 2 WA ®E A9/t Uth(An, Park &Yoon,
AAZ 3G F AL Aot 2018). olel, A4 o4 Aoksh R asE AE

Aol o]y

S ShsA HE ANE U el apdstkd
4. O|&& Xjop Fodee] =He It Sl EAZ UE F Ay AR HA 5
2 AFd o & HFE 7HAA 2
(Ahn et al, 2018). Jamal & Goode(2001)l uwh
2d, &R AAle] gwbete ol E Aot o
w2 et BAE AR} ojH|A| €] Aot R o] =

]
b

=

- Edsh A B3 AABEE FElA NG dg AEL
4o AEE 9ZA ST 5 K Simy astes Aol wobithn e web, A
1082), MEpilme SR oA, B4 AHC gags sau gre W, 044 Aot ouxA
A9 sk Aol ohd, WS A ohEh g s gge Nee Wz 2ag gag
FESE PR BB I8 BRE L Lo 0 s aane waos
Sl @A =) olRE VAL ANE nn) e ere A8 AFES Pl
=238 5= Aske] FAMANT AEA U T A7 ok & e ALR didn =3
BT S ASE SR GRS AT AR g0 ogn gels wwel 2 4 dE ABS
Fol male A mae 9 RNV gy @ wnsEa o) wgel, Bas =
BAHQ R SBAE AUARE A9 BE  man wwon s 2 gele ohies
A, 348 47 K2l F022 o 2 B9 939 Aoks AAAES TR A
Al HENES SARE QF AWE g ggee ge 24 @ gelaz daE. o
StHYoo, 2003). o147 Uste ME OB g b g an opga e Spase] wo
e AR olrAE Fgskel ) WA ee s ade sedel 3
= °HAE vErd & 9tk Grubb & Grathwohl 2 zols} 7}}\} AE w A4 Az Ue Ll
(1967)= Apo} olm A7} Amzte] 7}x)o] &3 A B mAL AREe §e =9 Aoty o Aba
o2 s WEE AT Aok AAE BEHT T o
Fai7] 9 £ PAAGL A,

culAES AFolt BAE} A olnA} I ot

Aol Fpae Agoltt ol maEdo] Aoy
€ AN A Sded 9 A A S o op o

2 (Park, Maclnnis, & Eisingerich, 2016),

A o= A #AE 7HJEHLee, APATE o E o 2 7 2 9
Lee., & Yoon, 2017). AFoly B;MT e o] )3 TR0l =EHJT olvtEtE Tl THEF T
ol Apote] Aol FESFH AMAE HAE F A @A FARGE E5E sHEA A EE AAZT
AE, s, BAHE HTo HHQA JIFE A < G4E Aot AA A ke AP AF(eg
A "th(Jang, Lee, & An, 2011: Park, Choi, Belk, 2014)°l wet 714 1~30] =& H T

& Jang, 2001). o1 Aok= TF A3 Tl A

Aol Ay ztabs zpokel ERQloluh 2Hile] &gk WAL et A 1A S Aol AR
oA Z1gEte Bl AolE Al Ho EA SdE Aol FAH g WA A
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olt}.
i =VA 1E‘rﬂi*°ﬂ/\1 Ak ged A2 &

@ Al 449 G vl aom

—_

BE AR 54 BT o|m| x| 8k Zpold A
Eof| Aolr} e HAE
=o}Zth(Song, Lee, & Jung,

o gl A o] Auj 29 )7t}
:rLUHJ‘Zgl 77ﬁﬂ°ﬂf‘1 BAE AF Aoprt

_4

(Lee, 2017). AgA+

Bdoy AF 5 54 1‘41”01]71] §-)rﬂil Aot=
AASA HH AFe] PRt woAlE A
& o vk webA, ofrtele] g AbolE R
Al =W obuterE AT AFO FH oLt Eot
A Aolgtal 5T 5 ok & dFellAe ot
e ol A 2 Aolrh rhdelFek AA
AFL Fuemete] AAE MR =ESATh
obutetE Faf AAE FHAE Aoyt AAAFE
Trjeloke] AAC W SteA AdFATFE= v
Hlaith, J8y, AFHO R JPgAFEe]l A EAE
FOE A2 AFE] PRI moAE AHE

Self
presence

Physical
presence

Social
presence

Ideal self
seeking

9
%
sy
)
i=]
[\\]
()
[N
-
}_‘r(
—[m
)
4z

°
JeBFHAE( League of Legend) 9} ?3‘?33}04
o & opulert dE MY RE EASY, ©

1
ol 47 ofeldl gt AAAFoE FAIH 147

rlog_
&mﬁm}ir&owéﬂo}mEU{Mrub

2% gl g A% StHKim, 2021). o]}
AR Mo} Bo} /YA Fe Fuhol i
AAE TR 39 GPL v AoE
4 # otk mebd Best g e 25
Sk
a4 B4R Aok GAE Frholue] 4
Aol e v Zolth
s, B4R Aol AAAE Poholwe] 4
49 9

Z

g Aok FT AL AY AS A4

o] ZAQE Elely FHEEE AFolgtd AFoly
BT ofze 71X A F(Ahn et al, 2018),

Purchase
intention of
virtual products

Purchase
intention of
actual products

H8

{Fig. 1> Research Model
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BAE oz Fujeloel] FZl FIFE v
(Lee et al, 2017). AEoly Halto] ol
Apote] Aol EoTF B ;
T HE Sl ZAA °§§k:% WA e A
T A#}% Jth(Jamal & Goode, 2001: Jang et
al., 2011; Park et al, 2001). wehx o244 =jof
g F7oke AFel =255 e A oput
BE % dAE SE Aopot TR B A
A FAEF] T #AAY FFHE G A
TR Zlolgtal ofdsigith weEkA ted 72
Aol E&HJoW, AFEYPS (Fig. D3

o

2

7148, 014 zpo} %WM E
o]

Jue word A0l

A
o

2. AT IE

o

o
0l

Bt

-
=
am

2 A 20229 29 8YUREH 1097HA] A&

GAA 1) ALE o) gste] Bl AT

20400 H % wERze] el Sl Aol
l’:_

9= NFES o veeas BAE F )
(7t 42 AR 22)9 FI4E AHIES st
et s SPES AR AP & F 2

2 B Aol AAze Witmer & Singer
). Behm—MoraW1tZ(2013)9] AFA AHE

1 2IES FAs F 3RS AHEEGH &
7 AR Behm-Moraw1tz(2013) Aol A
88 T8e T4, Hgsto 35S, AEA A
< Ratan & Hasler(2010), Behm-Morawitz

(013)2) AFANN ALLH FFES 54 2 u

ated 3wdS ARESkATh EgE Aoke Bek
(1988), Fournier(1998), Park & Macinnis(2006)
-4 Ao AHEE TS F4, Beate] 37
Ahn, Yoo, & Kim(2004) 01—?01]*1 AHEE E
= A8t 3% F‘Lo} 1Tk SAAE
T AAAE ks Morrison(1979) 9
AFolM AHEH S &

2 AF= AMOS 2303 SPSS 250 54 =
J9E 53 A7 Ax4E EA889H A ]E =
A, BAA el AadA 248 9§
SPSS 250 Z2I#& o] &3t92H, AMOS 23.0
S 58 94 QR8N FRUAHARY AT
S AAEGAT FHH R GAE Aot s/
AAAE Felze] FACNA o)A Ao} F
d3Fe] gaFE gotrr] 9IsiAl SPSS Macro

Process(Hayes, 2013) Z21#S o]&3le] %A
2% #AE AAsTh

ZAM ALY dnbA B2 v P A
S AHEW 200 11078 (30%) 309 1107 (30%)
40t 1108 (30%) 2.2 BxHJoH, A G4
I o34 FLsA 27 1658 (50%)% TR E]
th A& oo ugl ZEG UrolEHH, wEx
1979 (59.4%), 71&A 1329 (40%) 2.2 9l
o Y2 15w Y 2148 (64%), et A
8h 339 (10%), Wsta £9 2339 (70.6%), o3t

O

!
[}

3‘.9,0

32

4 AT ol 43%(13%) & uEhstith HYe
78, AHFA 155%8 (47%). S8 459 (13.6%), A
w4 297 (88%), Z=2l#A 259 (7.6%), FH+ 19
H(58%) w22 yeyt £ ¥ T4

& 3005H o] 500%F mREo] 107“3(32.4%).
1005k o] 3007H wigke] 899 (27%). 5007t

o

ol 7009+ wRto]l 6978 (20.9%) o= &
A= A
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{Table 1> Result of Confirmatory Factor Analysis

Az 37 2oz TR Cronbach's a %,
Qolyslegk gho] z+zh 70 olAtelw, IH-37F 1.00
oo E ZAWRICY AL B EGEIF AFH
Rew (Table 1) 2t}

ZAREE ] TAEFGE (construct validity) 7
=S 98 FNAH 8ARAHS AAS A \°

=222.568(df=120), x*/df=1.855, p=.00, GFI=.

Construct Items Facpor t-value | AVE | CR Cronbach's
Loading a
How much do you feel like your avatar is an 911 10.885
extension of yourself?
Self While in-world, how much do you feel like you are
.868 - 591 | 708 783
Presence |actually in the world as your avatar is in the world?
While in-world, how much do you feel like you
L . L 714 16.489
are experiencing what your avatar is experiencing?
How well are you able to look around or search 378 ~
the virtual environment? ’
Physical |How well are you ableA to interact with the objects 855 14.02 a6 | 700 766
Presence |and/or people in the virtual world?
When you re'logged on, how much do you feel 737 9.908
like you are in the world?
When interacting in the virtual world, I feel [...]
like I am in the presence of another person in the .890 -
room with me.
Social When interacting the in the virtual world, I feel 640 766 840
Presence |[..] that the other people are watching me and 876 15.951 ’ ’ ’
are aware of my presence.
The o‘Fher avata@ appear to be [..] sentient e 14.565
(conscious and alive) to me.
My avatar that I made will explain what kind of 900 13.675
person I am.
Extend Thg image of my avatar that I made will be 899 ~ 658 | 806 79
Self similar to my image.
My ?Vatar image that I made will be connected to 824 17 524
my image.
I am willing to buy a virtual product for Avatar 896 _
Purchase |on Metaverse. )
Inter'ltlon of [I want to buy virtual clothing for avatars on the 883 34931 92 | 909 01
Virtual metaverse.
Products ; ; ;
I will purchase virtual clothing for avatars on the 876 32,772
metaverse.

— 159 —



kAl 2872%: 59%

Construct Items Fac‘;or t-value | AVE | CR Cronbach's
Loading a
If the virtual clothing worn by avatars on
Metaverse sells as an actual product, I am willing 897 -
Purchase |, purchase the product.
Intenti f
TEENHON 081y 5 ant to buy the virtual clothes worn by the 884 | 903 91
Actual 884 33.952
avatar on the Metaverse as an actual product.
Products - : -
I think I will buy the virtual clothes worn by 868 32,919
avatars on Metaverse as a real product.

o A=At (Table 1) FHEFZA S
Zt AN daAlsel Al w3 AVE

W Az AVE el zt Aol A
AET = vehd 1S E v Table 2).

93, TLI=.972, CFI=978, RMSEA=.051%2 %= 4
Hot geoz AL TAEYA Fols 9 Q)5
3 A ZebA (convergent validity) 3 S8 EFGA 4y
(discriminant validity)& <18ty Q153 -
o] BAALE sty xEF3E 8RlFskFe] 70

oA, HFEAFZE(AVE: Average Variance Ex- 2 S JIM AH=
tracted) kel 50 o173, 7Ny AIF|Z(CR: Construct

N llo 24
=

Rehablhty) ZV](O] 70 0]7\}-0] 73_?_01] @%‘ﬂ'ﬂ—/ﬂ O] \E__L ﬂ?‘% o‘i?_7].}\—1 2 El_fis] 7151%% ‘?’] —H q‘—%—
(Fig. 2), {Table 3)3 2t} F+x2EH| A=

A¥-shFe] F 70 ow AVE 7L°1 50 01“-
CR Z+& 70 ooz &34 Jeh} AZe 2 (df) =318.288(126), Normed x*=2.526, p=.00,

(Table 2> The Squared Correlations and AVE of Variables

Purchase | Purchase
Mean Self Physical Social Extend Intention Intention
(S.D.) Presence Presence Presence Self of Virtual | of Actual
Products Products
4.543 R
Self Presence (1112) 591
. 4718 b
Physical Presence (1.093) .00 546
. 3.925
Social Presence (1337) 446 534 640
4.636
Extend Self (1.039) 308 362 429 658
Purchase Intention 3.957
’ 408 214 250 171 892
of Virtual Products (1.512)
Purchase Intention 3.725 ;
of Actual Products (1.505) 378 190 221 A78 o2 g8

a: Average Variance Extracted (AVE) for constructs are displayed on the diagonal.
b: Numbers below the diagonal are squared correlation estimates of two variables.
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GFI=.903, TLI=.95 CFI=.959, RMSEA =068%
NEE AT FREYS BT A, Aot A
(p=215, X013 &34 AANTH(B=221, X.05),
AFE A AR 3=374, pX.001) BF g o}
of fonst 4 JIFE A AR YEHL
o, olo] 7Hd 1~3¢] A=A, T FgE #}
ole 7MHAIE Tl =(B=.472, pX001)9 AA
AF FHE(s=152, XOD B FFs wA
= ALE RN, old 7Hd 4, 571 AEH
ek T TPIAE Pl oAl AAAE
= (3=.68 K001l FF& WA= Aol A5

Self
presence

.215%*

HoH, 7Hd 6ol AP EHAT. Behm-Morawitz
(2013) AolA 71 S7dol A AREAE7E Q1A
AR F Aok AAzIRro]l Q el A A A
Apote] A7 B R A PFo AH JFs 7t
Atts gA434E g2, B Afodrs We X
oAl ARS| A ARzt zpob A, =E A AA
HETh Anape] zpol g Bl AH] sFe] 7H
2 IFEE e A a3 &3
H Aot FAAA L] AA A Fo] tist el
Ax JEFE 7HAA, 53] e A TPAA
A oputeZE FHEskE 7Y A AlF tiE

[Pvi |[Pvz |[Pv3 |
Ay " y_\ A

Purchase

4724 intention of

virtual products

Social
presence

[Es1|[Es2 |[Es3 ]
L SN,

BB N

Purchase
intention of
actual products

N N
Pi1 |[Pi2 |[Pi3 ]

{Fig. 2> Results of Structural Equation Modeling

*p 05, **p .01, ***p{.001

The model fit index: v*(df) =318.288(126). Normed v*>=2.526. p=.00. GFI=.903. TLI=.95. CFI=.959. RMSEA =.068

{Table 3> Results of Structural Equation Modeling

Hypothesis Séichiﬁi?;id SE. t-value Results
H1 Self presence — Extend self 215 10 2.10 Accepted
H2 Physical presence — Extend self 221 .08 3.30 Accepted
H3 Social presence — Extend self 374 .06 2.40 Accepted
H4 Extend self — Purchase intention of virtual products AT2 .08 2.68 Accepted
H5 Extend self — Purchase intention of actual products 152 07 12.08 Accepted
H6 Purchase intention of virtual products 68 09 12.93 Accepted

— Purchase intention of actual products
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delwel o 2 e AAE Aol HAH S 500002 AFad EHS AN, o4
ouel 7} xl&o} 71 A AF gk A el A Aop F7HF EFL Sirgy et al.(1997)2
£ WMok & Aoz RaAt Ahn et al(2004) AFONA AEH FHES 54
stol 328 AHgHe
3. OlAE Top £TMEe| THEW HZ B4 948 Aok FAE Phze B
AA olgd Aol FpAgel GRS A
F7HHoZ B Aolx &AE zpotet 7Y/ Az Z2AEF AFE 0960]H 3AE =ols} o
ST TAAES AN VA VIV a0 274790 gEA8 MAE 7
de YT ATk WA SPSS ZRIY ool o8 kS mA LYTH( =050,
& Bol cluH Aok TR A FFES ) o), pwAR g 95% A= 7700] LLCI=
dEom WA LEAS AN AH s yrer- 104702 AT 00] Yol
T 2 gger) A Aoz Ayt Table 8954 9= Aoz stlFArt waA sHA 7

4>, &2 2 SPSS Macro Process(Hayes, 2013

=

o] 7]7 E]‘”"%(Tabe 5, Fig. 3.
=2 o8 A+ A <) Al 6]:0] 3 2A g
= TS oPgH el wre el diE T a8 Aotst AAAE TR BANA
S A% AT Proces Model 13 M3 ) 2zngel gge gaw 49 %
gom, AAE T GB%E, FEAEY AT
Purchase
Extend-self intention of
virtual products
{Fig. 3> Research Model of Results (Process)
*p .05, **p 01, ***p< 001
{Table 4> Reliability and Validity Analysis Result of Ideal Self-seeking
. Variance X
Factor Eigen . Cronbach's Mean
Construct Items . (Cumulative
Loading Value . (s.d)
Variance)
If T decorate my avatar on the metaverse,
I think the image of the avatar will .898
reflect my ideal image that I want to be.
If T decorate my avatar on the metaverse,
Ideal 84.207 4.869
he i f th ill h 930 2.526 906
Sel-seeking the image of the avatar will match my 5 (84.207) (1.147)

ideal image that I want to be.

If T decorate my avatar on the metaverse,
the image of the avatar will go well with 924
my ideal image that I want to be.
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{Table 5> The Moderating Effect of the Ideal Self-seeking in the Relationship between Extend-self and the Purchase

Intention of Virtual Products

T s.e. t LLCI ULCI

(Constant) 1.136 1.652* -.3586 4.1120

Extend Self .2576 -.3224 -.5925 4212

Purchase Intention of Virtual Products 2334 .2625 -.3980 .5205
Ideal Self-seeking .0504 1.895* .0036 1947

F=26210%"* R’= 441 AR’=.194

K001, ** K01, *pX .05

1082 g5 Afokst o3 Ao}
74 'M Ji te-ao]l AAAE Tl f
o 2% 073, X0 AW, AR
3 95% H”M LLCI=.0055~ULCI=.2097
AE| 7R 0] EFEA orE fojet
o2 Atk ol 7Hd 8ol A= HATH
(Table 6, Fig. 4). =718 02 oA zlo} Z3
JEre] o wEk G4E Aolrt AAAF ol
Jxo A& FaFo] FAHCE ofGA ZHH=
A oA Aot FATE Wit H BFUAY] 3
N JEog et AL AEd B 7
719] Fods Asstden 4 ZAdse (Table
D3 2Tk ol oA Aop FpATFol EEF
5 49 Aoyt AAAF T PAE=
o] FolA & Aol AFHAH
THA] Dal], o3 Aol FpAdggo
AAFE HEpH oA SE Ao}

[o 2 1o v m
Ml

:J_,

g

¥ r{r

=
Hu

o

M
flo
B
=

il
rO
)
ot
=2

upet AA A

2 rlr Rl

i

i)
R L

1

Ideal self
seeking

& FuistElE gmsk FobAE
Wb AE U@ FulmdE FFS v

=

& Q0% ueEth ot 2HAt HAE

A oA AotE

Purchase

intention of
actual products

{Fig. 4> Research Model of Results (Process)

(.05
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E}” M Ate] A (Ahn et al, 2018)7F 3
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{Table 6> The Moderating Effect of the Ideal Self-seeking in the Relationship between Extend-self and the Purchase

Intention of Actual Products

Coeff. S.e. t LLCI ULCI
(Constant) 2.463 1.170 2.1047* 1608 47643
Extend Self -.0869 .2653 -.3277 -.6089 4350
Purchase Intention of Actual Products 1494 .2404 -.6800 -.6364 .3094
Ideal Self-seeking 1076 0519 2.0734* .0055 2097
F=26.210%"* R?= 441 A R?*=.194
=5 001, ** K01, *pK .05
{Table 7> Moderated Mediating Effect Index based on the Value of Ideal Self-seeking
Coeff. S.e. t LLCI ULCI
M-1SD 3277 0957 3.373%* 1345 5109
M 4338 0775 5.598%** 2813 5862
M+1SD 5449 .0927 5.876%** .3625 7273

M: Mean, SD: Standard Deviation
001, K01, *pX.05

Aots} AAo] = AFL
L RS A AE QA
W, ol gd Aolg Fyehs
23 A
of Folelmel AQ) G vAE
Hen,

Ao Z

g%l

V. 48

e

AFE WEH A SN Lu| A7)
= AALES Ao} A7 (self-presence),
AF3 A

7} (physical-presence),

presence) 2] Al Z-¢

o] 98BS pujsttts M AF(Yoo, 2003) ] uw}
2
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e 2 Fer) vy dddn wE B dxe
AP AT (Kim, Kim, & Kim, 2021)14 AF%
wEelH 2~ 5391 SPICE(seamlessness, presence,
interoperability, concurrence, economy flow) o
A AR 2-E BEAvkEd @A A
oo OE 54 A4, FEdA, sAH

AAEEC] FAE Aolst oluigg 918 7Hol

A

F oo Eete] #AE HeE o7t dvh o
< 54 T3 oS5 eI 9 7Pl
obd AAF EFE A Golztr A A T
AR HolW, B EAES AAFLEHN HEt
2 QoA @A SgE AotE A S
jg5o] dojd Ao oAt HWEH 29 T
e 5450l 4E Aopet 7PFelR 2 AAA
F Tzl mAE Gl i FEHATE Al
Hcia=
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