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ABSTRACT

In the metaverse, users can enjoy benefits such as feeling satisfaction through their avatars, interacting with
various people worldwide, and creating revenue through differentiated content creation. The metaverse also
can induce adequate brand cognition through differentiated and unique brand experiences. Compared to its
growth potential and social importance, studies on brand experience in the metaverse have been limited.
Therefore, this study examines the perceived brand experience, brand equity, brand attitude, and behavioral
intention in the metaverse platform. For this research, in-depth interviews were conducted on users of
ZEPETO, a metaverse platform in South Korea. Results showed that traditional luxury brands focused on
aesthetic aspects of store composition, while new luxury brands focused on more realistic store composition.
Also, as customer participation Increased, positive brand attitude increased while re-visit intention and
word-of-mouth recommendations decreased. According to content creation involvement, there was no differ-
ence In purchase intention, which means that regardless of people's interest in fashion content, most people
want to comfortably experience, through their avatars in the virtual world, products and brands that are too
expensive or difficult to try in the real world.
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. M2 A E] Aol gl wet gAE Aol HE
4 gAZ e 7 gMAHZ AESENeH, Mg
2 198 AlgE o] oA ez BAEEs 7t BAHETE 4 OF‘C A0 we} o
ol A Ak 22l Aol dig &niAk & o mAY A EAX vk webA] 3ol o
TF7F EolAth ole waEk £ A Aol §li A 7 BaET 7HE wigel A xR e Al
A3 AR AAE AFete HEHATE AR d 8a 9 wd B9 Felg zolrt sl A
+ EYHEOEA F5 WY ok WEHAE A O 2 ot AztEE BAHE A v uk
Aol A2e] Ao}, ofutetE Fa Ul wWES =2 Soll o] AEAES BHY ZAoZ J|UHT Yo}
F A3, AA 7 A9 g AEETd BFE 7} 44t SNS ZHEO R Q2= v el Ao A
T e AxE A FHEE FI M A T ol&Ae] FEACIY HAFAH Fold uwal
A F5s FATFLEA £ &S T F vt BATIL £5 FeA Azete BAE T3
= FHo] stk WEHA AR FEE 20307} o] el ztol7b As SR oifsitt ESH
2 oF 15% 8, AlAl GDPY 181%° ol& A tekst ofolglo g olntelE vl Y9F F8
o7 AgEm(Lee, 2021), o183 A% 7HsAel 52 e A E A HAelxd g #4
wzt AHE, AGEE, ojZWHE, BEEA F oo 9 F849 Are wa BAE AP FHAA
st Felo wElHA ZPEC] SASL UTh o] &27t 1174"}% Fo] Hxo frefgh ztelzt
o7t e AE e g A 7o 3 EABL Yol BAHE 2 HE 2 PFoL
719t g2 A, A, AEERJUE Ao & W of Zpol7b EAE 7?0 o] &t} old £ A+
32 /A ok 22U 192 AwrEel 5, A EAE e W AF Ho 9 '—C‘ gxe A
AR Ana E BEoA 2 9Fs w2 wA Bzl 7P} wigdlA My BAE {3 3
AP & (Siddiqui, 2022) VR &%, AR A, wEk A28z 54 wel &R|[Ap7L A Ztstkes BAE A
25 7| mAY q‘jﬁko TE3E BES go] oAGA o] FoAXEA AuH YA gt} vo}
gAg F gtk 53] AFgse WG FAH, A 7 BAE A4 BAE B B PFowtA @
2, oA gl wig w83 gMe dAd B Al B ap gk
2 =+ (Sheetal, Sita, & Sandip, 2021) HWE 2~
£ B3l AdstE s AHAE Ay BHE & II. 0|2 u{&A
Be FEE tatal ok HEHATE AL B
e AP 2 FTH FoE vt wht 1. HEMHAS| JHYE 3 ZSHE
olo Uit EE AFHoR EMte AY F&
Wo) =tk T Heh A A% A Het s 292 Sote viEk(meta) 9 F4
5 AFE A ZoAe) v)E) ek A DA A¥s W 2 (universe) ¢ @401 (Kim & Kim, 2022) %
2ua WMo ma AT AsEel AFolt 19929 7t 9 ~EE<(Neal stephenson)®] 4
A ez, G4 A Ao e WA Gow Gashudld Age R

g Aigelth ole 7 AlAIA dAAdR 7
ALEIA, ZAAA, #3514 o] o] FoA = 34
7Y 3702 (Lee & Um, 2021) A2l ofu}

= 3 @A VWMo R @ kst Ads st
HH(Choi & Pyun, 2021). ASF(Acce
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Creative Content Agency [KCCAJ, 2021). o}
7b gAE BEAE EdllAjolrkel FYsk, tEH
A HAYMA w2 YAY WA ofo]flE ZA3
Fow ol F Al dH AFLZE AztEe], o=
2kl wiagel e ® vl atAth(Seo, 2021).
EEFRAE UXAY vF dEHE EFHEFS
2 25 gy 9 otutetE ArEA =Fsta 7MY
ofolgl 3 AldE Al &aste] g AMEAY FHT &
Atk 5ol ok AHgAES A AL of

=
oldg Az H o] &F 7 UL NEAES 0

A
fiu

= =

T W ELR o FES AW 5 don
ol F9 Fx AdE B2EE2Y Fo AY 7
de] B gtk 2EE2E 0dd A Bi=
o delstel 7ol AEe 7ASA HIAE ¥
el vlEE o8td 248 24 & e AR
& AFsL dth(Han, 2021). AZoE 2x=
/Bl Z Bt BYE whiste] FEtHIORE
y 4 A

)

o

m

B
ol
e
N
i)
&
%9,
rr

=
[F
[
of

N,
o
2
of:
e

H(Kang, 2021).
AP ES 20189 8Y, Ulo|¥ ZolA ZEAJTH
AR o}ulEl SNS ZHE o7 wEd olulels ¢+

EXAY 2 oY 5 24 F de dE
AFsa ATk 20229 7%, 39 W o)A o] &
g BA8ta dom @A ofAlel 19 wERH A
ZPFo 2 AymPsty Aok AHEANM A
AES A NS AFEA BHEL B AR
AT e £ on, FxHd &M o
BAA e 9T 7 Ah(Park, 2021). Eg
Hoy A oputel 715s FOl AREARS #A,
w3, dlol, wolay LAa7A AL FET
T dthE 540l gtk "Eo, AHE AFHL
A AFete HEBCE FFU 7HE S ofe]
s AT £ 9lon ol Fal AEAH 9
FEs T F dve Aol ERNFY AR &
HA Aok A ol F, thekgt BHAlsete] Zetr
gl 5 Bz o} 2uA; 7he] A2 &
AwuAelde A% A& AFetr JrhHKim
Seong, & Kim 2022). o= Mz BHE
A, A~ FRY DX ZA o] P E9
7 A oteldl S EAStA 7Y i S
o] AbgAE0] B AHEAE S EHA BHAEE T
¥ & F 9= 7S ety Uk dA, Al
EU ¥ 9 F Ay gdE 3
7701 ™ (Kim, Hur, & Choo, 2022) A H o
g8 &9 7P g 302 F N(FA, 2
27 Ry gz 29 A5 Z2H)Z 9EA

4 A otelRl S EA
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444 452 Fol Y5 ot A4 EE
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SJel ket (Kim, 2011), 083 38E BAE 7
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g, AF AY, AN A 5 oods /89 A A AFdE BaE Ao A9 S g
S TS ok BAHE AP BATIL AlF A URANE A YA, A A o R i)
st ATl oA FAEE Auake] YA o|H Ak A AP FS AIZE <tel BHAEo) o)
F3H ol w20 2 (Brakus, Schimitt, & Zaran- o AAAQA A A TS WA B AR
tonello 2009), &AWL AlFS BAsta Hrtst BEo 545 BHo ¢ £HoA sed F8%
AA A AFE AE, g 294 4, & 82lo2 A&7 wio)(Hwang et al, 2014),
v A8E xIste MEe® Aoxi ok H olE & YAIE AL BHAD At FHe FA
HE AP 2R 719 Fol BADE 7191 A Aol 9 A 4 Jh(Kim, Kim, & Chang.
A0ZHN I AAEE £Y F 7] I AFH 2014). 7444 AP BAZ9 #HE FHA9
o2 HAE AL FHSAL o)A +HFE B BAAMEE A 2 ARG B2 e A
= Aol LHAbA AGA FAHEA AHEE o 9T FE AL 9nsteh(Schmitt, 1999).
AL WS FT8H(Keller, 1998). T8 &350 Bl sl & A =2 AHAE BAE
2 ¥AE BAE A S8 LHAEA B of et 244 AL 7HAA HH olg Fd8 1
o} AHEE 7]E 2@ A HojFE AL B B To Edso] i Bt dis] g o
AE I ZFFHA L4 dHA U 3949 #HEE AYA Ho(Hwang et al,
(Hwang, Lee, & Hyun, 2014). Zarantonello & 2014). 91X A ZAYL BHATo] that 1A A F
Schmitt(2010) 9] Aol wEH, 722 2Hs 2 S/ H A AFFeEN Yede BRSO
ANES AP Adololxs FYd Bl HIAS BT gt At 35 o] o] meby, &
b= Zlo] ofy7lel, AMart Aztele HAME 714, A, S0 52 AsAl " oh(Schmitt,
A AEAoRE TR A¥E ot o 1999). W52 AP BAHTo it AFH, §A
T AFHOR A7ZtE BAT AP AuAe A WEO R o] B AUt s gl JF
HAT Ao} 7het Aol frofst dFS mAH S | AA #FrH(Yang, Lee, & Lee 2012). vpAI =}
(Brakus et al, 2009), B3t oln|x|ox FAZ A AL el IF 2 FHE o] FoA
9l gL mIH(Cho, 2002). °] %, 53] #24 APoR HAE ARYEE 53 A5 A8 &
Aol HAE QX E, HAZ ojux|d] Hr} 2o o)A Aotel AAANTE= AFS Wt
&S vAE Aol lom XA AY EI B (Schmitt, 1999)
Ao g 22 34 AAE Frdty 4H
A ATh(Schmitt, 1999). o]x¥, BAHE AP 3. HEl= Xt
BRAE bl Fofdt dFE v wEel, &
WY BAE AWS AEZHOE AmMpL AL BAE 2k 71ge] 734 ko g kst
n$- Fosty AgEo HAE 2RbS &) f8) HAEES a344
AT AP ZoMo WoIwA Be Al ol viAIE A Fys2 ok Aaker(1991)9
Gl Bat Awe 4ow Aguaey g Y BES A0S BaSd 7 nace o
P YO RRALAY S §AYel yep > 0k FAL AU A 2= A
o Schmitt(1999)= A4 Ay mEg Ame = FUE THE A% Fd BAS A8 ol
2R, A UL AE B E ke TV B0 L P aas 8 an Kell
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Ao AF o4 543 #4 AH(Lim
al, 2016). A 7] wW=2W, BA;E oH|A]
BAE ®=o #Fog Ae JoR
Bl o™ (Lee & Seo, 2012: Kim, Lee, & Son,
2009), 1 =, 7153 olmA7F A olwA Ktk
BAE "Ee] Zd JFE Fohal ATH Yoon

& Yoon, 2015; Lee, 2013).
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BAE gees 54 BAt 9 AF disf &
HIZE AAQdel AYA He e84 T2 FAH
Aol A3 AR AFogd F dth(Yang et
al, 2012). &, ol& BAEE H5se LR B
Ao thgk FrH el JRE AU Jlen 54
BAT dg Bles 2HAE BAEE Fshs

o
2009), Tl HA ) AR 2 T} PFI=
Tl ¥FE mzItH(Lee, Kim, & Kim, 2019).
EoHEE AREE 2 P E

T 328 99 MATE A% AT me n

HE Brh aEa gl fej %=
A Ao= ogdn

FFodee oW tiel g Hx=sE FAT
T vl 54 dFE AY Ee FHsEHE
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Herel oA g Adelgty Fog & sl
(Park, 2020). ol & 7Hle] 4] FHlA A
e Ad 2 HEER, v S44A Feor

A2 7heAAeR Aod F dnh g ATl
}

At

Tl e AuAE AgE vHPFE (Go
Kim, 2015), &H|A}E0°] E4 A & B
Frjstal st oo m Ao 4 rt o]
AA FE ST F sle A g5 2A
Q1o AHA 7|99 AAE AT A
A H(Kang, Park, & Ko, 2018).

B gigt &H|Ae )
=7F oo JFS AE FRI 4R W
3% 2w (Guerrero, Colomer, Guardia, Xicola, &
Clotet, 2000), BEd=e] st 3749 gl=7} TH
s 148 FujoErt Fopxitta &%
(Yoo & Song. 2010).

AN es 54 Fay AFSE A ol &3}

St AH|Rke] FAHQ &F2 JhQlo] oW
A Z2 AFS Ut v FHsloF & 24l
o] Hxet gAE xdste Aolgy & F ot
(Kim, Nam, & Shin, 2018). °l= &H|AE9] 7|
g olg 7heAS dEste dF AHY Y4 2
olo7 A3 Ao 93, HA:T
Ao BE7t FHAHLTE AYEIET FolRlth
T 39 HSong, Kim, & Yu, 2006).

TRl F o] Nl AtololA o] R A=
H 324 Jeje] 97 AFyAold e Z (Hwang,
1990), AlF ¢ AMHIEE A8 5, 2o gt o
S5 FH AIEEAA 48e dAE 9T F
A THHwang et al., 2014). Fong & Burton(2006)
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zS|
e ATHL An tEAe 2Hde AFY,
2EZE, AX2F FAFHY 3loH ol&
5e AMeT Bold 5 A
FS AU dth(Jang, 2020). &
U RERE DF ERE P R s
(Cristini, Kauppinen-Réisidnen, Barthod-Prothade,
& Woodside, 2017), 2EHYE 7ZAE 7]bto g

o 424 FUHQA HAS AABTE Hel

A AE EXEE 7 oEAME BRER ERES
o =3 AFI #AS e, vud AP
AAE Ze Muozxy ey 714S IR
S tFAA A AL Sltke HelA
gz Zdg 7 PME BHAsE ERENY
Z 2 196736l AEE ozt FEE A 7]
vke] A|Fd BAER d#A Aok g #@
= EAdt 7MY e J THeAdS gRE 9
om H 53 GFol weh, MZAWEANAE +
Ry e BHEE AP Atk AE 22
He &= ofolglo] B2 EE5 T nfx ek
Al YAgle] EAoln IFgA#gd AEE
AR A3 TAERZ YASL Aok HIde
olgglo} Mz HAE TFH=9 FY ZIA
< dAEA, BAHEC] J9S g3 st
ATt

a7 Feds Muls A g AFel s 24
o] k¥, M3x 9 A& FYstes L=, ole
A, e 2 2 37 9EE o FF
el 98-S mHtH(Dong, Sivakumar, Evans, &

Zou, 2015). 18} Chae(2013)¢] AFdM= o
23 17 ozt Qxalel FAo)r]d AFEAE
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F& Yrhehe AL B AL kg Solk . it 2
7S th(Lee et al, 2020). A3 ﬁ—?oﬂ o5
A, AF gt AT =55, FAF [N |
dE B4 Fo 2, A9E ABE 7 . o
AN }\O i A
. - A BHE &8 @ AH|X A Z~H| A
SQTHKim & Lee, 2015). Yoprh, s gzpy 1 282 HE 5 &N °°"_ wheh aniA
o YEIEE AP QPAE, delme) mz T IASE BUE Gl o waseA o
3 g = A o] o
ANAE] A= wo] zto]7F 3ol w9 rH Sung. HEIA 5 yolrh A ztE s 4Bz HAE
2012). A% Aol wel, AU A pojpy T HUS HE R ATARS G o
A2 Aol AR s Fags wy o7 4T [TEAE A
o AEE Y 4 Utk T BIE AR
A% Aol ARHoR uY BE AL T4 el EEel wher e
S Aol Uk W, A Bolmel AEA 7 2AZ 29, 2A= A4 2A= A
- T 2 PgEogr= g =271
4, AW= Ao tha FEA HES Hol: 4 % AT Rl HE
=} =3 Z
- -
= Xﬂ};ﬁ.ii L}E}L,_PE]- 93_7_ q_])g_g‘i /}_Zé:_ Xﬂ E\ﬂi x—]]Z1 1‘04-];—- oﬂ Lq'ﬂ' UﬂE}}H—/:
Bt A% BHAT A BT
AENAE A7) olold % 80% o4l ol&Avt HoBd=E ZY, 2d= A 2d=
) T g gErE o 2719
Ao Azt ojoldoln ol oF 80000] A= R ATASE %A nEvt
N MEL AFEC] FHOlE AHKim, 2021).
- 2. 9471 LA
VBE, EYEFNA AGAEC] 44 WA AW 2T NS
= e gzl 5 5}
g ALSHE B 4P AU B 2 Az AME ) A8 Base o
2= > )
ojFAAL i = F Utk fﬂrf’t‘r/‘i A= @ TP TEyo] Ju 47]9) 7}@ oS )
Eoﬂ E]'E}, Z]Z}Q'C E%E 7§—(§, Z]‘}x\_, EHE }E)]'_Q_E. E%E 73?3‘;—]5 é_;(_]_é_]_lx} _:‘l_q E%E
B AT A7t AT A2 A%ET ARe AT A9 A, ANE W b Re T
2517 Yv EE BHAHEF A3 Aot 2021
{Table 1> List of In-depth Interviewees
# of Customer Social
No User A Nationalit Avatar | Premium | # of # of # of St(l) Participation/
name & St Gender User Posts | Followers | Items i Content Creation
Posts
Involvement
1 sky*##FFRE 1 905 | South Korea F 0 160 15,300 4 3 High / Low
2 St 20s | South Korea F 0 21 0 1 Low / Low
3 By ##ss® 20s | South Korea F X 42 0 0 Low / Low
4 gk 20s | South Korea F X 77 0 2 Low / Low
5 mei*** 20s Philippines F 0 779 196,000 276 272 High / High
6 can™* 20s Philippines F X 721 494000 26 85 High / High




WEtH 2 FRE 70 AzkE GAE A BARE G g AT
£ of Customer Social
No Username Age| Nationality Avatar | Premium | # of # of # of Style Participation‘/
Gender User Posts | Followers | Items Content Creation
Posts
Involvement
7 rhd** e 20s | Philippines F 0 148 15100 396 146 Low / High
8 yigH R 20s | South Africa F X 47 150000 66 45 Low / High
9 [y 10s Malaysia F X 121 124000 58 69 High / High
10 jgy* 20s Taiwan F o 49 8000 1 456 High / High
11 yea™ FHEEE 20s Thailand M 0 6 31900 3 0 Low / Low
12 fal**x* 20s Indonesia F 0 57 52800 0 11 High / Low
13 sha*_ *** 20s | South Africa F X 157 157000 196 15 High / High
14 ela®** 20s | Philippines F 0 89 23900 0 73 High / Low
15 ] 10s Indonesia F 0 5 1900 10 1 High / Low
16 ple*  ** 10s | Philippines M X 6 12500 0 0 Low / Low
17 rey EEE 10s N.A F X 6 3700 23 271 Low / High
18 red*#** 20s Indonesia F 0 38 1600 13 9 High / High
19 bi.b* 20s Indonesia F 0 122 139000 234 197 High / High
20 105* 20s Russia F X 24 1700 8 125 Low / High
21 Cod* 10s Britain F 0 25 1100 3 8 Low / Low
22 yog™*HEEEE 20s Indonesia F 0 371 95900 1 21 High / Low
23 shi** 20s Spain F 0 473 188000 120 120 High / High
24 Lay s 20s Island M 0 71 4600 1 19 Low / Low
25 | che®**ss ik 1 10s | Saudi Arabia F X 3 171 6 19 Low / High
26 __am™®*HE 10s N.A F 0 30 119000 233 | 223 High / High
27 Kay_ ** 10s Maynmar F X 328 119000 28 57 Low / High
28 zep. 10s Malaysia F 0 98 120000 1 29 High / High
29 y.y.z 20s Vietnam F 0 29 1600 0 8 High / Low
30 | kyl* #1190 Columbia F X 35 425 1 5 Low / Low
31 gk 10s Russia F X 263 171000 41 11 High / High
32 hei** 20s Brazil F 0 3 245 0 1 Low / Low
33 | hop ™ FERR | 908 Asia M X 27 17 12 152 High / High
34 Cylfssss 20s Brazile F X 2 65700 0 0 Low / Low
35 Tzx*** 10s Japan F x 23 614 0 8 Low / Low
36 Kjh*#* * 10s | South Korea M X 7 3500 0 30 Low / Low
37 iy, 20s Brazile M X 75 5400 0 53 High / Low
38 Reo™**, 20s Asia M 0 38 366 2 1 Low / Low
39 hao™** 10s Vietnam F X 15 27100 6 181 Low / High
40 dae®®* 20s Russia F 0 95 17 15 54 Low / High
9122 195H 122 20¢7HA], AHE A& AR on dAfase] AR AHUE Welx &
092 B 42 AERE FHFAKTabe WA BEHUN B FA50] AASS A
D). (Table 2> AHEA AEF dAES O 27A AMAAFEA, SEA HAE S AA
B2 ZAYeld HAx ANE A Azl 118w

o] Aol = - 9] o]&AER FAAL wHol
FEFWH (Snowball Sampling) &2 A3 gAES
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{Table 2> Interviewee's Demographic Information

Category Characteristics N (%)
Asia 25 (62.5)
) . Africa 7 (175)
Geographical region
Europe 6 (15)
N.A 2 (5)
10’s 13 (32.5)
Age ;
20's 27 (67.5)
Female 33 (82.5)
Avatar Gender
Male 7 (17.5)
O 21 (52.5)
*Premium User
X 19 (47.5)
, High 21 (525)
**4# of Posts
Low 19 (475)
e High 20 (50)
*** 4 of Followers
Low 20 (50)
High 20 (50)
g of Items g
Low 20 (50)
e High 19 (475)
wREEE 4 of Style Posts
Low 21 (52.5)

*Premium User: Users who have regular subscription
and the benefits include purchasing premium-only
items, giving monthly 70zem priority review rights for
creators’ items.

**Post: General posts that are uploaded to the profile
of one’s own account in ZEPETO, showing one’s
overall activities.

***Follower: The number of users that users follow
within ZEPETO.

***tems: Fashion items individually created by the
users within ZEPETO.

*kekStyle Post: Differentiated post from general posts
which informs other users of your style by uploading
your avatar outfit and provides the convenience of
easily checking the products you are wearing to others.

3 917 W 8 XE 5

@A) etz o BAS Y % BAY 20
A4S ATE AFE i ABHOE o] Fof
A, ATNE FH APETiE 4% AP
g /Mo Bt Zo] Y Aust BAwe @

o] 23tk BESATHUm, 2020). A
7 2 A WE 2L Y7
T 249 4%, A4 A7 PEe Y @
q_] )

_'F_

24

E:
WA o] th(Chung, 2018). wabd &
AHNE AHER 408S P22 A= 9F
Ao 2 Hoh FAHQ Au|zt <14
staz skl ch
Ao 7P AAY FAE A A=
NN
8

98 Waln Aol A B A

& odr o W

20 4

o

ro

2 o
fo [ o [ off 2 oX OE > b

g
EE d=tolZ JAHRE JIEAT 1
3 3o Z2¥Y F(Zoom)S =3
z 2t

o
Lo

— rr
o
A1
2
fitl
ro
a
o
i
£
N

e T of

|o
fetl
%,
)
o
s
=
Mz
M £
fo
fitl

&

T X2

rr

N

ox

of

i

|o

u

e %
2 (z
e N 1 =

o]

1A
oL

Jo o
o

uiTe

)
i

%0,
of
S
|o
fil
Uad
=
pas
O,
rg
ml
o
-0,
i

R I R
oo 2 mlo.&\t
N o —
ol
uﬁmlﬂlmom:lo
° o Y
HT.I - P‘Eﬁmln
:.:,S_‘}Erlr:lmn:ué
f 2 o X
o 2 o = 3§
wolojo ok 8
3 Moy ol B
S v S S
1\]0_\_,&4.,(])
r>jmJWH§ETO\
P R
oyl b
o 7 M Ny X
o S %
—V.l\‘l e i
. {
@%ﬁ%
N R oo

i)

gt 4y Hy do o o
(o3
fd
25
ol
8
hu)
-0, d
o
1]
L
E
o
12
[>
[t
Y

o
o0
2 o

N
A
0x
H1
-

=
e
£
Eh]
e
o,
%k
It

N
ko
iy
Mo
n =
ofo
rlo
N
&
frt
=
S
>
N
N
i,
(z
e,

Iy
o

&, Ak BAE HE 9 PFoE R

T3 3t Table 3), BAE Z 32> Schmitt(1999)



et s SUE 71N A" YA Hd B Al g A

{Table 3> Composition of Questions for In-depth Interview

Category Detailed Questions
Sensory What do you think about this brand World Map?
Affective How did you feel about this brand’s world map?
Brand Cognitive What new facts did you learn about the brand from this experience?
experience Behavioral What kind of activities did you do on this brand World Map?
What was the most impressive activity?
Relational What kind of activities did you do with other users in this map?
Which kind of the brand image do you think is similar to you?
Brand Brand awareness |How much do you know about this brand now?
equity Brand image When you thought of this brand, what image did you think of?

Brand attitude

After experiencing the brand world map, how did you change your mind

about this brand?

Purchase intention
Behavioral

Are you willing to purchase the brand product in Zepeto based on the World

Map experience?

intention Revisit intention

Do you plan to revisit this world map in the future?

WOM intention

Are you willing to share your brand world map experience with other users?

9 Jung & Kim(2020)¢] A% A7 FaLstgle ANEE 30%9 HFo2 E2 A& AR 2 9
M BAE 2k Lee & Hwang(2010) 2 Shin, B3 ER 9T S5 3 2EYY ddx 5o
Kim, & Lee(2012)9] A% A5 Frsiet =2 zodh AR 7F 35S S5 ANE &
JE HEe 54T HAsd E JaHd 53 & 30%9] HlFLE B fAS} A A2 AR E
e W] WgoZ(Lee 2018) BA= AP ARA Qg Aol AAR 7, ofeld, 43 €
F 2 BAE i Aol ojgAl MstallEA Z3 FH ANE, AFE W T4 oME, "4
ol 3k 4 Fae 2T T e] 54 s dg 4% 2 REAL §2 ¥t 9
2.2 Engel, Blackvvell, & Miniard(1990), A+ o AAES A, FAIAJA 717H2021d 12€ 20
woE9 FHEE Hall Oriade, & Robinson d~2022¢ 1€ 209)= AR 7 £ HE
(2016)3+ Richins(2011)¢] A3 A5 3Fasto] TESte] I HEFE ST AFEAe] o]
2 stsleh 7h LY viE s EREAAM, A EFH
B AHEAES AReE AMES AEHoE &

2) =3 A5 34 g1 g Ffeke e 24 28 Fodx &
24 W5 39S 98 14 24 Feoimg 2 BN TR 248 3 VISAS P w4 R
A= A7 pofwo] mE 2FE AYsAtkTable ST HEE FANE F= AL A A
4, T4 248 FAwe] AL 1) YEE o A4 Aol 28 F ANE FE, o] T AEAT F
B 5 9) el 9Fe AANE 3) ALR 7 AR AE W AgHLz A9 Fes Fhshs P9
AL 9Fo] ANE 4) BEY % 5) BEY 4 o F Wk & gusrlel 20%9 HEAE F
57kA9 /1ES gEage AdE U g5e & Atk VISR B RS 2Rds idE
AM = Aol BEI B §A e ARl ZEFE Ue 9e oE el v& dlAL
EROlE BEEE BRI 5 Atk A 9F 2 FEH0Y, AL xHPoR H5d YFolgn
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{Table 4> Customer Social Participation & Content Creation Involvement Measure Instrument

Customer Social Participation

Content Creation Involvement

Category Weight (%) Category Weight (%)
Individual posts 30 Number of Created Items 50
Avatar-to-Avatar posts 30 Number of Style Posts 50
Number of Posts 20
Number of Followers 10
Number of Following Users 10

FH= AF #dAE FHE 98 1) AHATE

T 3 2EY ArE
T % G NS gEsen 7 50%9
FeAE FAT A8 AN ES ALl Bfd
ololdlE R Il ARl ovtet S &2l
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ZEHd 3 ofoldle] it AHE 5L F Utk
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719 EZ ‘beautiful’, ‘organized’, 'detailed’, 'pretty’
w2, AE4d gAY i A4 2
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“I think everything is very beautiful and so de-
tailed” (597 33)

“The map is pretty...all organized and pretty
enough to attract customers...” (FEA+ 26)

o2l =, ‘impressive’, Eiffel-tower’, Paris %
o] 7| EEe] AFHALH EHT olojdEEE
HoFe 484 AAE T3 wgd Aol 7199
T BWE RS AT 3

A .

“The cover in red is quite impressive and it
makes me think about the brand” (&% A}+ 29)

“They brought us to Paris when we can take
pictures in front of the Eiffel Tower™ (%2t
22)
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unique’” 59 719EE E3 Solstr Hle
A wig Ao 2HE BF

“They managed to make it look so unique and
nice to the eyes” (&=t 9)

“It's very unique..so far the most realistic map
I've ever been in” (SHA 14)

N
2

P4 A9 A%, AFA AMAA oved,
fun’, 77 FAENA liked Fo] AFHUL o] F
o, e A W 7P S AdsEA AR
;q,—_O_ At Fold S 59 FAZA 1A

S SA%E AE FAAT

. f

“It's positive, I think visually if it looks good,
then you have more positive feelings” (5 H#
13)

“It's a fun map and the music was bouncy which
made me want to dance” (S ®A 24)

JAAA 7R 749, AFH gy BAHZ A
‘signature color’, ‘product line’, ‘style’ 2] 7]
ZE 5o, BHE ololdEE e AA A BH

ZERde tigk 1A vt Soldk Ho
+ 'Paris brand'#t= 719EE T3 HAZ
o Hj7d B Aabe] ik AR Ed YEgTE

ol 3l

lﬂ do rr

ékﬂi

“I learned that Christian Louboutin is based in
paris and that red is their signature color” (&%
2} 28)

“I learned that gucci sells shoes, I thought they
only sell bags” (S &= 10)

‘quality’,
‘Unique assortment’” 59 J|YEE Ed HAE=
ololdlEJE], B FAe ek AA 7} o] FoF o,
AFH Mg BAE Hg o F/ AFol

7 gMel Bdze] A9 ‘eyewear),

A, AEe Edo| WA 2, AE AAd o)
3 A7k o ohkakl e

“I think I learned that the quality of the prod-
uct is good...” (-SE# 16)

“I learned that gentle monster is an eyewear
brand that presents.. modern look™ (&&=} 11)

“I learned that it..has pretty unique assortment
of fashion sunglasses” (<H=}+ 14)

=2 AP A&, ‘disco, ‘dancing’, ‘swimming,
riding boat’ =, Z} BT Z7rA AT
= de 499 954 290 ek
“I was able to row the boat and also swim”™ (%
@Ak 13)

1 dance take picture and make videos for con-
tents” (5=} 35)

=8, % gAdAN AEL FesE BEol
9 wel TAAULA oIF 5, A% 43
Ago] BA YerdS gud & o,

“Being able to try on their items is the most
fun thing” (2= 27)

“Trying the brand’s items, taking pictures” (%
=+ 31)

IAA AR AS, AF5A GAFAA XV‘
9 A2le] ofutelZ HAE oju x| e} f{ALEHA]
U= ‘not similar' 7b B ®eol AFHAY o=
Ao 10t AMHEAMEC] B AFAEAAM A
A gAE BAES} Ao FUAE A8 o
& Aol A YEES 9n g

e

<>?~

i) O}fﬂ

“] think my image is similar to Gucci and
Ralph Lauren because my avatar likes american
style” (594 26)

2Rl YAele] hFAelAE e A 2, 4
ST 248 olFAY R ZoL" (3944
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W gAE Bz A ‘cool’, ‘sporty’,
59 71957k AFHEA '|‘=r SRR

“.Ralph Lauren’s items fits my avatar.. my
avatar's fashion is a little bit sporty and the
brand fulfills it” (594 18)

“Gentle monster is similar to my avatar..and it's
really trendy” (9= 36)

AEA MY BAse A%, AEA A B
Aol gtk v Sgel § el HAE Q)
ARst ¥ A GARADT By o= AE
4 YHe vAsd B A4 2 olnxg §2
of mAEe] Ay F7tol tat A7} o] o Ho

Flg g B g B dgas A%
£ Qs A 9 F9elL” (S8R 3)

“I have learned a lot about this brand ... like

their style, which items they sell” (5-®#} 26)
BAE omR e AL, AEH M BHAMTo|

Me A oluA 7t B Bol AFEHIJOH ‘ele-
gant’, luxurious’ 5 AEH FAM Yutzl
)z FARSHAl AAFH AT EdE ol #AA

°|

¢

A A7) A EE obbtErst FUAEE B
HE olmx e}t vl fFAFSAl debgEE. ol

AR e AAle] opubeRel FAFSHAL A Ztele
BPE omA et BAEE A4S W FAHHE

olv x|} el A AN Ak

“The image that came to my mind was that this
brand was beautiful, elegant and fancy” (2%
)

“I thought of one of scences in "Emily in Paris”,
different and unique clothes, Paris..” (8%} 32)

W, FoEAe HAEAAE B9 olnld

A 4AA R o g 2

f
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“(I thought of) their black glasses, they are dif-
ferent and the design is edgy” (SH=} 27)

“Pretty luxury though it's casual or sporty style
brand...” (&% 19)

3) BHI= g =

HAE HEeo A4, AEAH YMy HAsg
7T PME BATA giiEe AHEARES FA
A =S HAT AMAES HEH 2 O B
ANZo] 7w BES 5 AEA 2RE
Ag stAom o] Qs Ha:MEel uist A4 2
Su7k S7FeGth dlg A AHels, BHEE
W Aol AYE o] FolAA grot AL
b FES TP Fhe AEE S Y Bl
To ds oS o #s AT BA HAokE
sHECl AAEHAJY ol Fa wWEHA | B
A= Aol HAEE WeyEd =g FI 4
o7 BAEH hd #4 3 FHAA HES T
AA skl felgh dIFs vty B F ok

“7d Z*"ﬂ—— 1]4]_.. AT (PO ouALE g
Aed, ¥ F.ErYole BALE wAH
EL]-/‘KJE 7]’11—’ E.ﬂ] g 7'] 7‘_=]'0]-_S_ %]Djl— ]_ 4)
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“It educated me on few things..such as its style
and [ received a positive feeling about this
brand” (&4 9)

g Mo a3 gom e8RS
Ate F2 olf2 2 7}

o= U3t
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AAE WANE Aol QR su UF WA
23R el (S84 2)

“Again the price, I'm not paying a lot of money
just for a top” (&HAF 13)

AEH AMsh 7 gMe BAE BE )
EE WEl o] FEE AFo] dlmAs vhel of
stekst 2 o12® R Zobd Bl o] f7t A
Ak

Jhgel AMI whgel SelE Bl WA Feol
3 7Hge] RSt 4 ogo] o8 (S84 3)

“.and it looks good on my avatar” (&= 9)

A APEE B B4 ANELE olE Fa
AEH M) BASY Q) o}Frhgo] EX
ot W TARE F gMe Bt @A
Q1w Folobat 5 A9 wgel AT
JEE ol d Ego] HE A0E Vet

“Yes, I'll be visiting the brand map again when
they release new items or maybe visit again when
I feel like shopping and be happy” (<%= 9)

Ll

= Uetsth ARAE S dd HA=d dis)

FANEY A%, AEH AMY HASOA o

AMEA A @ AMdE FH AREAER I U
T APy, HEPA 2AE AP g F
Azt sl Bgo] £HUT o] Bt
ek AZE QA 7} o] FoIRHA, BH:MT o st
M2 AR Ao ds& = fFAES I
FTRoIALA st Ao EobHy] WELE B &
=

“Ae o} HARI] Sl AYANT, 7
_ir_

E
i
3 A 2L A= guy FHT A gopo”
(SEA 4)
“I will say that this brand is from Paris, it's

classy, and has lots of different variety colors in
their items” (S9AF 7)

2. 2H|A EG0 WE RO

“I don’t have any negative emotions about this
map, it's just good” (ZE=} 32)

“T don’t have any negative to say, it's fun map
and the music bouncy” (&&= 13)

¥ 790 ¥oh U% ¥ EvE /X3 HAC
U BBYORM FY A= ARA W3l Y
Buthn AR e, Fewst Be5E
2 Ao AtHoR yEad, 23 ©§ 437
Q) ZAAA e Helk Ao AR

A BBl 7%, A BIE FeME design

‘product line’ & AF % Zepde] tig AA|7}t

AiH o2 wol vhekykh

“BRAZI FEde UAJS A HART (%
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g7k 4)

(I learned) that this brand..also have classic
clothes too” (-&E#F 20)

2 FAx Fdo|AME "Paris brand’, ‘signature
BT olo]dlglgel g AX7F =A

“ I learned that it’s brand’s signature color™ (&
Ak 29)

“T learned their brand’s concepts” (&= 12)

LR

“There is no more new information about the
brand” ($-©#F 5)

“(There is) not really learned something new
from the brand” (9%} 22)

A4 A9 4S5 3 AAE AdAE U
e oh WA AMEE Agsn A4el
SNSel Zrehs ol o AFH wF7t L3

“I take photos and make videos out of them and
share it on Instagram”™ ($-®# 13)

“We talk, dance and take pictures/videos for
contents” (5=t 35)

W, A FelT HueldE taE s
=7} Gojgon] Be A§AE BEIAL A
& AT BEY F ofF BAHA LF FEE)
AFHUL o)t Folwst BeFE, BE Aol
$23te] B 549 FUH LFE o] FIA] o
9¢ A%l do} Mg /1EFA LF BFo|
B Ao = AlrA

“grepe] e ALEAE whgTlehE, ARl H7) slole
224 AE ¥ R ZokR” (394 )

A FoAr HAdollM MEA LA B AREe] )
T 2do] 9 ol FAaHUL ol Horrt
Yoy Bt fjge IES BHYS FEo
won olZ <l o|n o] WEMEUS ¥ F
o AdHt Hato) tha J2 e AHdS A
Hog FUsA AANT F 7] wEoln wet
A, BAT i A2 AR} Fr1H0R2 ¢

U

“I got to know some of their products and na-
tionality too” (ZE=F 37)

“Learned some new facts, like which products
they sell and how the store looked like” (%
2 7)

=

A= oA o)
S EEEEE

s
U ole AEH AN AF Fd ng
Z

(S =4 36)
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AAe] dd Bl Aol tht A7

24 FAEsl HAE e ¥ FRAQ JF
WA Chae et al(2015)9] A% A7 Ao

“I look forward to their new product releases”
<92 10)

“I like the brand even more and it makes me
look forward to their new items” (9%} 28)
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“No, they already know about it” (<%=} 18)

(1) 2= A9
34 el 73—°r 2 %043 @‘%01]*1 loved

AFHAA F It BF E% ]
A 9ol HER AS FAL & U
“Completely positive emotions...” (& E=F 17)

“My feelings were positive and ..it was very
beautiful, made me happy being there” (2®=}

32)

Sl A A AWz 2HE b o)
Aol T Belx AR tekeln FHE Gl
2P FolE Aol AYe] EhUang &
Choo, 2020). w&kA 2 7
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=4 Jetdth e A
oA 9} A Z=wA A ‘;‘ E%HE o}o] dl ] E]
o that 91X mak chkakAl ettt

“I learned that this brand has unique and dis-
tinctive atmosphere” (&%= 8)

“I learned that Gucci has a very certain glam-
ours yet calm concept” (S H7At 26)

BEH B A5 A dAR HelA AF

= FEaEe F97F ¥ Bl £HHY o=
ZHZ AH dART deas, Aoz A
oboldl & Wol e A s 7HE mhellA o
S AFS AL RIA s AoE FE

AFE o z}ﬁaﬂ Berels, F8as 2 A}
A 01 Q" =22} 4)

“Trying on different items and taking pictures...”
SHA 12)

BHE AAES A, A AR HdelA A
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“Gentle monster is a luxury glasses brand... com-

bination of art and fashion...” (&&= 11)

A FAE FAES AAH AN AF P
gk oopuzt Hal= ofoldlE e ek 1A AE
T AntHo s =A detwth Iy dA Al
HE W 95 ¥ 752 BERE ofoldEE Y 7
< HAIZAH RS adHor AFsta JA *
a HAEE T A HATY] WS olEol
71 ol#l& el Stk wEkM ddiFow siA
A zo] dis olv] vgFatA ¢ e L #
= A 7129 AXF A AEA A 2
Aol 9] BAE AR JUH o v 3
QRcT Aeay

Bt ojujxje] -, I dole HekelA A
A olmAE ddee SHEEC] U Bl elH
Atk

“..luxurious but a high-class brand..products are
sustainable because of green exterior” (S %A+
17)

“Luxury but still cool and casual too” (&%=
12)

Blco tiek SgAQ st #dE SHol
A ol FAdellM o] sAHCH AAE
< BdE AF 2 M e e e H
HA, Bl Eo tig Sk AT ESHIT.
ZHZ= Az BT w2 AMAES A A
= Al Ao A= vrol BF AREA B HAE
7b AFS ofold B 7MY Fts A EA sk
< 7Fs7del =tk webd, BAE Arl=d tis)
ZF REY JE A #AR AMEAES] A5, B
Eop #dd ARE B AR 44 4+ o
= sie Awse Aol Fastt

“Positive of course, it helped me get more in-
formation about the brand..” (%=t 12)

"I received positive feelings about the brand”
(SEA 34)

4 5=

FujelEe] e, A= AR Pk wE
Zpol7k EhAl sttt ol #olkd = Y
3 gaEglel A Az gk A4l W A
g P AAAA ALY otbtelrE Fa @

R R L L EEE et
A7) Wl AGAEES A AA ol
el BES B o WHHoE ol
48 & Utk 49 A7 Baw,

BN AN EEEA] O golshul 2e
QA AEAE A7) B8 §771 UAE ofolg ]
FHEE #2AY S Atk BgthKoh,
Shin, & Kim, 2008). |4, AHNE | A&AE
o ohuilerg EBa @A AN TgF o fE

A AlmelEA 2 BHAE 3 AlEs A

WS el Bnk AREA 2+ A
AR RS A%, HolE REEE AYE

JE7t BA e ol: A BAE AERE

o BASO] Y = Bt HAS TS



[z 9 o
oM oM 1o
:?‘:4"

X~
=
Mo
fu)

“(I would visit) for sure, this is one my favorite
map in zepeto world” (<2 29)

“Yes, I will also revisit this map with my
friends...” (-¢&AF 34)

FIA e §77F Zorekes) BEolTh 1
B HUEY BE FHHY P B Has
AYe QY FUE W FLF QYL I 5 UL
&AM 5 Ao

o, #FAFe|x AEPTT distiz sa”

“Yes, I will tell them that their shoes are very
beautiful and worth to buy...” (ZE# 16)
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F3AES =Y F AdE gYe FES 5 2
Fos Hoe] Tug F2T F glojof & Fo
ot TE, I FAE JPAFE HAE A=
7 9A @A wE 7 #olx Hue] To) f
g 9lE Bz A3 AR AEE FU)HS
2 QJulolEste Aol Fo3EeITh Fujexe]
7AF, Home] wE zolE HolA ¢fotkrh o
ol w2 ol7k A AA A ws 7HF AlA
A WA A&sts AMES T3 dEH A
HAS o] A Ad =] tidk #4e Hre}
gaglo] BAE Fujoro] §od JgS w3
< FAT F AR AR AARTE =S
FE AR WA Uegon &AW
T AL fld AdEsE N2 A FaE
FIH0E ARYJOZHN AMEAEC] A&E|A B
W F7HE WEEta ol " AdS FH A
JA=EH} M FHataa e 75 =Y F 3
oo} & AlALE 4 Qlk

AT dEHA W 7P el gk AA
AHAES] WSS BATOEN TS HEH X
At 712 A8V 2 ASE Jgst AYA
SHAMNE 2HA/EHE f89 EAS AYE
o =24, 7P g 5 A ePAEkE tidel whal
Z38H T oF k= 2LAES anHor &
g3l =g g Aog gadt I ¥
FAA el F AMEARQ] AT ENA, A
BTy BTk ojoky|E AHEtE Felx9)
WO R Fojus Ao AFA HAL A
LA AL AlAFSEAL dTh

B A3 sAFoRE weHs W Azd
BAE AYS AuEEA U Z9E AGED
AR THE Aol vk FF, FH AFE 7IWre
2 e ZREI RN S B fos A9E
TE8 d Fart stk volrh, #AH AE A
S, B fA A €= 9e 74 Zlo] ofd

AdRoR @At EAsT sAReE H
B8 A 274 28 Fus AW A% B
A% AL % 2714 ARS A gavhe
Aol metd FF PN, ABH Aa A,
54 2L MOE FoE, wolrd] BE o
AAE ARed Je 525U 2E Bt
slo] welth

References

Aaker, D. A. (1991). Managing Brand Equity. New
York, US.: The Free Press.

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009).
Brand experience: What is it? how is it measured?
does it affect loyalty? Journal of Marketing, 73(3),
52-68.

Chae, H. (2013). Effects of customer social participation
on customer equity: Focus on social media service
of global fashion brand (Unpublished doctoral dis-
sertation). Yonsei University, Republic of Korea.

Chae, H., Shin, J, & Ko, E. (2015). The effects of us-
age motivation of hashtag of fashion brands’ image
based SNS on customer social participation and
brand equity: Focusing on moderating effect of
SNS involvement. Fashion & Textile Research
Journal. 17(6), 942-955. doi:10.5805/SFT1.2015.17.6.
942

Cho, Y. H. (2002). An empirical study on the relation-
ship between experiential marketing and brand
equity (Unpublished doctoral dissertation). Ajou
University, Republic of Korea.

Choi, E. S. & Pyun, J. M. (2021). Effect of brand ex-
perience on brand attitude within Meta-bus
through avatars - Focused on Gucci Villa in
ZEPETO. Journal Korea Society of Visual Design
Forum, 73, 83-94.

Choi, M. Y. (2014). A study on the luxury attributes of
new luxury fashion brands and the influence of
motivation for luxury consumption. Journal of Basic
Design & Art, 15(1), 709-721.

Chung, Y. K. (2018). Why do female college students
watch beauty youtubers and what do they experi-
ence? Journal of Social Science, 25(3), 7-28.

Cobb-Welgren, C. J., Cynthia, R. A., & Donthu, N.
(1995). Brand equity, brand preference, and pur-
chase intent. Journal of Advertising, 24(3), 25-40.
doi:10.1080/00913367.1995.10673481

Cristini, H., Kauppinen-Riisianen, H., Barthod-Prothade,
M., & Woodside, A. (2017). Toward a general
theory of luxury: Advancing from workbench def-



et s SUE 71N A" YA Hd B Al g A

initions and theoretical transformations. Journal of
Business Research, 70, 101-107. doi:10.1016/].jbusres.
2016.07.001

Dong, B., Sivakumar, K. Evans, K. R., & Zou, S.
(2015). Effect of customer participation on service
outcomes: The moderating role of participation
readiness. Journal of Service Research, 18(2), 160-
176. doi:10.1177/1094670514551727

Engel, J. F., Blackvvell, R. D., & Miniard, P. W. (1990).
Consumer behavior, Chicago,U.S.: The Dryden Press.

Fong, J. & Burton, S. (2006). Electronic word-of-mouth:
A comparison of stated and revealed behavior on
electronic discussion boards. Journal of Interactive
Advertising, 6(2), 61-70. doi:10.1080/15252019.2006.
10722119

Go, M. A. & Kim, J. Y. (2015). A study of how fair
trade coffee brand and brand image impacts on
purchasing intention. /nfernational Journal of Tourism
and Hospitality Research, 29(5), 105-116.

Guerrero, L., Colomer, Y., Guardia, M. D., Xiacola, J., &
Clotet, R. (2000). Consumer attitude towards store
brands. Food Quality and Preference, 11(5), 387-
395, doi:10.1016/S0950-3293(00)00012-4

Hall, S., Oriade, A., & Robinson, P. (2016). Assessing
festval attendees’ behavioral intentions through
perceived service quality and visitor satisfaction.
Event Management, 20(1), 27-40. doi:10.3727/
152599516X14538326024955

Han, N. R. (2021, December 15). How the brand space
greets consumers on roblox. 7he PR times.
Retrieved from https://www.the-pr.co.kr/news/ar-
ticleView.html?idxno =48051.

Hwang, E. (1990). Literature research on consumer
Word-of-Mouth communication. Advertising Research,
8 235-259.

Hwang, J., Lee, K. H., & Hyun, S. (2014). The effect
of brand experience on brand attachment,
word-of-mouth intention and revisit intention in
the context of convention center: Focusing on
moderating role of customer involvement. Korean
Journal of Hospitality and Tourism, 23(4), 113-127.

Hwang, Y. J. & Han, J. (2022). A case study on
Zepeto and Roblox business model. Journal of
Digital Art Engineering & Multimedia, 92), 123-
136.

Jang, J. Y. & Choo, H. J. (2020). Visual behavior anal-
ysis of fashion consumers in virtual reality stores.
Proceedings of the Korean Distribution Association
Conference, Fall conference (pp.390-391, 75-77).
Republic of Korea.

Jang, N. (2020). Study on the new luxury fashion
through unifying metatheory. Journal of Fashion
Design, 20(2), 141-155.

Jung, D. & Kim, S. . (2020). A study on brand experi-
ence of complex cultural space by life style:

Focusing on Sounds Hannam. Journal of Digital
Convergence, 18(3), 333-339. doi:10.14400/JDC.2020.
18.3.333

Kang, C. W. (2021, September 6). Vans, introducing
‘Vans World" that crosses the virtual and the real
world. Fashion Seoul Retrieved from https://fash-
ion seoul.com/204441.

Kang, G. W., Park, W.S., & Ko, J. Y. (2018). Effect of
brand Image on selection attribute of bottled water
and purchase intention. Journal of Korea Service
Management Society, 19(1), 1-20. doi:10.15706/
jksms.2018.19.1.001

Keller, K. L. (1993). Conceptualizing, measuring and
managing customer: Based brand equity. Journal
of Marketing, 57(1), 1-22.

Keller, K. L. (1998). Branding perspectives on social
marketing. Advances in Consumer Research, 25(1),
299-302.

Kim, B. Yoon, J. & Moon, S. Y. (2013). Effects of
service quality on customer satisfaction, brand im-
age, and customer loyalty of female university stu-
dents in a coffee shop. The Journal of the Korea
Contents Association, 13(12), 428-438.

Kim, D. K., Kim, Y. B., & Chang, K. R. (2014). The
impact of experiences at sports brand flagship
store on brand equity and purchase intention.
Korean Journal of Sport Management, 19(2), 1-15.

Kim, J. (2011). The effects of brand experiences and
personalities on brand performances and consumers’
hybrid shopping mall brand choice (Unpublished
doctoral dissertation). Sookmyung Women's Uni-
versity, Republic of Korea.

Kim, J. H. & Lee, H. R. (2019). The effects of custom-
ers participation on their brand commitment, brand
trust, and customer satisfaction: Focusing on air-
line passengers. [International Journal of Tourism
and Hospitality Research, 33(2), 139-156.

Kim, J. M. (2021, April 3). “Avatars have a relation and
create a company’, The future of metaverse plat
form ZEPETO'. Korea JoongAng Daily. Retrieved
from https://www.joongang.co.kr/article/24027004 #
home.

Kim, J. Y. & Lee. K. H. (2015). Influence of self-mon-
itoring and narcissism on product involvement and
purchasing behavior: Clothing and cosmetic prod-
uct comparison. A Journal of Brand Design As-
sociation of Korea, 13(2), 199-212.

Kim, K. Y., Seong, O. J, & Kim, S. J. (2022). Analysis
of virtual fashion style preferences and purchasing
behavior of metaverse platform ‘Zepeto'users.
Journal of Fashion Business, 18(10), 459-467. doi:
10.12940/ifb.2022.26.3.33

Kim, T. Lee, B., & Son, E.Y. (2009). A study on the
effectiveness for the consentaneity of brand Image
and self-image in the brand attitude and choice



Nl 2572% 655

Kim,

Kim,

Kim,

Kim,

Koh,

intention: Focused on the coffee brand. Aorean
Journal of Hospitality and Tourism, 18(1), 171-185.
S. & Jang, Y. (2014). A study on the relationship
of brand equity components of agricultural prod-
ucts, brand attitude and repurchase intention.
Journal of Marketing Studies, 22(4), 223-2317.

W. B. Hur, H. J. & Choo, H. J. (2022). Case
study on fashion brand flagship store in meta-
verse: Focusing on fashion brand in ZEPETO.
Journal of the Korean Society of Clothing and
Textiles, 46(3), 545-563. doi:10.5850/JKSCT.2022.
46.3.545

Y. & Kim, J. (2022). Luxury fashion brands case
analysis of using metaverse. Journal of Fashion
Business, 26(3), 50-71.

Y. M., Nam, S. M. & Shin, H. C. (2018).
Examining the structural relationship on the influ-
ence of cultural heritage site tour motivations on
experience, satisfaction, and revisiting intentions.
Journal of Tourism and Leisure KResearch, 30(3),
265-280.

J. Shin, S. J., & Kim, H. W. (2008). The ante-
cedents of need for self-presentation and the effect
on digital item purchase intention in an online
community. Asia Pacific Journal of Information
Systems, 18(1), 117-144.

Korea Creative Content Agency [KCCAJ. (2021, April

Lee,

Lee,

Lee,

6). Travis Scott Fortnite’ concert revenue of $20
million, 10 times the actual performance. Naver Fost,
Retrieved from https://post.naver.com/viewer/post
View.naver?volumeNo = 31145894 & memberNo = 2893
0604,

., B. B. & Seo, W. S. (2012). A study of hotel

brand perceived quality and perceived brand fit on
customer’s attitude towards midscale and economy
level hotel brand extension, perceived value and
purchase intention. Journal of Tourism and Leisure
Research, 24(4), 139-158.

C. G, Sun, Z. Q. & Jeun, S. T. (2020). A study
on the moderating effect of cosmetic purchase mo-
tivation and customer satisfaction in internet shop-
ping mall. Journal of Corporation and Innovation,
43(4), 3-23.

. E. S. & Um, G. J. (2021). A case study using

metaverse according to marketing changes in fash-
ion luxury brands. Design Research, 6(4), 375-386.
doi®10.46248/kidrs.2021.4.375

M. H. (2018). A study on the effects of luxury
brand exhibition on brand image, brand attitude
and brand loyalty. 7he Korean Society of Science
& Art, 33 175-186. doi:10.17548/ksaf.2018.03.30.175
J. M. & Hwang, J. (2010). The effect of experi-
ential marketing on the brand equity of low-priced
cosmetics brands. Journal of the Korean Society of
costume, 60(8), 100-117.

Lee,

Lee,

Lee,

Lee,

Lim,

Mun,

Park,

Park,

Park,

J. Y., Kim, KW., & Kim, G. S. (2019). A study
on the effect of airline brand evidence on brand
value, brand trust, brand attitude and word-of-
mouth intention. Journal of Convergence for Infor-
mation Technology, %10), 71-80. doi:10.22156/CS4SMB.
2019.9.10.071

S. H. & Kim, H. S. (2016). The effects of brand
equity on customer satisfaction and behavioral in-
tention: The moderating role of local & global
brand. /nternational Journal of Tourism and Hos-
pitality Research, 30(1), 185-196.

S. H. (2021, March 17). Log in metaverse:
Revolution of human X space X time [PDF docu-
ment]. Republic of Korea: Software Policy &
Research Institute.

S. Y. (2013). A study on relationship between
in-brand image and brand attitude & purchase
intention. Journal of the Korean Sociely of Design
Culture, 19(3), 565-578

J., Choe, Y., & Song, H. J. (2016). A study of
causal-effect relationships among functional, sym-
bolic, experiential brand image, satisfaction, trust
and loyalty: Focused on family restaurant custo-
mers. Journal of the Korean Dalta Analysis Society.,
18(6), 3251-3268.

K. E. & Chung, M. (2015). The effect of shop-
ping orientation, fashion involvement and demo-
graphic characteristics on the purchasing deci-
sion-making of outdoor wear: Focusing on the
product selection criteria, store selection criteria.
The Research Journal of the Costume Culture,
23(2), 213-227. doi:10.7741/rjcc.2015.23.2.213

E. A. (2020). The relationship among brand expe-
rience, brand trust, brand attitude and behavioral
intention on the premium coffee Shop. Northeast
Asia  Tourism Research, 16(3), 319-341. doi:10.
35173/NATR.16.3.15

J. W. & Song, P.S. (2015). A study of tourism
industry’s SNS marketing activity effect on brand
awareness, brand image, corporate image and pur-
chase intention. International Journal of Tourism
and Hospitality Research, 29X7), 225-239.

K. S. (2021). A case study of virtual fashion in-
dustry of fashion brands through convergence with
metaverse, 7he Korean Society of Science & Art,
39(4), 161-178. doi:10.17548/ksaf.2021.09.30.161

Richins, C. (2011). The influence of staged experiences

on delightedness and behavioral intentions (master’s
thesis). University of Utah, US. (UMI No.
1490992)

Schmitt, B. H. (1999). Experiential marketing: How to

get customers to sense, feel think, act, relate to
your company and brands, NewYork, US.: The
Free Press.

Seo, D. M. (2021, September 23). Fortnite’ collaborates



et s SUE 71N A" YA Hd B Al g A

with Balenciaga---introducing digital fashion items.
The Korea Economic Daily. Retrieved from https:
//www . hankyung.com/it/article/202109239975v.

Seo, H. J. (2020). Image of facade colors in retail store
on consumers perceived store luxury, emotions,
preference and visit intention. Journal of the
Korean Society of Costume, 70(3), 167-186. doi:10.
7233/1ksc.2020.70.3.167

Sheetal J., Sita M., & Sandip M. (2021). Critical success
factors for luxury fashion brands in emerging mar-
kets: Insights from a qualitative study. Journal of
Global Fashion Marketing, 121), 47-61. doi:10.
1080/20932685.2020.1845765

Shin, Y. U, Kim, K. S, & Lee, D. H. (2012). A effect
of involvement sports brand equity and brand ex-
pansion evaluation. 7he Yongin University Journal
of Martial Arts Institute, 23(1), 63-73.

Siddiqui, K. (2022). Brand equity trend analysis for
fashion brands (2001-2021). Journal of Global
Fashion Marketing, 13(3), 238-155. doi: 10.1080/
20932685.2022.2032792

Song, J. J, Kim. S. C., & Yu, J. S. (2006). Structural
relationships among the service quality, attitude,
intention of reusing, service value, satisfaction for
hotel coffee shop customer. Journal of Foodservice
Management, X2), 67-88.

Sung, N. S. (2012). The effect of party event service
quality on the satisfaction and behavior intention:
Focusing on the involvement. Journal of Hospitality
and Tourism Studies, 14(1), 271-285.

Truong, Y. McColl, R, & Kitchen, P. J. (2009). New
luxury brand positioning and the emergence of
masstige brands. Journal of Brand Management,
16(5), 375-382. doi:10.1057/bm.2009.1

Um, N. H. (2020). Millennial consumers attitude toward
SNS false and exaggerative advertising through
in-depth interview. Journal of Digital Convergence,
18(10), 459-467.

Yang, J. A, Lee, S. Y., & Lee, D. H. (2012). Study
on brand experience and personality effect on
brand attitude and repurchase intention in food-
franchised. 7The Korean Journal of Franchise Mana-
gement, 3(1), 26-45.

Yoo, Y. J. & Song, J. S. (2010). The effect of advertis-
ing in relation to brand value, brand attitude, and
brand Loyalty in the food service industry: Focusing
on family restaurants, pizza restaurants, and
fast-food restaurants. Korean Journal of Tourism
Research, 25(1), 127-146.

Yoon, S. W. & Yoon, D. I. (2015). A role of functional
and symbolic image of the brand. Journal of Korea
Academia-Industrial  Cooperation Society, 16(3),
1745-1752. doi:10.5762/KAIS.2015.16.3.1745

Yu, J. S. & Lee, A. (2016). A study of how the hotels
brand equity impacts brand attitude, customer sat-

- 61

isfaction and recall intentions: Focusing on seoul
located luxury hotel brand. Journal of Hospitality
and Tourism Studies, 18(2), 133-149.

Zarantonello, L. & Schmitt, B. H. (2010). Using the
brand experience scale to profile consumers and
predict consumer behaviour. Journal of Brand
Management, 17(7), 532-540. doi:10.1057/bm.2010.4



	메타버스 플랫폼 기반 지각된 럭셔리 패션 브랜드 경험에 대한 연구 -제페토를 중심으로-
	ABSTRACT
	Ⅰ. 서론
	Ⅱ. 이론적 배경
	Ⅲ. 연구 방법
	Ⅳ. 결과 및 논의
	Ⅴ. 결론 및 시사점
	References


