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ABSTRACT

The significance of this research lies in its capacity to empirically elucidate how brand equity may be con-
structed through consumers' experiences with virtual fashion items in the virtual space known as the metaverse.
It will further explore the mechanisms by which constructed brand equity of this nature is interconnected not
only with consumer activities within the virtual world but also with real-world purchasing behavior with respect
to physical products. A distinctive aspect of this study 1s the presentation of differentiated paths that link both
virtual and real-world consumer behavior across various dimensions of brand experiential value. The study's
empirical findings are as follows: First, consumers' intention to engage in metaverse activities increases when
their entertainment and self-expressive experiential values are satisfied by brand experiences in the virtual
world. Second, the study indicates that, while relationship-oriented social experiential value may not directly im-
pact metaverse activity intention, it can influence the formation of loyal attitudes toward brands that provide
virtual items and real-world intentions to purchase products. Third, intention to engage In metaverse activity
not only influences the real-world formation of brand attitudes but also directly affects the intention to pur-
chase physical products. These findings underscore the metaverse's crucial role as a bridge between brand ex-
periences and consumer behaviors. Moreover, they empirically establish how organic interaction between the

virtual and real worlds influences the development of brand equity and consumer behavior.

Key words: brand experience(E AT 7 &), building brand equity(E = ZA4F F5), metaverse(H EFH 22),

virtual fashion item consumption( o s Mdotold 4H])
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AEs fFrote olfrolth aWlE F3 AR AEA A FALRe Ao s FEEL A
42 HALs 26 #AE FHAWE A SEAE B8 AE7HA A =TS EVS(experi-
o]7] wizel wWiEethA & s HAE=S HFHRY ential value scale)& T3tk olF AFAE
s dofold] angde] o) sy s HA =9} < 7154, 284 MG XA, 734 7HA
A2 el IAEL FF A=AF 7 AFE A ZHAE 71RO R AH|A TEX 9 AulA T}
2 olAe A dE F Ath(Lee & A T ARH A Ader AT Utk
Um, 2021) ZHle Ay, Ay FHE A7 AgdArE

S ATEH, A e A4 ARG F
2. BHE Zent BHE e HA ol JfIHeln #HY FPRTE FH A 9

BoAor FEI HAE AP BATIL A
e AFoR PAHe aHAY U Hew F 2
HAY] 3o ® AF A, A E94 373 S
AE, &AH e &Y g oig AES x@d) 5]
= 7ldolth(Brakus, Schimitt, Zarantonello, L
2009). wgtA BHE HHL I o] YZRE L7 x

I 2eg g AAR AHYE

HEt A Au A ANEZEE ey A
3 AEE AFde AstE gHY Fo
21 tH(Hassouneh & Brengman 2015). EdE
AFA 74xe] #3 UlRE HIPAFLE

HIzke] A Ade FHLE ol FoAL 9
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A AFolU MHEIAE AAE Y ek HAE Tt A olulElE wifE o]2ojA = wEhM A 37|
A, vla HEI A3 Fojeh AR o]ojA] A 2HR7E A7bEHe BAlE AR A g A
= 989 AAHor FAFe] BE YA Lo 7 25 4 9= Au|z} 4k Alolo]i= Ao &
g olth olEe BAHE S ao] HAHE A A A7 ZAes & g ]E}Hii 517 )
el ZEal A2 olmAE HYHdezZA AR olutel= @gelZA] W] B W2 g
APESIA7| 3 volrt I FAE S BHOE R ATS oy, ojulg uH7H 3 AL
gt} skARE AP 719l 21 E = (memorable) 2F 7F AFRALL 2 ATUA A Wao|z}
5740l glom, zt ettt /fEstEo] gloenE o] 237 XSHuA 1 7px 9} &L} g
A2 BUE AFe) wFd 2UASOlAE §U% 53 9rkKim, Park, & Ko, 2022). v} o
BAE Y 34 we ¥ ohiehZantonelo  guys ) avAse ohvieie Fal AAMA
& Schmitt, 2010), ©4& &7 F5& S8 22 He GA AEsRA 28 Bas g 2
2 AR ZIdetal ol el AHskA X AR co A AZTERA = o A5EA AYsn
+ AHAEE B EASY WSS =AY 9t} ol 2glel Zzbo] Sxalel TzbmTh A
(Kim, Hur, & Choo, 2022). NS FZa7)7F Lol Lalel ALLERES] 7
AL vARe] AEs 2R 2uAA 2T sjgd §3E OAY ooy uleug Fu
A3 9ls AR TS o187k A FEeld 4 % qloks A8 AT (Koh, Shin, & Kim, 2008)
SRR FEste AlFold AHIAE AR 2 AAs= Aoz oFd & 9
Adsts MM deaes g A= depsz dEsE AL Bdd0z
Aot} Holbrook(1994)°] 4@4 7HAE #33 G312 98 FArE AWAFA AHE =7
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(Hassouneh & Brengman, 2015), ©}ulelE w7l o8 APA A e JhH, A7) AAA
E 9 vHd sjdotold S AREAENA A9 R THA, A E FeAgel ok adzted 9
MBS /s 2 7138 AFd o= gk ALS/AAA TR @A s /EA A g 7Y
Tl AHEAES Aot A S AASAL & 7AA A Wl M) BAA/FAE TFA A
Zod s 3sA Ak Ed JPEAANA 53 T XIAA dALE 7HAE AASL Ao

Fd g dolold ¢ 5\_%{— APEAE ALo]o A (Ahn, 2022: Verhagen, Feldberg, van den Hooff,
AHE A 95 delle 24R A48T F UL Meents, & Merikivi, 2011). 3HAITF o}2] wlebw
B, oW ololdl S Afata SleAld uwheh ARE 2 & gjMotold A¥lE SAE o 4H] AF
A2 e AHEAEFHY] AT AENA T B o] Yo HId& WEHZA A QAL of
FES S 5 Y A8 YEYIAA] 97 4 s AR FFOEAM AFY J5/ER
S IAES S e AUtk 7EA Sk 71 A A Wl M o] A=A/ a2 A

MEZE 7PEAAIZS E93t obvtetE vEhd 7S WrbetaL ol % FEFH s AR 7|l
T UAE Aol AE A onE xd@E7] fla)A T AT Ak =9 APAFEANA FoF A
met 2 AgollA 7Y sjdoel|l o] puje 2 7R W AAE TR 7PEAA A
Aolth, Kim & Lee(2002)= 7HdgztellA 9] of TEEE UAE HAAF i Fufelze
HEbS 59 thEA Aoks FHse ol AES FFES T Ak AT E AFelAM= v
FHLE QUHES ot AT AFE F A & BAE S vRd oo’ 4]
& ohilelE FI Aok 57}11 fF@statane AEor FASGATIL AP AFlA X“lfcl‘iiﬁ
o, 2l THEAA 0] &AEL 7] otulErE AEA A A4S viEo R dE A W HF
Satel A Lol At A Aot AN sjdotold) A7 g0l HEMH 2 F7helA }%Z}
FH3TGI AT Park(2004) 9] Aol A= of £ ARSI TPEE Y] = YE A8 8T
HHet AREA7E Feke Aol 2FE 4ol A ofiel AAAAL L8R Bl F= Tl F
4 Aol B AFstL AR FA #4A et ol uhel e | BAE AY 7}
AXE FH57] od e 72 2l 379 of Ao AL S B84 THAN(N5/FR 7ML A
HEbS B3l Feke tield Aope] gk gt 12/544 7P R e84 7HA], A7) Rd A
T &9tk Ahn, Yoo, & Kim(2004)2 ofulel 7HAL AR/ BAE TEA ] el 2R 9L
HgFel gk A5 53 AHEAES A0S A 2 gt
Aake ohvtets wWiE B fFUids 2oH
AF L ey sz 7P} siAotelElo] AL 2) BA= A3} BA=E ATF
EAkel AF3 A Egel o] &HTL H3ith oA H HEAe BT AATHE HAlTo Ud &
7P EAss S Abokdl otbtErE ] v zo] o127 yAY oA AR T ZAA
T 7Y Hdotold e MEL AARS =Y ZRues yaain, AP wgow 3 1A
AHERE] EAE AN BAH AHEARE A o ZEE GRS TEIFoTH 2AA HPEo
WA xddte FHoR dddd FAC A 2 g} "tk BaT 0%, xzd A,
SAES 7o R g A A A A4S 7hsst HAT oA} olmx], HHUT FAL Z2o bt
AR, A} FALLEE FAE JE TAES AFol

A AT E HEL HAdotold AH A ANE A2 7R o2 o)eaid, 71de AR} ok
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= MAY A& Ader FoHH, 14 =
o] AxE Addte 2ZAR NI o
A THBoulding, Kalra, Staelin, & Zaithaml, 1993;
Choi, 2021: Lounsbury & Polik, 1992). 4Bz}

P AFolM FFAEE FRF UFRE gFE
olfE 7199 9 FEel 9ol 1A A&H
AL A Aol F8T ¥ oz A
A% 594 HEES IAA Aids FE
st FALAE ATl v vAow Fug
= 7] gEeltH(Yoon, Ha, & Oh, 2012).
Agdsaxe a2 PFdEs FA9E
wE T, ATRIE AMEelE SaE

o] A714 ¢l Al (commitment) S UEHE= AL
=2 (Reichheld, 1996) 3}Ael| W2 YH o] &
AYE 58 Bdzo] dd ze 594 "x ¥
ez siFor MAmd 4 9luh(Assael, 1992).

o
A FAEE AAH, 24, A5, A998 4
To A4 wAE AXE, 2 Ado) FAE
e AAY FAES JFL FE W] I
T ATK( Choi, 2023).

3= o= =2 (Mathieson, 1991: Taylor & Todd,
1995) 71& AHlze] gk 304l AMA HEE
" ghth(Evanschitzky, Iyer, Plassmann, Niessing,
& Meffert, 2006). wlt]o] 7]&9] Aslo] wel 7f
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3 AFE BAE g A 2 A 4244
tets Algsl £ ¢ Ath(Mort & Han, 2000).
£ AFolAs ddAANAM e anA BF uhe
S AEAF PR Hdstety T BAs
of g FA44 HEE vgoR Y HASo
A=AE eyt FAEHL Bt

g Ao BA= AFol tE AHEolA
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75 58 " ARFUANA FHS o] &3 A
Sz 93 HEE FHAE JAT & dgx
Atk A M BAQ fA, ARE &3
=3 A (Wang, Gao, Yan, & Qin, 2020),
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AAANM ] des AP T L4 T ddoteldl anAAS st SHE
A 2A 7 s Adetoldl o7 ofutet Fw] 7] ) A=E oA FHAES 2FYdde 7E
T 713 A%t SEAES AE '@ of THOE AMGSdt AREHE vk ol
HIELS Al Zkstel @AA7IE R8T # okle 1 A HFL sdoteld &HA R Sl ol &AE
T @FT A2 Aots oputetel] tiYste] 3 g 23Edd § AR Swd daAdol Y
A71E BHEE 20 A7) BE WA AolE EAAY $HEe & FAGS HEAS A
Btk SRt opulerele] AWETE =SS § T 11075 A3 46l AR
S Ao 2%E HHOR sin Arxd HEpH 29 BlE A2 AS JdHF 2
Mg ALFoEA AAAAR olod F e & EUE Mathwick et al(2001)9] A@24 7t
FAANEFE ALEE XS B4 Hrlsle ACR #] A E9} Hassouneh & Brengman(2015) <1l
Uebst), ol Krikorian, Lee, Chock, & Harms A AHEE 5 B F L84 7HAL AREE T
(2000) ¢ Aol A Bag wpsh o] opulets w Ao ArjgdH 7HA 2@ #dd 1208 23
N2 & A22g2 AHEAE Abole] AA4 <% geto] grgo] Akl AR 2= Al
< STPAIIAL AFEE ARele A H Agite & = HEHA & BAE AAE T 1% 9
ol 9¥& & & due AL Itk =3 s T A4 F54E e /R 43
A AT AE RO FAd SEAES HFE Atk A ATe] AR A TR Bl 2F sk
Aotold] 2HIZFES FAA £ ek AH] ARB A Ao Agel g FoiE AL ovlekes
2% oket Bl Bl tid g Bt THE & ATl AEY B4 34 2%
o]& A FH JrE HAL HA FFoE stato] BAAFH A H AR MEHe 1A
o A Pl dENE FAHHQ JAE Y5 s AZIxdE A ohite FEAES
Stk o1& Tl HepAEs TPEAARS] EX7 S8 THEAANA A S Bl FEAITIAL A
A otk AAAARS] AAT TheE Aol MNgE mdTeEM A dEtSs
& 5 AT ol wet ¥ FL sfdoteld L] 7e 7HE SAsT 7Pl e
2 T3 olFoAE BAE AFo] MEHHZ <ol oAl Ana FeleE HATI AFste v
Aol ana Aga AN LHA B B SPE ASAE = 28 A FuA A
SR dAEe d7EE 74 271 FEs o] o]FojA= WY ZA HEH L o] F=
st FHEE 23 4] BIOE FA 5
2) A%H A7E AT A=A et EEoER ST F44 BEdE
AzA A7t Helmz Wwoz 2022d 99 His 543 2t tigh B= J3 5 4
T2 ES o83 270 HES Ei A4 uE T HA S A Azl offA WA =A
WA ZRZ A FEIE 2H)AF 2008 gAke Heh SRFES s & A9 e g
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HZ AEsE MZAY 28 F 200h9 o7 HlAE EoEs 2 AT 549 A A A
Aoz HAG AT AR AL H4E 7R o Aol ddAANAM FA A A dEhe
3 ool meh pAsRon, ARAY more T AET A7) A3 viEn s SUEelA B
EoarEAstd 54 293 w4 demla g A5 FES AT AT HAETE 224N
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WFL g 4n] el 9% BAs A 5
I EFoE FAskoch 9 £& AFEIAL, 30.23%7F WIAHZE,
AFH AFEFe FAse MFELS BEF S Thr O =2 2651%7F 3D oplel &8 EHFSR F
A AE A2 SAAG(1H A 134 & s A EES o8, 82%°] SHAE ALY
o}, 53wl 1% th), IBM SPSS 270 4 Z& e el BERAE o] &3tal Stk Table
I o) &ste] #188 A89 FAA AL & . dlep 2 o] §AIZEE F 1~23]7} 68.2%, L ©]
3L AMOS 2505 Fafl el 74, #d 7 HIEHA gEee SEAERE 72%%E et
HRE 24, FEYRA 29 43S AAsdt dEus o aFg sioteld auAgel b
AEAEAA AT AT AL 4
3. SEA S el & & YA WAL sHckeld
NEA w6 AeE SURSE was A BAMFe 570 wRke] 745%, 571 ~1071 w|gho]
ot o omrTEn e T 8.2%, 207N wIRke] 82%, 207) °liFe] 9.1%=
ofeld &M Fe] Sl AMAEE AATY F et
Ak AFEA AEE HA 108E WA AeH2 oleEsld da B9 59 AAE
173%, o4 827%= 2] HlFol 453 =% Arz 239 Pags A g2 G4
o, 20t Zwro] 755%, 200 F3Hro] 245% % ol ARS 98 HBE =7d I HBE)
ekt SRR 27%7F SR AN oo o as ainae gu gHd 5]
o, A Fox=(Mean=3.62)&= HE FFHT o SEo] WA= 373 FHIAA U G2 AFLRE
A JERAT, SRR Mean =290 Lo gaszs sig ARUAGH E77 316
BE FEOE et AL ARAL AZE A gy 4 ogge suze 4 99 249 =
Hel BHEIREE el VS LEE R ) 505 sbpaAg olsla) 9 A4 57t
ATE ] ARTEAEEE S & 5 s 3012 e ol g AT o2d B, shga)
AN AFUAC AT BAAAZ SPel=
VI 3 ATER U7 A% AN BH ZANE nEAE ©
a4 A% WA A 577} e ACR
I HEMA SHE 0|23 HeRsteh ole WAL A avel W £33
F2 olgste ez EdEe de gy 10 BUS AY 7P A dAsm vE s
G B A cudse wsensl wome x W PHAAGANG 250l B4 & Y53} AA
{Table 1> Multiple Responses for Commonly Used Metaverse Platform Types
(n=110)
Preferred online shopping store n % % in case
Animal Crossing: New Horizons 70 32.56 63.64
Minecraft 65 30.23 59.09
ZEPETO 57 26.51 51.82
Roblox 16 7.44 14.55
Others(Fortnite, Google Starline etc.) 7 3.26 6.36
Total 215 100 195.45
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(Table 2> Motivation for Using Metaverse Platform

(n=110)

Motivation Item Mean SE
Intellectual motivation I use it to understand a new virtual world. 3.04 1.368

I it t icat ith oth in the virtual
Communication motivation use it to communicate with other users in the virtua 316 1310

world.
Relational motivation I use it to build bonds with real-life users (friends, 315 1396
colleagues, etc.).
I ) - .
Hedonic motivation use it to experience pleasure that is different from the 195 1024
real world.
Expressive motivation I use it to express my identity. 3.73 1.263
of e £ 9 A 5E Agstel 3 HAQ

A QAstel Brhske WA b
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ey
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[25)
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L

dotr 7] 9% Fel tis & 7 29Es A o]

3 ol zs 5% g olsto] A 22l A7t FEHOoE HEA &l

fo] 3852 HE FFER AL 29 1€ 283 AA7HA, 22 28 #AA

Z2HE<Ql NFT A A AA 7ER], 89 38 A|EEE HAE
AA g7 FA s At

ATk AT NFT HAHE A JHRel tie 37kA ALE 2Fs}

e o' 2AES o ZRARYS FAse Fo OWMFE o

A& vEx 1% 9 o IBM SPSS 27.03} AMOS 250& o] &3 3%

Bk 21.0%, 6% W A HeEwS 483 94 eduAS

2 Alested SAFE] NG B BAS o

oo 2 Afnt Ack B4 ZARE BW FHRYPY AHYPE AF

on, AFELE 7k x* =327.360(dr=213, p{001) 2 F2l8HA g

A RS A ou, CFI=.939, TLI=.927, IF1=940, NFI= 846,

GFI=.794, RMSEA=.0702=% uYg%t ol&
CFI¢} TLIS Ftel 1L.0Eth &3 099 7H7k5-H
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& o 2 s5= ol 7l =
AZ3E} 710 A BAE AY 7Fx| 9 3 w2 _
sl *ZHH ee ! ] jn ) T ge su-swez ushy e FuHg
@ o) L 3 AH % o
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(Table 3> The Result of the Confirmatory Factor Analysis
Standar-
. bach’

Factor Items dized SE. | CR. Cronbach AVE COI.lSt?l}Ct
Factor a reliability
loading

I became more immersed in Metaverse
activities by consuming virtual fashion items 0.898 0.133 | 9.107
to personalize my avatar.
Consuming virtual fashion items allowed me
to enjoy various activities within the 0.879 0.132 | 8.928
Metaverse more effectively.
Enter- I felt pleasure by consuming virtual fashion
tainment b v consuming 0863 | 0122|8763 | 908 | 0.667| 0908
value items to personalize my avatar.
By purchasing virtual fashion items and trying
them out, I was able to momentarily escape 0.713 - -
from my everyday life.
I experienced a sense of vicarious satisfaction
by purchasing virtual fashion items to 0.708 0.119 | 8.833
customize my avatar.
I tend to purchase fashion items for my 0.803 0122 | 8731
avatar to showcase to other users.
Relation- I pay attention when others evaluate the 0.780 _ _
ship- fashion items my avatar wears. ’
oriented I b ion i i 845 0.571 0.841
: often .uy fashlog items following the 0.736 0117 | 7.907
Social trending styles in the Metaverse.
value I am inclined to purchase items that other
users’ avatars are wearing and that I find 0.698 0.116 | 7.437
appealing.
While dressing up my avatar with virtual
fashion items, I feel a sense of intimacy with 0.851 0.121 | 9.59
Self- other users in the Metaverse.
expres- Virtual fashion items help my avatar stand
sive out and facilitate communication with other 0.792 - - 830 0.623 0831
value users.
Virtual fashion 1t§ms effectively express the 0.719 0.097 | 7844
personality of my avatar.
I want to continue using this brand’s 0.910 0.106 | 10.76
Metaverse platform.
Meta- I will visit this ?:;fei&\s/’[etaverse platform 0.867 011 10112
azzrvsiy e e 914 | 0733 | 0916
ave the intention to utilize the Metaverse
. . 0.862 0.108 |10.037
intention | services offered by this brand in the future.
I will recommend people around me to try 0.781 ~ ~
out this brand’s Metaverse platform. :
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Standar-

Factor Ttems dized | gp | g, |Crombach ,yp | Construct
Factor a reliability
loading

I would appreciate it if this fashion brand
continued to release new collection items in 0.846 - -
the Metaverse.

L'oyal Through Metaverse a?tivitieg, I have learned 0.729 0114 | 8595

attitudes more about this fashion brand.

toward o m . this fachi 831 0.558 0.834

ave a positive perception of this fashion
0.710 0.104 | 8.296
brand brand’s Metaverse initiatives.
I have developed a liking for this fashion
brand due to the brand’s activities in the 0.694 0.12 | 8.044
Metaverse,
I will continue to make real-world purchases 0.908 ~ ~
from the brand I've tried in the Metaverse. ’
Real If there are similar products, I will opt for
products 'pr(')ducts from the brand I've experienced 0.863 0.085 [11.989 891 0.737 0.804
purchase | within the Metaverse, even in the real world.
intention If T need to make a physical product
purchase, I will give priority to the brand I've 0.802 0.088 | 10.67
experienced within the Metaverse.
AVE k2 Zolx 05 o|Atolojol Q¢lo] #= AT B E I AtH(Fornell & Larcker, 1981:
el gus fEAo] gow, ANEARET} 0.7 Hair, Black, Babin, Anderson, & Tatham, 2006).
opgololol ¥F BEs} FEIATL AT &

(Table 4)> AVE and Saquared Correlation Matrix of Latent Constructs

424 23 ¥4 2% 2435 NG o

. Relationship- . Metaverse Loyal Real products
Entertainment . Self-expressive . .
Construct | oriented lue activity attitudes purchase
vaue social value vaiu intention |toward brand intention
Entertainment value 0.6672
Relatlogshlp-orlented 0477 0571
social value
Self-expressive value 0.296 0.154 0.623
Metayerse 4act1v1ty 0,509 0.313 0.264 0.733
intention
Loyal attitudes toward 0.573 0.346 0.349 0.520 0.558
brand
Real products 0.246 0.273 0211 0.350 0.367 0.737
purchase intention

a: AVE for constructs are displayed on the diagonal.
b: The squared correlation estimates of two variables.
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Suprawan, 2023; Yi & Lee, 2023). =A]o] Ba THEA At dE whS glol HAAM AR
T A3 el wep 7PFAAIA Y] E5 % PEoT ug ug Hog: ANE =&Y
b FAAA AN PFFemole] FFHo] tE= AATE Choi & Pyeon(2021)2 AL Fe] wlebd
o, FPAA Y BAE AReR ) B b ZeldE AL B@ A%4 A49L, uAddy
AAANA aEA BFAES FHAH BAS  dE 2 AE okbg kel AA BFL 49
B FAd o9& dAAAAR HdolE & JS st d5d APS T BAE Hko FAH
HolFT 53, 98 ANs AVEAH HNE 4FS vAnE AS FHSEA e 53
TREAA AR gFelke JEFE mAL, olE o wal mEp oA AR FEEC B
2 BAE B9 dAMA &8A FEogr W e Aol s vE F dde AE
of 43& mzl d HE) WE A & BHE AY AlAbeR FSA T
< B3 IAANEH A3H A E =A AZeE T 454 dFE g8 ArdAeld A=
(Table 5) The Result of Verifying the Significance of Individual Pathways
Standardized
H Pathway path SE. CR. D Results
coefficient
Entertai t val .
HI-1 ptertamment vaue - 0.446 0.176 | 2434 | 0.015* | Supported
Metaverse activity intention
HI |H1-p|  Relationship-oriented social value = -0.122 0157 | -0.675 | 05 Reject
Metaverse activity intention
Self- i lue — .
H1-3 ¢ rexpressive vaiue - 0.485 0213 | 2370 | 0018* | Supported
Metaverse activity intention
Entertainment value —
H2-1 0.103 0.141 0.582 0.561 Reject
Loyal attitudes toward brand K elee
~ Relationship-oriented social value — s
H2 | H2-2 Loyal attitudes toward brand 0.506 0.136 2.680 | 0.007 Supported
Self-expressive value — .
H2-3 -0.233 0.183 | -1.095 0.273 Reject
Loyal attitudes toward brand K elee
E 1 —
H3-1 ntertainment value = -0.231 0236 | -1.149 | 0251 | Reject
Real products purchase intention
H3 |H3-p|  Nelationship-oriented social value = 0.451 025 | 1914 | 0056* | Supported
Real products purchase intention
H3-3 Self-expressive value = -0.237 0312 | -0959 | 0338 | Reject
Real products purchase intention
Metaverse activity intention — s
H4 Loyal attitudes toward brand 0.515 0.119 3.588 | 0.000 Supported
H5 Loyal attitudes toward brand — 0.407 024 | 2500 | 0012* | Supported
Real products purchase intention
M . N .
H6 etaverse activity infention - 0.390 022 | 2161 | 0031* | Supported
Real products purchase intention

*pX.05, **p 01, < 001
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A E A2 v L ZHEFANA AFEE A A &Fg 27tk ol wEt HA7|gES vE
20l BAE Aoz 22353 HFY A 4w HAE Bl SR uAY 7|32 &8sty B
A8 4FY HE AFUACIA A50E & WE AR S AT PR ETR A5
€2 T AFE G o= AnREe] YAt o2 8T W ol wEH A WMFY
OEY F HE g HATX AFEHe AH] gjdotole] AMAFE Fal AEAF o AA
2ol s #HAoR 78 ZHA HH I A 7b 75 TPEE kAl BAlE S X8

olEoA AdHe BHE, #ye} MUlAE Ay 3 SdTh
v Baltol dias] o2l HERE Jehdtie 2 AFE P WEH A S WA
AP ATFLE(Bruner & Kumar, 2000: Wu, Quyen o FHofold Ano) o3 BIATL AYPo=r B
& Rivas, 2017) 3= 22 Hgo g olad 4 3l T Apgtol 5E F 3lA, o]¥€A tEE HIU:s
ot MFY gjMotoldl AnAFe] Y WA B Ak TPFA A A e Avap GF i ol &
Ao AU FgS A ot FF A AAA NN AEAFS AdEstAY aulstazt st
2AF TR olofAE &AUF ATk Rl Lee = 7 PFeE AAEH deue WAUSS
& Um(2021) 9] Z#E AAsH, $A4 B ASHoE ARt A Ut ok =
s vz 7PEAIA S Ana o] A 3], e MayA77E dEH A ff B 7
Aol Avat PFog dAA s Yetdes AHE ds AF rHE 24F THCE gFY ey
HolFEr) Hg), 2 A+s e FRE 5T ofuler
FResoll Al Yehs Ao AEH, HgA =
V. 42 oAl BAlE AF A E AESAA d5H A
TE AgAvke AEHES 7T FolET 4E
HEp A 712 AT EY $4E fAEH A7t AzbebE BT Y 7HA] A E T
A FA AR Ves HEAA =98 i Aol Zuat g5 AAAANA L Lzt
AFgd B opet FAAAS 7HAL dAAA L o PEo g AAHE AEstE AEE AASATHE
THE A4 e ATt AHEAES] A4 FES B A7 AFA A S AN F
o] Al e B MeHQl AM7f FEEE © otk FAAR AFH ArAde v

AR &0l 7hedtEs ot HEH A 87 2

A AREAES obutELE WiVHE TRFE ALS] A AR, cH|AbEC] 7PFEedlAe] BAE AY
FEAEd ARUE FHe S8 oE A < B e54 s Ar|xdH A E F56)
A 2 FFe WAAE FHE AT A TPEAA A o] 2nat E el wER A
& Zstsitt o2 s dA WEHA EZHES g3 wrt LT A, ohteE il E
A & 3] E do] oHES Z2R M FT g uFd ofold] AHAAS T APH =43
4 Qe AdE7oz AW AstET, HE A of og A JHA 9 AVIEAA THAE =4
AHEAFEE ohutEr FRYES Tl M Al A7t W BAHE AES AFste 7PEEel |
kA 3 AEE 2By Aty A B EpH o A 8] SE et FolAA Hrh 24, &
W o4t M E FEs] BHA Als AAGA ALSH 7EA e} HEHH A S0k Alo]
FAsty g BACT Agete APdEol F de fFog A AE7F dehbA BANE W
ot 5o AdS atm FEE FHAA Y AL A ofold] AlF BAMEo] i FAHA B FA
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G ABAF PO GG A7 AR E PIAAS BUAAE oloIFE A8Y 4ERE
AT Z A YA AABES el o] ed AP HA ol FoiHe} duk o8
sl FEAGHel £ WekHzel ARUANE o v ALEA Me FAF Abge] 94
E4ol wdE BAAGH ASH AN 480 fE F U3 FFHoEE @AAAY vy
S W HHEA GFL F 4 Avk A, TP 4R ool 4 Yk FHEY HAT Y 3
A zElA weew el dews BEAE A% AAAE Pl o oA g 4
EOPAA ANA A% AUAA AvA AE Qo
Aol FF 4TS Bk JHAANAY 34 o3t e AFH A7e dofolx BFe
40l HAE APS olF AFTH AP DA B A7i vz ) WFD sty 7
Wetz EAEC] HE A% A FH 32 M SUASV BHOE @ Y WA
JEE ABAAL BN FAH BAS BEE  FEE EE 55 FRaAK Rahn vep oA
WRAE 4o AEAF PR HPAY  FEAE AR AN bt (agen) T A7
GPOT vedth mebd WEws EAEAM oAl TP RAvks AREE MG =
7Y ddotold £u1E Fol KA 4AS = @ ARG RoplA ez 4% BEE
73, BgAelel ohtetE o AVEE &7E /b FobAn & ol ws olg #Hd HHw
FEapl AW M0z s BEEs A7) ¥Eow Zgusel AHwe BYA I
W72 o8 Fo FHE BAC W= FAol o Hol BAL AND IAF AL ek ek
ol F AZAE Pl JBL FE WA 2 ) BAE AYL WAL AMcled zuz
4 AzE Fi BAS Aol 7EY 5 Atk ABAN PEE HD BAS} AT wFY
WRe] TPRAAN A ASH BE % BA R AEH ol A Az Age] £gHA
4 §77h F%99 DAsse] AAH gl eol diEbiz ) DAE AY EHE Lursial)
29 447 Ao/t vz Yo} WEpd2 BE & U WAS A @ WAL dHotelde
£% F54 QolE $HE HAS GRS Fd A4 FEAIS ez A AAAE 4%
AAAANA S BASIE B AFS T WAR Buske] AAATY BAS AY AR A
WS e FER FHH YFS HolE A2 melN AF //EDL A% 3 BA A
2 AT AWE FEY 5 U A WA AR H/FAR NG AT PRE
ArAon Wez FRES BEE A AT AVHOE A%Y & Yok Az
Q HAE AP HAE AL BA diElz AR AUA FEER AT BY 5 A7
ZUE AT oplEE AR B WAL B AR ABATN HAE 4Y A Adow
Rotolsl 2HE shue R AAREE AR A= WFY ddclolde] HEOEA
FoEm A&A FAE BES FESoF A AN F O G4 4E A AL =
EE BFY A ol A & ohbebl  gAslw ez BUE 54 9 ope %4
weshsl Hgaks ofolde] obd ALgmel Al EAe] mel AAAS AAAAL A @Eol
BEE ohlel gusts B2 Bobd & Qofob  28F £ 92 wels) 6 Aud ATHA)
stel, SR Aokm ANFE oluied Euel  olFolA/1E what
She AA velrt AEE SvE Peld BaT oz ¥ A7E Fd =2¥ A3} vy
ARUE BEolv B ZEEA Folsh 2&  ARUAE =EA wEHA ) BAS 7Y
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