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An Analysis of User Experience of Metaverse Fashion Shows Based on Grounded Theory
- Focusing on Schmitt's Experiential Marketing -

Min-Ji Lee, Jung-Min Lee, and Eunjung Shin'
Dept. of Clothing & Textiles Design, Kyunghee University, Seoul, Korea

Abstract: This study identified and evaluated by deriving and categorizing concepts related to the user experience of
metaverse fashion shows using grounded theory, which is a qualitative research method. Based on experiential marketing
theory, in-depth interviews were conducted for 14 days with 14 males and females in their 20s and 30s. The research
results and contents are as follows: The causal condition was the purpose of using metaverse fashion shows, and the
action/interaction strategy caused by such a case was found to be establishing a system for metaverse fashion shows and
promoting a positive brand image. The results included content evaluation of satisfaction, normal, or dissatisfaction. The
contextual condition was a change in the form of consumption that emphasized experience, while the interventional con-
dition was psychological distance. Based on this, the core category was defined as “consumption patterns that emphasized
the purpose of use and experience affects the metaverse fashion shows and psychological distance appeared as a user
experience evaluation through the establishment of a system of metaverse fashion shows and the promotion of a positive
brand image”. User types were classified as active or passive. Active users have the autonomy to select content according
to their individual preferences, and accordingly, their experience preference tends to change. In contrast, passive users’
preference for the technical quality of content is relatively low, but they have a high concentration of content diversity

and audio-visual interest elements.

Key words: metaverse fashion shows (WEMH 2~ 34 4e), user experience (©]-8-2F 7 §), grounded theory (ZA ©|&),

experiential marketing G vAI®)
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Al AEHQA EA (features)s} A (benefits) $15-2] vlAl
gollx ujAte] APe Azt AlF vAlY (experiential

marketing) 2 FREE Aok Ity AFI)
=i} geuon Qee ﬂ@o1 A9 @A), A9

7] A Wsle ookt
‘o E}H] 22 (metaverse) 2HE 71

S mAYA 2 a2,
A7 gshEA T

OH

9] BoPIAE WEPIAE B89 2= /18 9 AL B
42 71%0l sick, A4 9] e olo] 99 b AE B

3 ARl Al 22 AEE AT
AU

g 73}1]"“ w2, F2H 3 B o txkle] ¢
AE=2 HEE] o 71]‘” 2 WEpH2oN E8E HeE s
wep 20k §3S 53l iH]Z}Oﬂﬂ] 2pdslE Hale [48s
=kl S-S & 4 Uth(Heo, 2023). 5 A
HEepH 2 SAE “:] Al EF W= (Decentraland)’
]E]'HV\ A $] = (metaverse fashion week: MEW)7}
ATk HA=ELS 3 aAlo|AE 7V 3ol st

st7] $J8l oSt Al=E o
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. A0S AN, B Y o) R B9 AW B9 ohubel] BiU@TE B 4 9tk Uob) olulere] o1y
2 AFSE oEE AY U ko) Gole AR 3 wolay Au2ab AT e Wek2g B89
ST Qom g TPel 1 wel UYs), AP 5 oY Se] FRE 93 Ak ols TH I eleks
oA Tt g B3R FAlol. Mg FokE Fo oA el derte) Wakw @Yol

Wt wEp 2 st o] RIEANAl o8 Al A A Aol ¥94 olgt B 4 TH(Choi et al., 2022).
B AoMe gl A E8sle] TAFoE AuRas) Yo7t BE Bd=orMe ohulelke: fl3t 7P sjde |
gt o] w fpu|EL AF AR ZA o] Hesle & HERH2 oA XR &F, s 52 B AA zjiava

N S7A Bk @A) vepnse) ASA Fawel WA v AESIK Anoln Alze Ao 2A Avxie s Hesy
540l vl vk & Bas AR aua wgd] tet ok meld demas FAEIA v=U2) kg A
ATE HEP Aol Um & Ko, 2022). T3 743 248 ol A@Hoz oolAw Sl FolA AnAsh Az

7RIS F8Ashs AHE Stolste] E AAle] ke ae] Aol dojual e diA vl Adelta &
A v AR o ol FekA 87 =it Z Ark(Plateer, 2021). Lee and Um(2021)¢] WEpHZ2E &
Hilee sl A9 847t 248¥ v A% S & &3 dd BEF HAs=e vAY Wk A, Lee and

HIZA] ohdst A= E74%-2 024 4o 477t 53, Jeon(2022)¢] 3| HiA= ]E]r‘ﬂ']’\ 7P A wjgellA o] of
I%A FA4E BAH= fuike e agelrx] & 9Ee v ulelztol AXd AT 52 Bl =i S WA HA9d
e A4S 7EgTkPark & Lee, 2020). Wb A A TEO| T o % S ¢ S Tk

W daEe] EolA X e HERZ sjidh BoloAE 4] HERH2YT e E/A 7|E ’353"3:#@*5 3l wlEpH 2
AL AP Qo] T84S AX|s] & AFE XYstarz} gt ool BAE ik BAE Bix P HEpA oy e &

olel & A7 HEMAE Tl A Hal=9] fdas A HIAF WS ol tisl thE A FolE ¢ 8tk Um and Ko

§gk = =tA 9] 20, 30015 o E wEl 2 Ak Y (2022)= WEFHZ Ulo] Anjz} HES-S AwEY BilE (3
o A AF AHRE Bl ARE £ 2A 018 7] 2 2R BAo) e zpolE ERIsigith sld ATl =
Hbo 2 AE Xdetara) sirh. Hgk WP sk & o A wE 2 U] Bale 43 ol Balls o) oo fe
Sk AllE Tetste] vlep 2 sids AMER; A A u)gk JFS wHTh ES Ahn(2022) AHIAEO] HER A
d S AlEA == |Fs) sl o2 AAE FEEkat FYES Bl AotE oplElR ghgsle] 4] % F9S U
St % 2 A7t WEPHAE 7IWkeE ¢ tiokel oM A ok gk
To] NNZAEEAN LEE Shoz o] Helm X sjise} o8 WA Bese a2y ko Qs aaake] Ao] of
2} Afole] A s Zgol =go] H71E 7|tidit) HeA A OAE 4258 Aslsle] 3R G35 Fisisiein.
53], ezl HMne] Fg)o] ojHYX|A} vep = ZHYPE
2. O|2X w4 S B3 HALE NFE] AlREI FRE(Youtube)E £
FFe INSAY ZepetoHHE), HAEDNRE T2 vep
2.1. HEpH AL} THM 2 ZYPES Fga) 7P s AT WE 2~ A
Hep 2T 29 EE 7PHS vk WEKmeta)2l A7l o] 7P F AHE anRpt opulelE B3 AHaE B
E= 955 S8k UM 2 (universe)?] 391 Z(Choi et al., 2 AYE F ke Holth dEe] HE X HdLies 02
2022), S 2Ye 22kl AAIA AL, A, 13 2% giel e} 2] zalnke] FrholA Al WHnE &
< 59 7RE FES F U=E 75 33 P AArE 2 4tk Yot trlelHES viel 2 ZPEe] S5
2&H(Shin & Yeom, 2022). FlERHAE 7)o m 4 4 M el vt AES A= & IA =AUk

2 wkdsi|at, 7Pk AAGIAY TR o] SalA Aok Kim and Kim(2022)2 vEp2~E &89 Me] Hal=9)
A Qiok. EFE o8-S T TP AAl F, okt wlEp 2 vAg WS AATe Sl Akl el th

B 59l AR AIA o] Tkt AelM Aoy of sl Slstsint. sl Aol wEw wjie] oA Al e
7h 259 SJuE ol AAl 9] FEo] 7hed AlAIR 113 220] F8-2 At Ego] s ARl dYE ol Ut
33 Qo) < AT 31T Son et al.(2022)S A BH =9} wlEl
o8 ohlElE ol8dl oAt A = AR V& ZYE U Efsﬁ o oA FRETE ARSAREA =
< Fel T A 2, FAYeR no AUzt oA 7t o] AS AT Wajel tall Araialom AAREo] v
& AAE Y 015— T Ves Fxd SA7 Bl S & O}H}FAH w3 A ZRI=E SHleia ALk
HEARE diste] 7P 330 Stellre] AAde 34dske she o] o] Halzo] A st A pofell fejvg
Hoz sAle = alu}(cm & Pyeon, 2021). ©] ZeA o] S wFITk 3199tk Um and Ko(2022)= 2Ae] si4 Hal
A Aol AN S5 B §95 I 242 o] 7P midol wEr 2 ol AztEe Hile g 3 4
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22. ¥ f0|EQ| HE oA

22.1 AF A"

AE vHAH (experiential marketingy> Schmitt(1999)7} #l|A| g+
Moz, AFe 7% A5 v AF40 viAEe] £l
A Blofup AH|REe] A@e) FFste] AH|ske A =7
= e AFshs vHR A= EEitt ole AlE L A
oA HIEEE 5o o]¢e] opd AL APk o
A ve= vk T ASS B3l AlFelu EAREE A
24 ol dH=E 2 EA vRET A rA"eAM BlEE
Age] AgAoltt. AHREAA et A=3 AR T2
M 4] dEUT H3 a3A F49 BlE foie A
A7 & G wXtkPark & Lee, 2020). < ©]&3h
AHIRES] A A7 TS FoAIBRE AR B4 A
3 vAE o] FERHA| FHWHA A FoloX T mepH
g FAES ol8d AHAES] A BES A=Al A
ot B A7 Schmitt(1999)8] AF wlAY o]&o] A3k Ak
A AE SE(strategic experiential modules: SEMsyS- HERH
M3 o] 82} 47 Hrle] E8sid AFE Fdstarat st

222 A=A AE BE

SEMs= A& §38S 77, 244, A, @5, A F oA
THE Alssle] #4818 o] ol 7 A fEe
o] Aol AF3 PR} ZRAXE 7RI Jon A & 7t
2 2khe] ZARoEnr ARER] AL E o] EFOR olF
X Ao FTAAH A MdS AA
Kim, 2022). ©]213F Schmitt(1999)] & =&
AY FAE ATl HAss AAY 5= A 3t o] W)
7k 73, AA, s, A 7] rHAE g o 2

Wzt (sense) PR A1ZE A7ZE, 24, Wzt F2F F A

W7k 7190 AR 20 BEIHe Y Aol 24

AFse] S ApEst 84, 20 el )
AFES AYP s $10] a2, 3B V=g sebs
/RS AFSRe B ABA 501 AekPark & Lee, 2020).
W (feel) TABE 201740l L4 5
o= 7Igjon} HA=e] Tt FHH 3
& 2oz Yuh BA HY Al AFS e
Nl 2018 She BgeIA ofe e
WA FEafok sl ST S olZolyy]

T

Q1% (think) "I E2 7|2t Ha=o] of
ALE EFX5Rs " ol oA A9 =]}
271 doje] A8 B3 AlLE A3 7| 7RI 2
4 7digl 7EEE M 7FsAEE 7R ithHa &
Lee, 2020). o8t 1A vA® z2ko] AFal7] Slsire Al
714, AdoiF, Jdd oz AnNRE mEH slof ) EmEke
& 2nRte] ALS AFEle] 2HR} AR F2A Al
E e st 2E|ar aniRke] wigel s £zl 7]
E0] AZES Yol wt=s 5714 e sljof 3t o]

=
23 714 e 2R SVE doA anAe] Feide

M

A FxA 0w MalAAck ek,

B (ac) TR AAE olg AHH AP Bz
an)Ape] ol 2Ee] wWe AF K Bl EH
82 ol WS AY, A4 A% AL 5 40l AL
ol A18)H A58 BUsh shedl 248 T uh
g Aeolt), tiekael 4714 AR, TR, Tolx
2R 5 BelEomA suAell FHA 244 A

| (relate) PIAIRS SbA] D3t 7zh, 744, Q1A

43} 7} AR, FFe =
WE 25 sl Qe vl ot 1A Ade |
oA ERRlFte] AR Q3 IAIF AFS F=g) AR F
HHoz Bicole AAE FPAFoZA Hure] TP
2 Bz &) doks AgS Alwsie
H B RS vEpAE Be HEYX 78S B
Z3P7] 9l AnAEe] AES st & A e &
£ vHAE Akl disl] RISk Atk Schmitt(1999)y= WHAIE

1

>
o
>

f
a2
i)
ro,
N
=2
>{1:1
rr

SEMsE ARg-sl= Zo] &3 o]
o A rAEe e A 2425 FA7E FA4
3 AFE FEse Alolgt FASATHPark & Lee, 2020).
Chang and Koh(2005)2] Aa)adellre siA Atdol|x] 4|zt
o] 2 Aol digh £97F FA R Qlemz AF
tAES 8835 P Be o] Fsltia st wE
Kim and Yu (2019)% 2% g9 AHAEL £ s 7
AL B3l A et APA AHE o] FFHEA dgitt

DA ool T4 o= eld fo] A vHAE W
7b gl ome) SAAE e dFl diEl] Arsiion
A AF FEEE Aol Z2Eld o] A A" 89
of gk RE=Tt ol o)met TR tEA FAS mX=

g

=

BB o

=]
A9, 244 A9, 54 A% F 4l 2o TR
HAE Age] BAE HEd nAE 93 2Hs. 91x)



HJEps A o}8A) FE B Be 2 o) el - ¥l 7= A AES

A AY} 744 AP L BT gxo) FR8AA FFS
o 58 A 2 AL FYus G nAK] &
2 Aoz wERT)

2 AFoM e Schmitt(1999)9] HeF4 AP ZE(SEMs)?]
ST A 24 T Az 24, A, s F R AY vt
A" ko] el wet HiE}H%* HALE H7slaat st
Zarantonello and Schmitt(2010)2] 7ol w24, 7-& Hil=
2 AP Algo|tiEts 5UT APS sl AL ohy] wE
o Bz Aol dis] FE3IA AHE ZQ7} ok Choi
and Oh(2023)= WERHZ QbollA] ABxR= 712

3 AlFe] 7R Al FeAge] A4S FASThe
S AALskGATE. B3, Zha et al(2022)S 73S o)

A Algshe Q0 Aol Bl A S4A0 93
g 5= ok stk o2 % wiek 2 3 Wollxe] &nmizt
o] Hals g 9 Ao ) AE A7E ogsit) 18
u e~ sjdsels 7PR & 54T e
3 AHHor AvE A7 FAST webA
Schmitt(1999)¢] A& vHAY oS HlgeE wE
2 7o) sl Aw R} g

o:
m

i‘

2.3. 27 o2

=71 o2 Al 7Nk oW ol Abdel 2715t
A wze] HEolr o]ge =2 AL Alkeke 2
7o PHES o ¥ opEh, T Ao R mEE o
& g =5 ofvske 7idelthKwon, 2016). 7 ti3#t
ot A Zbe] FEAs 9 FH 3 7] WAlE dWske
AdA olEom A7t BEL 71kl sk Hl
AT wEbA 27 oA e A7AREo] 71Ee] o
olut ojn] gojEl NFomRE AlFshs AE AFeL AT
AL ARE Y, Y, BATOEA E S48 D)

Z & AIFSTH(Glaser & Strauss, 1967; Lee, 2014).

23.1 27 o]&<¢] A3HIH: Strauss and Corbin(1998)
2.3.1.1 71" =9 (open coding)
M 2P A 27)0] AAEe AR50 /Hdst Agielth
AALE A5 S YHoj7PaA A EA dHEE oue Hag
9191 TE (code)2 HERIT} ARE A= Rael] daie
A|&2AQ1 Bl A (constant comparison)2 23 SAPE T 2jo)
e Fopiinh, A&4 HlwitAs g3l oud Ade] vk
= FEe FY3 HEE sk dt. ol W] o
B2 A2 3 &8 F=59] FEEAS Z’ f 0}5’— Aofof

&
Lo
X
r
i

% =9 BAe Y 299 Ane v ARE A=

o FploZ - 581

)
s

o]

r
o

¢ she Zlolth. olw] WMFE o] FAE d4sA E
a7l fsiAe siEvkdoel Hastrh sfEnde =1
(condition), & /J532 %(actlon/mteractlon) Z 7}(consequence)
o] A 7R 84 =] drt. 272 @A) dEE A8,
A ‘ﬂzcﬂ LHL‘— *1’749&/\1 AFolu ete] off 2o ofdd
74] =2 e | S A AvsiEh. @del wA
Qe1S sk O’J-v}—i ZZ(causal condition), 2158 Z
Zﬂol A MRl FFS A 20 SAxA
Ao} RIS AbE 2he- T}
g}l w2l (contextual condition)

o2 FAE. AF/dE AL AT WA ARIE] wiEs
Jholub ZAIE thFe WS et A= dE5/dss
3 o]FolRAY F2 AT FEAgel

(intervening condition), ﬁ
EEEE DR TAEE LR

r?L'
0)4

&S 5 T3t At
Aog et #g et

2.3.1.3 Ag} I (selective coding)

Ad gL A4 HER OE HFES T Fus)t
sl= Fgoltt. 4 HFe) thE HFES A4de dA #
Skl M-S YL THEoRl #A ewol tisl] gt
WEE Awsl 3H(Choi, 2012). &, 5 9L S W
HFEL Y FZ9E B3l HETHOR 3he] ©ol@og F
et

20003l S0 wAIE Fofe}t AHlAl g A flg AT
WHo 2 A5 2457 AZEHAM & Lee, 2018; Goulding,
2005) A o2 4A AR Wgt & Afetara) she d4
9,] =Q _/}:H,,]_ ;HA]-;(]_A /\lﬂﬂ J,]_;g ul u;]ﬂ_ }\}izl—_g.oﬂ
i3t o)sli7} 753kt Ahn and Lee(2018)y= ZR|A7} 34

AFE v el Ahshs e HEle Gz dAYS
| oA AIF AHE 5o HEl AE HAe 5A
ol /g4 £S5 viEske Heol 27 ©]2&S &8
Jin et al 2020y =7 ©12 A7 2y ulg}l A AEFS
23k HAA =7e WA Aeldel wsiet 2Hd E=t
3 gL gt ¥ A= Strauss and Corbin(1998)°]
AN 2A o)2 AT 2ol wlE} wEp 2 HjXx oAl

3k

pas
ST

=

:[o m{o

AW Bl B A7E ek g el QoA
A ARz e B 2 Fe, ol8Ael FEHolT
S2) ofol) wek BAE} AFsH 1NN 0847k A

ZHete AEel A7t EAE 7FsAde] EHUm & Ko,
2022). WERHZ & 1% AR EAd0] w9 theksiar
[0ke] A dsAge] mete] i Fasth(Choi &
Oh, 2023). We}A] o]% Ho} o] A A fsike &
A ATARE 7o T BAsy, O ARE 278 o2 &
Z3te] Wty g5-S Aishe Zlo] Fasitt ey dAf
e FYE 27 o]2L EUR 243 AgdTes B
3 Agolx, vlEp A s P’:LXM 738 ek dePA
HE FE5sith b 2 e 7R o2 ASske

Zo] oflzt Mz O]%% 1]/‘1’5}71 913 Strauss and
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Fig. 1. Grounded theory paradigm model(Strauss & Corbin, 1990).
Corbin(1998)2] =7 ©|& AT B Hgste] wEep 2 5
Mg ol gAre] A BAE AR NS BT BAN

< whslact gtk

3.1, o7 HHy
WA e S ARe] B ol galel WAE AnE
ATE B vFT. Held, B e Ay ejulel ol

Table 1. A demographic survey of study subjects

vy
_O|L
¥R

i}
F{O r <
o
i3

f
o
N

L {o,
=)
il
X
X
o
rr
P
—y
(=
=
[V}
=
3

Jo chsl el o

R8T Yelc,

o5 WEetm wresirlE Aet

7] Sl A Wl STk, oha7i) vk sz
]

ne
N
o
%
ot
= ¥
»
re
-1
2

e
A
i)
=
o
=
[>
&
s
B>
o
ofo
N
©
o,
oo
o,
N
K3
g
=
>
olN
22

TH(Jeong et al., 2022).
2 A= dlepH s o]&x}F Al tigh o8| % 3
712 98 Schmitt(1999)7F AAIe Ag wiAE] o]2 F A

8

Respondent Age Gender Marital status Occupation Residence Final education Major
. . N Al i hysical
A 24 Woman Single Student The metropolitan area In university Tt, music anfi paysica
education
. . N Art, ic and physical
B 24 Man Single Student The metropolitan area In university fuste an‘ physiea
education
. . N Art, ic and physical
C 24 Woman Single Student The metropolitan area In university fmuste an. pysica
education
. . L Art, ic and physical
D 25  Woman Single Student & office worker The metropolitan area In university muste an. physiea
education
. . N Art, ic and physical
E 25  Woman Single Student The metropolitan area In university FSte an‘ physica
education
. . L Art, ic and physical
F 25  Woman Single Student A local authority In university fusie an. paysica
education
G 25  Woman Single Public official The metropolitan area Gradujcltlon. from  Art, music anfi physical
university education
. . Graduation fi Art, ic and physical
H 30 Man Single Freelance The metropolitan area ra uj‘l 10n. rom fuste an. physica
university education
Graduation from
I 30 M Singl Self-empl t A local authori L Sociol
an ingle elf-employmen ocal authority university ociology
J 30 Woman Single A public official The metropolitan area Graduation from Pedago,
& P P graduate school EO8Y
Graduation fi
K 31 Woman Single Office worker The metropolitan area e u:a 1on' rom Humanities
university
Al i hysical
L 33 Woman Married Profession The metropolitan area  In graduate school Tt, music ancli pysica
education
ion fr
M 34 Woman Married Self-employment The metropolitan area Gradu.atlonl om Humanities
university
ion fr Al i hysical
N 35  Woman Married Office worker The metropolitan area Graduation from i, music and physica

university education
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Table 2. Key questions for study participant interview

o Fpo= . 583

Area Interview key questions

- What brand of metaverse fashion shows have you experienced?

- What motivated you to experience the metaverse fashion shows?

Experience . . . .

P - What do you think about using metaverse to experience fashion shows?
- To what extent did the metaverse fashion shows feel real?

Sense - How did the metaverse fashion shows stimulate you in terms of sensitivity? (Including both positive and negative)

ens . . . . .
- Was there any sensual stimulation from metaverse fashion shows, unlike regular fashion shows?
- How did you feel about the metaverse fashion shows?

Feel . . .
- Have you experienced any emotional changes before and after the metaverse fashion shows?

Think - Have you ever experienced a brand's image change after experiencing the Metaverse fashion shows?
- Have you ever had any questions about the brand while experiencing the Metaverse fashion shows?
- Has your fashion taste changed after experiencing the metaverse fashion shows?

Act - Has your lifestyle changed since you experienced the metaverse fashion shows?

¢

- Have you ever visited the brand store after experiencing the metaverse fashion shows?
- Have you ever purchased a product from that brand after experiencing the metaverse fashion shows?

- What made you uncomfortable experiencing the metaverse fashion shows?
- What did you like about experiencing the metaverse fashion shows?

Satisfaction

- Was the metaverse fashion show useful for viewing?

- Were you satisfied/disappointed with the metaverse fashion shows? Please tell me the reason as well.
- Are you willing to experience another fashion shows using metaverse?

= 27 A, A, S oY BES ske.
5 JERE APaisink. 282 £9E ARE v
g o] w2 A =29, & =9, Al

Sof wlEb v‘Miﬁ ol-&At
HI& ERste] Bla 3 Asilt), gk 27 o] &
el mEe i—a—]u ur Jollx Schm1tt(1999)7]' A A
o B i e S i L

3.2. 917 CiAxt

B oA AT oidAke e oA 73l
20~30t] gH=elolt). IEIR tidE T35l 1 2 At
= ol 7l F wEp 2 FRE A4, 3D UﬂE}lﬂé A
3], ZEPETO WORLD % WER 2 2 Fho] AR b
A 23 AXNZE AASIRL, e s #E 25 A

:‘ mlm
)
ol

e
2 rfe

A&k vlolH E27 ZAAA ABR Xﬂo}g skt &
Sk QI2EfTH (Instagram)oﬂ HER A JALE AR AT
WA etk AAEE AR AT EH”Z}*— T3kt

g3 AT tidRke] A 1_%% 2/ E 29 (snowball)
AELE A&t 2 23, 14389 A7 dRE 2R
T AU 7F A A AR AL Table 13 2t

3.3. o7 X7 =3

B Ao A7 £Fe 20239 59 9YRE 5€ 29714
OF 1447t Ui Z2 vdiHe] 4% QAER Wioz 31y
Ak WA AF dgAe] A", A, 3
sl ATEATH dEAE 53 ¢
BHe W FrEe] A vAE o]2o] AN [ A

BEo] Aol wet BY, 1, 24, AA, B, s H7t
2 FI9E el Ak WA dER iRk ghE
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Table 3. Fashion interest and metaverse platform usage in the study

Purch |
Preferred A month A month average . Mainly urenase a Mainly-used \./0 untary Metaverse Platform Metaverse
. . . Consumption product a . fashion contents shows
Respondent fashion average fashion shopping purchased .. fashion frequency
. . path determining frequency number of
brand income expenditure products contents of use .
factor of use experience
. More than 500,000 won less than 510,000 won to . . Shopping ~ Once or twice a . .
A Dior 1,000,000 won 1,000,000 won Online Clothes Design platform week 3-4 times a week 2 or 3 times
More than 500,000 won less than 110,000 won to . . . Once or twice .
B Nepenthes 1,000,000 won 300,000 won Online Clothes Design SNS 5-6 times a week a week r 3 times
. More than 500,000 won less than 60,000 won to . . Shopping . Once or twice .
1 ff-1 loth D 5-6 k 3
C Gwilee 1,000,000 won 100,000 won Off-line Clothes esign platform times a wee a year or 3 times
The Open More than 2,000,000 won 110,000 won to . . Shopping . Once or twice a .
b Product less than 3,000,000 won 300,000 won Online Clothes Design platform 5-6 times a week week 4 or 5 times
E Acne Studios less than 500,000 won 310,000 won to Online Clothes Design Shopping Every day NOt, more than three or 3 times
500,000 won platform times a month
More than 1,000,000 won 310,000 won to . . . Once or twice .
F COS less than 2,000,000 won 500,000 won Online Clothes Design SNS 3-4 times a week 2 week 2 or 3 times
. More than 2,000,000 won 510,000 won to . . Shopping . Not more than three .
G Lemaire fess than 3,000,000 won 1000,000 won Online  Clothes  Design | o o7 times aweek o month 2 OF 3 fimes
More than 3,000,000 won 60,000 won to Product Once or twice
H ALOM A ’ li loth -4 ti k 2 i
SALOMON less than 4,000,000 won 100,000 won Online Clothes completeness SNS 3-4 times a wee a year or 3 times
More than 2,000,000 won 60,000 won to . . Shopping ~ Once or twice a Not more than three .
! Ralph Lauren —\ than 3,000,000 won 100,000 won Online  Clothes  Practicality v rm week fimes a month > °F > tmes
More than 2,000,000 won 60,000 won to R L Once or twice a Not more than three .
J GIORDANO less than 3,000,000 won 100,000 won Off-line Clothes  Practicality SNS week times a month 2 or 3 times
More than 3,000,000 won 310,000 won to . L. Once or twice a Not more than three .
K SPA Brand less than 4,000,000 won 500,000 won Online Clothes  Practicality Youtube week times a month 2 or 3 times
More than 3,000,000 won 110,000 won to . . Shopping Not more than three .
L L LASSI 1 loth D E 2
OW CLASSIC less than 4,000,000 won 300,000 won Online Clothes csiett platform very day times a month or 3 times
More than 3,000,000 won 110,000 won to . . Not more than three Not more than three .
M less than 4,000,000 won 300,000 won Online Clothes Design SNS times a month times a month 2 or 3 times
hoppi N h:
N CELINE More than 4,000,000 won  Over 1,000,000 won Online Bag Design Shopping Every day ot more than three 2-33]

platform

times a month
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Table 4. Types of users of metaverse fashion shows
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Sortation An active user A passive user
As users who experience metaverse fashion shows for
As a user who experiences metaverse fashion shows with interest and leisure purposes rather than clear purpose,
Character clear purpose, the autonomy of content selection they have a relatively low preference for the technical

according to individual preferences is clear, which affects

viewing preferences.

quality of metaverse fashion shows and a high
concentration on content diversity and audiovisual
elements.

The main purpose of viewing was to acquire information
and purchase products, and mainly experienced the
metaverse fashion shows under the influence of the

Causal condition

media.

The main purpose of watching was for leisure, and 1
experienced the metaverse fashion shows mainly
through the recommendation of others.

Contextual conditions

As the concept of experience space changed from offline to online due to social constraints, it changed to a form of

consumption that emphasizes consumer experience.

Interventional condition

The brand's image could be felt positively due to various audiovisual productions on the metaverse, but the lack of

reality in product expression and the gap between the metaverse platform expression methods act as a hindrance.

Through free coordinate movement

according to
manipulation, it evokes the behavior of selecting the

The preconceived notion of being unrealistic has

Action/Interaction . . . disappeared, and when the purpose of use is met, the
content you want and trying various designs and new . . ..
. brand's image is positively promoted.
items.
It was difficult to completely meet the purpose of use due I hope that the content will be fully satisfied
Consequence to high expectations and many demands, and content is By experiencing it, I focus more on viewing than

actively evaluated through demands for improvement.

evaluation.




DV/E}Hf_é Ey/}j_{ﬁ o/‘g_]/. %igJ

Table S. Concept categorization results derived from axial coding
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Code

Subcategory Parent Category

Paradigm Model

Occupational exploration, Research, Product information

Gathering information

Interest, Curiosity

Good use of leisure

Recommendations from family and friends

A recommendation from another ~ Purpose of use

person

Related articles or Algorithms

The influence of the media

Causal condition

Interesting, fun, fresh, new, interesting

Positive emotions

Disapproval, Separation, Sense of difference, Unfamiliar, Difficult,

Confusing

Negative emotions

Visual, Maximize pattern and material representation, Various forms
avatars, Musical production

f .. . .
© Audiovisual stimulation

The movement of the avatar,

Metaverse fashion

The sudden appearance of other user avatars, Content interesting factors shows Phenomenon
Various types of avatars, Maximized production effects experience
Impressive, A sense of relief for the fashion sector, Moftivation
The desire to direct it
Actual sales status, Whether the content is one-off;,
Whether or not the content has evolved, Feasibility
Actual implementation methods, Realistic, Brand Information
. . . Changes in the concept of
Online platform expansion, Virtual space, VR, AR ges 1 P Emphasis on
experience space - Contextual
ic. Limi i Experience conditions
COVID-19. P.and.e e, .le.]ted MeeFmgs, Social constraints consumption pattern
Commercialization of online Meetings
Lack of expression of silhouette and material, Lack of realism in product
Excessive design of product, Awkwardness representation Psychological Interventional
- . . Disparity of metaverse platform @ sense of distance condition
Unrealistic, Avatar movement, Game-like feeling parity X p
representation
Content autonomy, Easy to move coordinates according to manipulation,
Easily move space through out-links, Transcendence of time and space, No A space-time-free environment
user restrictions o
— Building a metaverse
The rea!lstlc movement of .the rnodel3 fashion shows system
Increases silhouette and material expression, Building expression skills
Detailed technological advances, Sense of realism, g exp
Building a stable internet environment Action /
Brand's youthful sense i - . Interaction
Lo L DO T A A positive shift in brand image
Eliminating prejudice that it will be unrealistic, Sustainability P =
Attracting brands, Public promotion, Expanding user participation, Positive
Looking forward to visiting the store, Maximize brand promotion brand image
Physical verification, Search for related articles, . p high spirits
. . . effectiveness
Purchase needs, Various design attempts, New item attempts,
The desire to learn more about the brand, Promoting new brand
New, Convenient, Diverse, Descriptive, Attempt, Leap, Concentration, Satisfaction
Curiosity, Expectation, No space-time constraints, Specific information
Commercialization required, Early steps Normal Metaverse fashion
Difficulty, Alienation, Separation, Unrealistic, s};ovxt/.s Consequence
Insufficient sales purpose, The difference in image qualit L . cvaluation
. purpose, £¢ quality, Dissatisfaction

Absence of auditory diversity,
The limitations of the style of production
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Contextual condition :
Emphasis on experience consumption pattern

Changes in the concept of experience space

Social constraints

Fig. 2. Paradigm model.
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