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The Purchasing Status of the Avatars and Digital Fashion Items in
Metaverse and Consumers’ Purchase Satisfaction and the Future
Purchase Intentions According to Usage Motivation

Kim, Nam Eun* - Lee, Jeong Ran***

*Teacher, Keum-Sa Middle School
**Professor, Dept. of Clothing & Textiles, Pusan National University

Abstract

This study aims to explore the status and motives for using avatars and digital fashion items in the metaverse and to examine
consumers’ purchase satisfaction and future purchase intentions. We intend to provide implications for the development of avatars
and fashion items, and the direction of the fashion industry and clothing education. For this purpose, the purchasing status,
consumer motives for using avatars and digital fashion items, purchase satisfaction, and future purchase intentions were investigated,
through a survey with 149 consumers aged 19 years or older, with the experience of using avatars.

The results are as follows. First, the percentage of avatar ownership was high among women aged between 19 and 29, and
those with low or high incomes. The younger group was more likely to make mobile phone purchases than the older group,
and the older group was more likely to use credit cards. Even those respondents who owned avatars did not purchase frequently
or spent a lot on items. On the other hand, in the case of fashion item purchases, the group spending more than 8,000 won
was aged between 19 and 29, and the frequency and amount of purchases increased as income increase. Second, among the
motives for using avatars and fashion items, the pursuit of pleasure had the greatest influence, and men paid more attention
to self-expression through avatars than women. Third, the motive for vicarious satisfaction influenced purchase satisfaction, and
the factors that influenced future purchase intention were vicarious satisfaction and stress relief.

The results of this study suggests that avatars and fashion items should be developed considering factors that can relieve
stress for all age groups, create a sense of unity among metaverse users, and provide satisfaction in a virtual world that is
different from reality. In addition, education on how to use fashion items and consumption attitudes in education related to
clothing life will be required.

Key words: Ul Ell(purchase status), -] A{purchase intention), TIX|& ©o}o]®] ©]-&F7|(digital item use factors),
THE S (satisfaction), WIEFH 2~ (metaverse)
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1992 d 2EJE<=0] < APl WERHAE AE AF
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WEM 2= ZE 2 SHe] /PIAAER 71ed HskE do
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HE YJAE 9mEK(Seo et al, 2017). AT E B2 3
oo e YT ERe) AE T AILE s 7Y
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(Fornell, Johson, Anderson, Cha, & Bryant, 1992) A|7mjl<]| =
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Aol Hgslth(Lee, 2009).

Sh= T 194 o) A0S tPde = 2211 (https:/forms.gle/m
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Table 1. Composition of the questionnaire

Ep 0] ofulel B E 73 F(Choi & Pyun, 2021), JEIA Al
A ARE- A ZAKChoung & Lee, 2008), 2=NFEZ ARE-2}9]
A A BlE A7Kim & Ahn, 2014) 5 £ A7 EA4

33 o] AYATES AT AL 5 Fasie ot
ES 7R 9IE ARRALE 100] o)) HEE stk &
AT F SHAE 4350l o o] T oPEE AR5k
e SHAE 14990130tk £ AT ASH IFaE A
14 8](Institutional Review Board, IRB)9] 5<0& -2 &
ZAFE 733 THPNU 1RB/2022_52 HR).
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T(Table 1)% Hleko 2 A} B Aol AReAl e

Construct Definition Number of Questions Reference
A B4 ol AW, FUSE), obilEl & 4 i
ok} 1%, ol ALl AR, ?ﬂﬁ‘ﬂ—i
uj] A 5 -
T weps 2 olg57)
2021)
o) ] 2 Bolxo 2 Lee(
=0 Jep 2 B Kim013)
&0 Ag ERA AN ST S 2 Park(2007)
R =578 8, 8 o Rongxi & Park(2021)
- Oh(2022)
AR 2AE, A1EAE 5 4 Kim & Sung(2021)
°o]&
i Huang et al.(2010)
T rEFs Ha 2EYS HaAE 1 Kim(2022)
Messinger et al.(2008)
deuE  Ale] AN s 8 Heo & Hwang(2004)
Yoon & Lee(2011)
) An et al.(2004)
E=z ?_lﬂ o] ¢ Z:} =
= Elolate] QA7 = 6 Jang(2022)
Kim(2022)
FojgEe AFECARI T 7°T:1', AFEA B2, AR, " 0h(2022)
AukA nEr © Kim & Han(2016)
Kim(2019)
0Oh(2022)
=% Zojola} T elAy, Tl AL 5 3 Venkatesh & Davis(2000)
Jang(2022)
Total 55
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Table 2. Exploratory factor analysis results for each construct

Factor Variance explained

Construct/Factor Measurement item Joadi Eigenvalues  (cumulative variance  Cronbach's a
oadmg explained)
TV AAIIA = dolls AR 7k & 2ETh 76 1695
BH MR AN E dele 99 aek 54 430 (1695) 70
etk '
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%‘%‘Jj%bl ZEZ2 AU R ofo]glS TRt 81
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Table 2. Continued
Factor Variance explained
Construct/Factor Measurement item T Eigenvalues (cumulaﬁv? variance  Cronbach's o
explained)
HERT selg Wl oplEl s RY RSt 75
= oflERS BIAA] A dEelA TR Atk 75
ae Uil we ollele) s mgel WA @ 208 o 9
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o] A 97t ol Helth (75.43)
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WA ol 70
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Table 3. Avatar ownership by gender and age N=435
Gender Age .
Variable/Category n(% of gender) Ve n(% of age) nz;a) Ve
0,
Male Female 19~29 30 and older
2 Atk 72(48.30) 77(51.70) 133(89.30) 16(10.70) 149(100.00) .
o it 105(36.70) 181(63.30) 218(76.20) 68(23.80) 286(100.00)
%7 149(40.70) 286(59.30) 351(80.70) 84(19.30) 435(100.00)
p<.05, “p<01
Table 4. Avatar ownership by income group N=435
Income
% of income
Variable/Category o ) T(;tal Ve
Less than 0.8 million~ T 530 i (%)
0.8 million less than W2 million v
2 S 118(79.20) 9(6.00) 22(14.80) 149(100.00) 028"
o7 2ot 196(68.50) 10(3.50) 80(28.00) 286(100.00) ’
27 314(72.20) 19(4.40) 102(23.40) 435(100.00)
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Table 5. Purchase status by gender MN=149
Gender
Variable/Category (% of gender) oo OI":;“:egory) 7
Male Female
ojule} 1370 44(43.60) 57(56.40) 101( 67.80)
T 47) o) 28(58.30) 20(41.70) 48( 32.20) 28
ez 25(43.10) 33(56.90) 58( 38.90)
Hﬁg Alggte 38(58.50) 27(41.50) 65( 43.60) 527
7|ek 9(34.60) 17(65.40) 26( 17.40)
A E 5(17.20) 24(82.80) 29( 19.50)
A};‘;‘ 2ES~ 8(29.60) 19(70.40) 27( 18.10) 2351
a9 59(63.40) 34(36.60) 93( 62.40)
2 133 68(50.40) 67(49.60) 135( 90.60)
3—52 F 1-33] 3(30.00) 7(70.00) 10(  6.70) 2.44
F 43] o) 1(25.00) 3(75.00) 4 2.70)
10009 =9k 23(33.80) 45(66.20) 68( 45.60)
o 1000¢-3000 m] gt 5(35.70) 9(64.30) 14(  9.40) .
=9 30004-50009) =]gt 8(53.30) 7(46.70) 15( 10.10) 187
50009 ©)/% 36(69.20) 16(30.80) 52( 34.90)
A 72(48.30) 77(51.70) 149(100.00)
“p<01, "p<.001
AE Yolir] 95t wAHEAS AN A, ol 1,0009 HTro.E ARES HlEo] B2 ZoE ATET
15.87(p<0DE A2 A% 13] 7 F2o] 1,0009 #T+d
Hlgo] =& oz A=) t}. sfAdotoldl FujAlE
Aol w2 Ful e zlo]E golrr] 913t nAHE
g AR A, 0] G} obelet -, Aol ERM HE, &5 22 LT ofeldl Frieldhs A4 o
= D77} AT <Table 657+ o] opulek Sepm05), Afo] o'l uf} SlrrT ofo’ll Fhuff FHel|A Zol7t A e}

E FRH(p<001) 7l F2u]gk 2po)E Rk &, AFo] &
S 7% ol L 13705 AR31, o) 8she mEl A
ALo|Exz RN A AABIA] 2 11 9)2) ARIES o] 83h=
2 Rog AU,

A5 w2 Ful i) 2jo)E dotry] et AR

>\1

Aol FF(p<001), FulFAp<onel FeleIg o)} 9]
ATk F, o] S A oblel £ 1-hE A5,
=22 Aga), AEoA ANEA e 1

sle] M| ES olg3ta, ¢ 1-381F Folsh, FrlEee

i)
2
oL
L
rlo
e

stk <Table 841 2 % QI%o] Sofols) Fuf 3o
whe Tl EE AR Ak P, Aol thd Aol
RAOP, 2505014 FrJvIsk 2fol7k vhepstck, o}
ol Pl 3157} 9 13819 55, AEe ol e
192940, AE-& g0RHY Ike] Hlgo] 3 SO B
ek

shofole) ol ool nhe o e mAHEAE A3,
A8, 3ol i Aol QUM £S(p<00)lA FrIv]
3 o7} Uitttk 2, shiolols Tl o] 10008 vk
7%, e olioln, e 19-20tf0lm, 25& 508
B Hlgo] & 2O BRI,

&

e
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Table 6. Purchase status by age group MN=149
Age e
Variable/Category n(% of age) % ofoct:tegory) Ve
19~29 30 and older
ojule} 1370 86(85.10) 15(14.90) 101( 67.80) .
T 474 o) 47(97.90) 1( 2.10) 48( 32.20) >3
A=t 54(93.10) 4 6.90) 58( 38.90)
24 Ag7te 56(86.20) 9(13.80) 29( 19.50) 1.57
el
71ek 23(88.50) 3(11.50) 26( 17.40)
A= 17(58.60) 12(41.40) 29( 19.50)
Aglef‘ ZEEX 26(96.30) 1( 3.70) 27( 18.10) 35.28™"
a9 90(96.30) 3(3.20) 93( 62.30)
4 133 123(91.10) 12( 8.90) 135( 90.60)
;32 3 1-33] 7(70.00) 3(30.00) 10( 6.70) 520
T 43] o) 3(75.00) 1(25.00) 4 2.70)
1000 =% 60(88.20) 8(11.80) 68( 45.60)
) 10009~30009 =]k 11(78.60) 3(21.40) 14( 9.40)
=9 300094~5000¢) vk 12(80.00) 3(20.00) 15( 10.10) 66
50009 ©]% 50(96.20) 2( 3.80) 52( 34.90)
A 133(89.30) 16(10.70) 149(100.00)
<05, "p<.01, "'p<.001
Table 7. Purchase status by income group N=149
Income
Variable/Category YOOI Total Ve
Less than 0.8 million~ Over %2 million n(% of category)
0.8 million less than ¥2 million
ojule} 1~371 72(71.30) 8( 7.90) 21(20.80) 101( 67.80) »
T 478 o) 46(95.80) 1( 2.10) 1( 2.10) 48( 32.20) 1202
GRS 43(74.10) 4 6.90) 11(19.00) 58( 38.90)
fﬁ Ag7te 53(81.50) 3( 4.60) 9(13.80) 65( 43.60) 235
71et 22(84.60) 2( 7.70) 2( 7.70) 26( 14.70)
A= &= 6(20.70) 6(20.70) 17(58.60) 29( 19.50)
Aglef‘ 5 25(92.60) 2( 7.40) 0( 0.00) 27( 18.10) 77.06™"
a9 87(93.50) 1( 1.10) 5( 5.40) 93( 62.40)
2 133 111(82.20) 7( 5.20) 17(12.60) 135( 90.60)
;32 133 5(50.00) 1(10.00) 4(40.00) 10(  6.70) 9.50
T 43] ol 2(50.00) 1(25.00) 1(25.00) 4 2.70)
1000 w9t 54(97.40) 4 5.90) 10(14.70) 68( 45.60)
) 1000¢0~30009 =3k 8(57.10) 0( 0.00) 6(42.90) 14( 9.40) »
=9 3000~5000¢ =%k 8(53.30) 2(13.30) 5(33.30) 15( 10.10) 22
50009 ] 48(92.30) 3( 5.80) 1( 1.90) 52( 34.90)
A 118(79.20) 9( 6.00) 22(14.80) 149(100.00)

war

<05, "p<01, *"p<.001



HIEtHA CIX|E Of0|Y 0|2 HEj & 0I8F7|0f ME UEE I £ FHA 143
Table 8. Fashion item purchase status N=149
Fashion item purchase frequency e
Variable/Category n(% of purchase frequency) % Of‘lmgmy) Ve
1~3 times a month 1~3 times a week 4 times a week

. @2t 69(95.80) 1( 1.40) 2( 2.80) 72( 48.30) o7
o7 66(85.70) 7( 9.10) 4( 5.20) 77( 51.70)

212y 1929 122(91.70) 6( 4.50) 5( 3.80) 133( 89.30) 00
30 o1 13(81.30) 2(12.50) 1( 6.30) 16( 10.70)
80 °]3} 111(94.10) 3( 2.50) 4( 3.40) 118( 79.20)

&5 80~200 7(77.80) 1(11.10) 1(11.10) 9 6.00) 11.04
200 o 17(77.30) 4(18.20) 1( 4.50) 22( 14.80)
A 135(90.60) 8( 5.40) 6( 4.00) 149(100.00)

Expediture on Item
Variable/Category pla I/ xpenkinee) Total Ve
Less than %1000~ less  %3,000~less 5,000 n(% of category)
1,000 than ¥3,000  than 5,000

A @2t 30(41.70) 6( 8.30) 6( 8.30) 30(41.70) 72( 48.30) 650
o7 45(58.40) 8(10.40) 7( 9.10) 17(22.10) 77( 51.70)

212y 1929 67(50.40) 10( 7.50) 11( 8.30) 45(33.80) 133( 89.30) 00
30 o]% 8(50.00) 4(25.00) 2(12.50) 2(12.50) 16( 10.70)
30~80 =%k 61(51.70) 7( 5.90) 7( 5.90) 43(36.40) 118( 79.20)

A5 80~200 M|%k 4(44.40) 0( 0.00) 2(22.20) 3(33.30) 9( 6.00) 25.51™

200 o]/ 10(45.50) 7(31.80) 4(18.20) 1( 4.50) 22( 14.80)
A 75(50.30) 14( 9.40) 13( 8.70) 47(31.50) 149(100.00)

'p<.05, “p<.01, ""p<.001

2. OHHtE[RL T{MO0t0|E 018S7]

oplete} sl Holol gl o]-8-5710] thdt S-S <Table 9>}

At oputele} sjdotoldl o] 857 FXm=3.64)7} 7+
=okon, AT m=3.61), 582 ARHm=3.36), ZE8 >~
3 A(n=3.28), e 9HE(m=3.23), BUm=320) =02 YEP
o} Ao e +23F AT, Foulg 2lolE vEhd F92
AATH

3. OHIEIRt M OfO|R 0|837(0 ME FHTUEE

<Table 10>3} 20| opufele} 34 ool o] g57]9} ol
o] jd 4TS B4R 25, ToleEEs) o)

5L A ofoldl 0857 E EF w2 AHdAE it
I T el 7P =2 A
ToF FZ(=79)7tl

sjdoteldl Pt G vl 290e IR

]
%
k=
2
H
<
¥

Aol o

A oF 509 E RAIFLS 35%) 2 UERTH
(R=.59, adjR’=.35). 38 Durbin-Watson A% 2.09=Z 201
AR 3k B ake] 594 7o A e e R
7k a1, AR 4x(Variance Inflation Factor, VIF)X 10
Hgko 2 A el ts3idA BAlE fle 202 dgs
Ak FAAG] ol AF A Rk B=45, p<01)0l
ol AHY FEE vAE AR Ve &, tiERE
o] TE&FE FUEET} ToRE A oE Yt
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Table 9. Motives for using avatar and fashion items MN=149
M(SD)
Variable Male Female Total t
#=72) #=77) (n=149)

9] 3.25(1.01) 3.15(1.36) 3.20(1.07) 57
Fo44 ALE 3.45( .94) 3.27(1.07) 3.36(1.01) 1.07
A+ 3.76( .88) 3.47(1.15) 3.61(1.04) 1.70
2E 284 3.38(1.27) 3.20(1.26) 3.28(1.26) 87
e == 3.35(1.02) 3.12(1.02) 3.23(1.02) 138
=z 3.73( .98) 3.56(1.09) 3.64(1.04) 1.03

Table 10. The relationship between satisfaction and factors of motives for using avatar and fashion item

S;:lilrcsfah;is;n Immersion Habitual use l:lel:::;e Stress relief s;iizg;(:]}:)sn Conformity
Purchase satisfaction 1
Immersion 33" 1
Habitual use 42 54 1
Pleasure pursuit 517 52 72 1
Stress relief 46™ ™ 60" a2 1
Vicarious satisfaction 58" 50" 73 78" 8™ 1
Conformity 50" 46™ 66" 9™ 64 a7 1
“p<.001
Table 11. Factors affecting purchase satisfaction
Dj;)g:g::t Independent variable B S.E p t P VIF
(constant) 1.02 27 3.83 .00
Immersion .03 .08 .04 45 .65 1.56
Habitual use -.08 .10 -.08 =71 44 2.60
S:t‘:srlffcfzn Pleasure pursuit 13 13 14 1.03 30 403
Stress relief -01 .09 -.02 -15 .88 292
Vicarious satisfaction 42 .14 45 3.06 .00 4.63
Conformity .09 11 .10 .79 43 322

F=12.57 (P<000), R=59, adiR’=35, D-=2.09

Efe} s Hololgl ol §%57] Well A thelgiel T 877}
UGS FARFEE b 2 & 5 glek vEh s

ol M=

g2 HAE

oflee} mtolols o 857
247} 2] S

4, OH}ER} IHM OfO[E! 0|18=

S0 ME == FLOHIAL

F5 o]
& ANsET
ARAE Flol L4



HEHHA CIXIE Of0|Y 018 e &

Table 12. Factors affecting future purchase intention
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D:;)rei::lee nt Independent variable B S.E p t P VIF
(constant) -30 25 -1.22 2

Immersion -.06 .07 -.05 -.80 43 1.56

Habitual use .06 .10 .05 .60 .55 2.60

Future purchase Pleasure pursuit 2 12 .19 1.89 .06 4.02
mtention

Stress relief .19 .08 20 238 02 292

Vicarious satisfaction 42 13 35 330 .00 4.63

Conformity 18 .10 15 1.72 .09 322

F=46.11 (P<.000), R=81, adjR’=.67, D-IW=1.98

o

hu

A= <Table 12>9F 2t} 71 2% 37232 A
FrolatAl UeRstom(F=46.11, p<.000), 3)AEZH ] A
oF 819%(TAE AFL 67%) = JEFFTHR=81, adiR’=67).
3 Durbin-Watson S71%-& 1982 20 24K 38 B
o] 54 7HEel BAlE Sl Ao R =, B4
A|4x(Variance Inflation Factor, VIF)% 10 H|9FO 2 2bA] LEk
U o3l BAE gle ZoE AgEgl.
3|AAIR] ol AF A 2B slayp=20, =238,
Pp<05)2} e THE(B=35, £3.30, p<01)2 F3 djXojo]t]
ol el Ahe] FEE mRE AR UeKTh F, g
U Aol 2575 55 Floipt oAl 2o R UE
ST RHA E]0(8=-05), FA AH(p=05), TH(B=15)7} F
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AR S T3 /AT ARE THHoE B olE
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o X
L )
ok rlo
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V. 28 ¥ N
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HEE 9 1337} ol $HAEL oMlEE BAsial 3o
U sy A& g4 B8R otk whE, g o]
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olo]dl FujZ Frh= A3 T(Koh, Shin, & Kim, 2008)S
U & AMEA} Aol Bk XY olo|’ll o] I g3tk
= AS ¢ F Ytk

AR, TSRS ol d vlgvEe] d3=o] =3t
t}. o] AAANA A 28T 5 s HAEY o,
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