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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 43r), user experience (©]-8-2F 7 §), grounded theory (ZA ©|&),

experiential marketing G vAI®)
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A AEHQ A (features)z} A (benefits)’ $15-2] vlA|
oM amjzte] AdES Fxshe A vHAIE (experiential
marketing) & FQ TS 7ok dtiy AFd)
F2 A ges AYE $o] A2 YR AA, 49
7] g Wske thedst *L Q9] v o] 2 WalE =k
]E}‘ﬂ’\(metaverse) = 7R WA FEA A Thoket
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wEpH 20te] §9+s B3l ’\H]Z}Oﬂ Al pdshe Hale AFS
ABstAl =T 9SS @ 4 YTHHeo, 2023). T A
w2022 39, WERHZ ZYE ‘EWEE*% (Decentraland)’
M= wEM 2 I Y I (metaverse fashion week: MFW)7}
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. A0S AN, B Y o) R B9 AW F) ohubell U@ 2 4 Atk Ueb} ohere] o1y
2 AFSEE oEE AY U dehize) oo AR 3 Wolay AN A e Wek2g B89
B Slent AieE 2he el s, A 5 TR S R S it ol b s olke
I Tt g B3R FAlolT. Mg FokE Fo oA el derte) Wakw @Al

Gl I WAL S| BAEI SIS SPPREA Sl kle) 9 Shgelel % 4 AeChai et al, 202)
2 Aol Bud A7 el PAYOE ARy ot WE HASOPE ohuebne 913 Y HE

sttt o] w fru|EL] AF wAIR ZA o] HLsle] & HERH 2 dleae] XR &fF, HdE 58 B8 A4 294
A& stz sk AR wlEpH 2] ALEA Fawe HEH Tt AFEVA AEo|H A2 W2 02X An|Re} AJE2RE-s)aL
S/l vl mEfZ & Bal= F@ AA; gkl oig At} wpEbA] HEM s FARNA vz} 7P A1 H
AFe F53 A4o|thUm & Ko, 2022). 3 7235} 78 o|x HAFOo R o]FolRiL e Fo|A ARRR} AE L
TS F8AIBRE AlUE Holsle] AE A9l ARk wale] dsakge] dojua gl A rHAE Aldojgta &
Az AFAR] pHIY AR Y ol g oA HRioh % ATh(Plateer, 2021). Lee and Um(2021)°] ®EpH=ES &
Blos 2HRpe] AE 847} 289 vA" Ake Bl & &3 HAE HE BAH=9 wAE W3} A, Lee and
HIRl A Ot A5 A4S FOo2M 4k dFUF =4, Jeon(2022)2] A E= wleh 2 st @A ujgoAle] o}
284 YA4E BRs Sl FaAge7R] & 9ES v uieb-Afol A4 A+ SE oH A 2 wWEp 2 Hea
e AHE 7S Pak & Lee, 2020). webA A A TE0] FaEo] 23 AUF T stk
W gaFgo] molX|al Qe wEl A A Bolol| A 4] HERH 27} 1 0 2RIA l_ *J%E‘ﬂ%* 53l el U
2 APl T89S AR £ AFE JPstarat gt oMol Bie Ak BAE w2 wepH 2 wit Y A
old] & A= WERAE Bl A BH=S] sfaLE A HIZF 9k 5ol il o Ag ZoHE 4= Stk Um and Ko
3t g =H29] 20, 30U1E o E WER A AL A (2022)= WEFHZ Ul9] Anjz} HES-S AwEY BilE (3
o &3t 4F AERE B3l A5E 5] A o]8L 7 H 2R B e zlelE RIS T AT =
o2 AFE st} gk wegh wlEpH s & o W mEpH A f BEAE e A HAls o oz {9
|A1e] AEE Fetsle] e s ARSAl BE ) A u)gk QIS vk EF AhnQ022)S AH|AFEC] WER X
H e AEA =3l MFs) sl o2 IAE e EREL B3 Al oMEIR el 4] AF 9L Y
gtk & 2 A7V WEMAE 7SR g oiekst B A ok g
To] 71ZAEZA BEE L ko o] WERZ A 4ie) o8 WA BRHEES A2 ko3 18] aFte] AFo] of
2} Atole] ek s 2ol Tfo] H7|E Zlvgit HYAA U E %S sl $H 3E Suislsisinh
E3], 2zl s Xgfo] ojH x|}t HE A ZHE
2. 0|=X uid < B HARE NFH] AT RE(Youtube)® St
BAE INEHAY ZepetoHFE), AEZA= 59| el
2.1. HIERH A2} THM 2 EPES T8 /M AL E Y. WEel 2~ A
W ag 29 EE /P 9u)sle Wekmew)et AA o] A1 2 AEe 2HlA) ol B iag 2Ye
e FE =8le UM (universe)2] F/dO1Z (Choi et al., 2 AFE § ke Folth dEe] HE A PdLiE 9
2022), FAS 293 LTl AlAlIN A3, AA, 23 2F 2l s et gl AJAlRke] FrkellA HAsH HHLE F
< B3 RE AEY F UAE 1E5E 33 P AAPE 4 4 Ik Yot grleluEL WEl 2 ZHEe] 43w
&k (Shin & Yeom, 2022). HlEPH s 712402 A4 A A3l sl et AES AR F A HA
AE NG, 7 Al FAE]7] W&ol Bl Ak Kim and Kim(2022y2 "EfHAE 285 Mg Hal=9)

AT ok BEF ol 8RS tpEE 7P Al &, opnt wlEp S vAg S AATe Sl ARl el th
B F3l AR ~7§Xﬂ@ &Eo] 7hssithe HolM Aot o al SRISHATE sl Aol W= vjefe] sl 2kt wek

7} EEe] onE gl A 9 FEo] 7Fes AR 28] 2=9] Zg-2 AUA 5 ghs oA HYPS oFo] Uzt
CEAN= o AT 31T Son et al.(2022)S A B =9} wlEl

o|8AEL olHlELE o] &dte] QA A2 EE AR V& ZPE] AL T okt s Exlzot ARSAENA =
< Bo FEE A 34, FAYeE Bk A7 A 7t o] AL AFalFe WAl ts] Asion ARgAEe] H
d AAE T Sk ol Y e AxE $AT B A ZYE & oplElE Fall I ERl=E Av|sta ALk
HEAE thdste] 7H 37 etollde] AAALS FAske 3 sk To] Ago| Balzeo| xpaA e A Fufel fonlgt 4
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22.1 AF A"

Ae vHAH (experiential marketingy> Schmitt(1999)7} #l|A| gt
Moz, AFe 7% A5 v AF40 vARe] £l
A Blojup ZH|REe] Ao FFste] AH|skE A =7
= 248 AFske vHE A=k 2dith ol AlF 2 A

ox HIREE 4ot o]¢o] opd TAS AFsk= HAol
A vo= teke T S-S B3l AlFeld EREE A
24 bl dHE 2 EA TRET A A" BlEE
AFe] AFgAoltt. AHEAA et A=3 EARS T2
M 4] GEUT H3 a3A F49 BlE S A
A7 & G wRtkPark & Lee, 2020). < o]k
2R F AY 7IXE F8AISRs &R T4 A
3 vAE o] FERMA FHWHA A ol T mlEpH
ge FAFES o8l AMAEY] A BES Al A
o} B A= Schmitt(1999)2] A viAY o]2o] A|A|St ek
A AY SE(strategic experiential modules: SEMsyS- HERH
P o] 82} AR Bl &gate] ATE WA} it

e}

222 A Ad 28
SEMs= A F3d< 77, 4, A, AF, WA & o
THRE Algsksle] #4185 o] Tl 7 Ald /8 A
o] Aol gk s} ZeAIRE THAL glor v 3 7t
A 2ol Ao TR AR @l & o] EFOF o]F
oA AeR FAA ARl Mds AL thKim &
Kim, 2022). ©]2}gt Schmitt(1999)°] ¥ FE-2 MR
A% s Alwsiel HAEE FAY 5 A kool i 3
7t 23, AA, B, A 7 v deke ot 2
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o= 7)gjelt Base] v R A AEee 2
g BRoR G 244 SE el AT SaE &
Bl 2018 Sl SO o e T o P
WA FEslop s SR AL olZohY] e A

/\]— VA= &x] A= 1:1]-7-]]9 o)
ofo] AME-S EoH A}l—e— A=F3te] 718 7HA 2L
11419} 7S e TR TP JltkHa &
Lee, 2020). o2k 1A wAE Mol AHFetr] flsixe Al
74, Aol /g ew 2nAE sep slof vt sk
SRR ALLE ApFate] MR AARONA] PR Al
FrdepA vk aE|al 2nRpe] vl SarsiA| Zoldl 7]
20| AZFEL "ol wt=E 574 UL o} dlt}. o)
2 3714 e RS SHE doA LHRe] FodS
R e rA e R =E =S flske =i
HW; Sa) AHAA A4S FoEA 7109 Bas9) o
FxA o WsAJACF gt
EE(act) PR AAE ol &g AHA APES AdEshH
2] glo|z Zejel] e e K ElAe] dsHt
82 B3l LA AY, V1A s olE S A APE
ol ASlA de 8-S ddeil skevl 5He FE v
g Z=folrt, tijbdRl G71A sdel’, Fs g, ol
ZER 55 RAFoZH AHRoA S4#1 134 AF

< Z%GF— Ae =Ea P
OFX

mlm rlo

2 Bz &3 ke APS xﬂ%‘H%E}

T B HAH=ELS WEEE 55 H2Y2 7|5E B
Z317] S8l AMREe] AES SUstE 5 s vERHE ¢
£ v Ak dis) l‘ﬂé—}z ATk, Schmitt(1999)= =HAIE
AF Al BA3 130 gh= SEMsS ARg-sE Zlo] 7o)
w A AR Bie BE iﬂfﬁ [AE 22T Z2A4)H
A ARE FEdke Aolgt FAsItk(Park & Lee, 2020).

Chang and Koh(2005)2] Aa)dellre siA Atgel|x] 4]zt
E9 7“*?% Ao tist 877 HA moR L glema A|Y
oA B §3 7ol B =go] Iyt sk F3t
Kim and Yu (2019LL 2E de
A Bl 2AH 2ne) APA iﬂ]E 7o) 5574 Ygitt
3 e oo HA ol ZiEld Fo] AE nHA" v
b i olme} AR mRE A diE] Aerlem
HA AF FEEE HAto|Z2Eld o] A vA" 8
of gk RIE=t ol oot TR tEA FFS mR=
A& AT 5 AT Choi et al(2022)°] APAFol M=
WE 2 ZPES §43 Hals AYS QxF A, 7HAA

z‘an 71—7_]-;<4 733 5357@ 7:1—64

ﬁo s, T T, 3 47H"] 8% -—i:fk\’:O]'O:‘
Hal= A3o] Hals gixd v 1% S BT A
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Zarantonello and Schmitt(2010)2] 7ol W=, 72 Hill=
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and Oh(2023)= WIEPHZ QlollA] Amjzl= A S &
ks A

sH A& 7}212 {J_r el FsAg-e] B FAIT

A ALY, B3, Zha et al.(2022) 7P3Eo] AH]Rpo)
71] Algsk= @Uﬁd Aol HAE A FAHI 9T
g 4= okl STk olFE e 2 873 Wiol|Afe] A}
o] Bal= ZAF o Aol #As) AHE Are vdsitt 22
b Ep A Sdsets PR & ST 48] A9l o
3 APHoR AuE A FAEt oA 7 ATre
Schmitt(1999)°] AE rHAIE o8& wigo = mepH2 A
4o 73l s A E A} gih

23. 27 o|E

oA o]82 dHol| 7uigh oW Figol} ARdel 27
A e HeolA olgg =5 A& Ajteke AAA
T WRIES QU ¥ ohe}, 223 Ao R =& o]
& AAE BF gulst= Jid o]t Kwon, 2016). A7 3=t
oF #F 7ke] HdeAg g TR 3 7] AAE Adse
HAH olgo® AT tdAte] AFE 7IEstaL siMske Hl
ARGETE wEba 27 oA HEE AFAEC] VIS o8
ot oju] AjE Mo rRE AFeke Ag AL AT
At ARE Y, 29, BATeEN N 4S5 2
7 Z1& AIFSTH(Glaser & Strauss, 1967; Lee, 2014).

23.1 27 o]&<¢] A3 Strauss and Corbin(1998)

2.3.1.1 71 =9 (open coding)

M 2P A 27]0] AAEe Ase] /dst Zgdelnt.
ArE ARE gol7taA AT A9} BEE ou|o] A
99l FE(code)E HE3IT} AFE F=T sy M=
R]|4:2]9] U] -4 (constant comparison)S 3l AR} 2}o]
A g, A& vwiAME B3l oud #He] i

AAAE SR BUT WEE BRe Heh oln) W of
=2 0

% =9 BAe Y 299 Ane waE ARE A=

o Fploz - 581

& sk= Zloltt. olw WFE 7L«] HAE AN D% P% o]
a7l fsiAe sieEvkdoel Hastrh v =27
(condition), &/ Jo32 %(actlon/lnteractlon) @J}(consequence)
o] Al 71R] 84T =] drt. 272 WA} FEE 38,
FAIE TREe] e ARISEA Aldelu o] o 5o odd

A 283 dhalo g ukeS wolix| AusEn). o] uhAy
gk A91S A= A7 F7(causal condition), 1324 =
Aol Aol WAE FFE A 2UY FAxA
(intervening condition), 1 /E]'%]'O]Ur A =] A AT}

d

9 v S8 23 A3kl W22 (contextual condition)
o7 FTAHEL} PEATALL AF YR AAISe] vl

gt Ao EAlE TOFEE HJ'N‘% 5ty Ak A=Atz
45 B3 olFAXAY 32 5 sl FEte] A3
Ao vept d%E ”Lﬁh’/}

2.3.1.3 Ae} I (selective coding)

e #29e A HFE bgE HFES TR Fust
she FAolth, A4 Wt b AFES A4 Ao &
et &S THEL THEolRl Al FEEd tisl] ElsiH
HFE st Si(Choi, 2012). &, & 9 %'SH ‘é'w’aﬁl
HFEL MY I98 B3l HFHOE shte] )& 5
et

20009thel] E0f wAIE ool 4HAL S A 919 A
o e A5 &85 AARHA & Lee, 2018; Goulding,
2005) 71 o8 A AkE] Wt & Asialst ke A%
g] =9 _/_I':/H,,]_ \:H)\l-;(}o] A]ﬂz—l ,,]_7(4 ol H:]pjl_ )\l-j;ﬁl—_g.oﬂ
it olal7F 7Fesitl. Ahn and Lee(2018)= 4Av|A7} =4
AF v PgeA AEshe 2Hd el o] WAYUSE
< el I AF ARE B9 HiEt A8 A 54
39 7da EL vidbse el 274 ol2g &3t
Jin et al 2020y <A ©]& AT Bl wt WA AES
ZH|ElE FAOA =7l WA Al Askel 2dEY Higt
3 FHS Wt 2 A= Strauss and Corbin(1998)]
ARG A o] A7 B wet WEpHZ sk o]8Ate]
A8 A7l e AFE FastarAt sk WERZ QA=
*/‘\j el = ] EH?S‘]— kN [ =1 T_IOJ_/\é o]jl;q.‘/] _Eﬁo]—/ ;<4
A1 Fedol] wEt Ba=rt Algshs F7kelA o] 82 A
Zvele AEe a7t EAE 7Hede] EtHUm & Ko,
2022). WEPHZ HolM= AREA §/d0] v tefelal
fa0ke] WA S AES Tiete] wig- FQ S THChoi &
Oh, 2023). WA o]F Ht} Zlo] Al dFal7] sixe 2
A AFARE 7NOR FAE, 2 AFE SAR clES &
Zste] wigtol} 58 ARshs Zlo] Basith v dA)
HE 2= ZFEE 27 o2 EUE BT Agdyes 7=
g AAolar, w2 S o] 8xbe] Aol gk MedT
= H& B3t i £ AT 718 oS HEske
Aol oflzt AE L o]BS AAEI

Q)& Strauss and
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Fig. 1. Grounded theory paradigm model(Strauss & Corbin, 1990).
Corbin(1998)2] =7 o|& AT E¥S Hgsle] wEep 2 o
Hze ol8Ale] AR B A )

< welaat gt

3.1. 47 Hiy
AR Ve Sz Ae] Bt olgAte] WIS AwE
AT Tk HEsiT web, £ A @4l ons) ol

Table 1. A demographic survey of study subjects

Al AT gAY "oy =2, F, 250 ¢l 4 58 A
FHoR ATsld sl oug Fode ATEEeR
M AFL A=Ho = o3& & YA F=Th(Jun, 2017).

A7 wpEoE Agsid. 27 olee B4 Heolt Al A
Aol dsl Gz ARe] AS) gt 71 MGt @A o)
o A2 ol 7] 93 B AFo] FEE Yl
w3 54 Aol sl ol AFSIL WeSErtE Ayl
71 915 7 Aol L Sisk of7i s skt
ohet wletul 2 s olgAtel AE Blel Bk HEAH A

Sl
57t #=3P] fql—r°ﬂ o7 ol FE vhke Qe #
ek 9218 Feotste] FHHQ o8 BES EEstaAt g
ThJeong et al., 2022).

2 AF= vep sl o] &=t A igh o3 % 3
7FE 913l Schmitt(1999)7F AASE AE wiAY o2 F gk

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 physica
education
Al i hysical
B 24 Man Single Student The metropolitan area In university T, music anfi physiea
education
Al i hysical
C 24 Woman Single Student The metropolitan area In university Tt, music anfi prysica
education
. . . Art, ic and physical
D 25  Woman Single Student & office worker The metropolitan area In university muste an. physiea
education
Al i hysical
E 25  Woman Single Student The metropolitan area In university T, music anfl physiea
education
. . . Art, ic and physical
F 25  Woman Single Student A local authority In university muste an. physica
education
G 25  Woman Single Public official The metropolitan area Gradufmon. from  Art, music anfl physical
university education
. . Graduation fi Art, ic and physical
H 30 Man Single Freelance The metropolitan area ra ufl lon. rom fste an. pysiea
university education
. . Graduation fi .
I 30 Man Single Self-employment A local authority o u:a 1on. rom Sociology
university
J 30 Woman Single A public official The metropolitan area Graduation from Pedago,
& P P graduate school BBy
. . Graduation from ..
K 31  Woman Single Office worker The metropolitan area . Humanities
university
Al i hysical
L 33 Woman Married Profession The metropolitan area  In graduate school It music anfi physica
education
. . Graduation from .
M 34  Woman Married Self-employment The metropolitan area . Humanities
university
ion fi Al i hysical
N 35  Woman Married Office worker The metropolitan area Graduation from tt, music and physica

university education
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Table 2. Key questions for study participant interview

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)
- 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?

2 AR BE S 2, A, A, BE vHY SRS 7N 2Eo| dxlel] met 9, A7, A, A, BE, v Wt
2 3ol AT AEFE APsiditt. 23 FHE ARE v 2 FIE el APk WA JER didAke 2k
o 27 o] d7 Rl webM Y 34, & 29, A (rapportyS F/de &, Table 29} 72 2 HEES LS
g I39s TSI olE Foll viEp sl o84 E917] FollM AL, JEH S50 w2 Agteh
IS F 7R Rkl vlal B ZAsIlT B3 27 o2 doto] whrxste 37 Aes AASHA olo] Wtk A
Aok 2¥& 7=k ANM Schmitt(1999)7F A8 Al kel distsgel met SHE 52 F, AES oldWwie

g vPIY ol2e F8 BES AT A ke A% P AGekich AERHE te 40N 1N AR Ae
= s, 993, BN F7} AL 2
=o] 27} QEHE APt
3.2. A7 CHaX}

E A7 A7 giARE WEm 2 fALE Adee 4. A7 Zat
20~30t)] Sk=lelch QIE R tidAE ] S8l & AAk
£ ol 7h F wels ZPE AT, 3D WERA A 41. 24 o2 Z#nt
3], ZEPETO WORLD % HEPH 2 - Fhejo] IEiR o THE ARE vEeR 7Ht“ 9 A4S 53 wEh 2~ 9
A2 27 AXNZE ARSI, HER] 2 ﬁﬂ*ﬂ* #+H 2L A o]8A} Aol \‘Hﬂ 2 MES FEA F 9ol
Fo] W

AR dlol 2 2PgAelA Qe o ARk SIlck & A, 20709 Shel 77H«1 g5 MF7E =EEAT ol
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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
Action/Interaction

items.

according to
manipulation, it evokes the behavior of selecting the
content you want and trying various designs and new

The preconceived notion of being unrealistic has
disappeared, and when the purpose of use is met, the
brand's image is positively promoted.

It was difficult to completely meet the purpose of use due
to high expectations and many demands, and content is
actively evaluated through demands for improvement.

Consequence

I hope that the content will be fully satisfied
By experiencing it, I focus more on viewing than
evaluation.
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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

Purpose of use  Causal condition

A recommendation from another
person

Related articles or Algorithms

The influence of the media

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 of
avatars, Musical production

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, .
. . . Motivation
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 £eS 1n P Emphasis on
experience space " Contextual
COVID-19 Pandemic, Limited Meetings. expenence conditions
- 1 1mi 1n, . . o
L . NS, 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 K 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 modeli fashion shows system
Increases silhouette and material expression, Building expression skills
Detailed technological advances, Sense of realism, & eXp
Building a stable internet environment Action /
Brand's youthful sense . - . Interaction
R . Jou S L A positive shift in brand image
Eliminating prejudice that it will be unrealistic, Sustainability
Attracting brands, Public promotion, Expanding user participation, POSiFiVe
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, show§ Consequence
evaluation

Insufficient sales purpose, The difference in image quality,
Absence of auditory diversity,
The limitations of the style of production

Dissatisfaction
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Causal condition : Purpose of use

Gathering information
Good use of leisure
A recommendation from another person

The influence of the media

Phenomenon :
Metaverse fashion show experience

Contextual condition :
Emphasis on experience consumption pattern

Changes in the concept of experience space

Social constraints

Positive emotions
Negative emotions
Audiovisual stimulation
Content interesting factors
Motivation

Feasibility

Interventional condition :
Psychological a sense of distance

Lack of realism in product
<+ representation

Action / Interaction :
Building a metaverse fashion show system

Disparity of metaverse platform
representation

A space-time-free environment

Building expression skills

Positive brand image high spirits

A positive shift in brand image

Maximize brand promotion effectiveness

Consequence:
Metaverse fashion show evaluation

Satisfaction
Normal

Dissatisfaction

Fig. 2. Paradigm model.
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Axgt & 4 JTH(Choi et al, 2022; Choi & Oh, 2023; Zha
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