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Abstract

The metaverse, an expansion of the real world, refers to a three-dimensional virtual world where daily life
and economic activities can be conducted through avatars. This study examines the effect of avatar identi-
fication on metaverse immersion, vicarious pleasure, and fashion brand item sharing intention by subdividing
avatar identification into similarity identification, wishful identification, and embodied presence. In addition, it
investigates the difference in the influence relationship between avatar identification, immersion, and vicarious

pleasure according to the degree of fashion involvement. The total of 319 participants were analyzed using
SPSS 26.0 and AMOS 24.0. The results showed that similarity identification, wishful identification, and em-
bodied presence had significant impacts on immersion and vicarious pleasure, influencing sharing intention.
There was also a difference in the effect of avatar identification on consumer responses depending on fashion
involvement. This study provides theoretical implications for experiential marketing and presents practical

suggestions for developing metaverse marketing strategies.
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L M £ ARSI AAAN FEE D 5 A= 33 EY
7P A S EtH(Go et al., 2021). A w2 A]

0] & X| 5(artificial intelligence), 7}A}& A (virtual

reality) 5 7| &9 AF2 =& w2 v giH &4 S Al Aol HH 12 g8 & de 2 A4S Aol 45

Zolo] LA, = v el X (metaverse) 2] A& %] o] (Fortune Business Insights, 2022) W EFH A 9] 2]
A= 8kal QItH(Choi & Pyun, 2021). WERH 2= E A L2 AL 71 sk ik ARl Ao = A
AAS) QA B elulahe ofletE Bol 2 AlEe] ARE RN /|2e] 2okl 4B T

A EE=20221d 0 oF A o P gkl 2w 2029
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sfol, ol g7ho] W2 akE vt

oA o] & 4= e &S e TIANATE =R
Awste opbetel e S 2, Ha
PR QA E e Zfol 4 @A &S e Ho R
SENATE = F
ojH] FZto A ol o] EA = &
A& ey st £ &5 B vﬁ*h’
ZAE ]85 3L A2 (Yun, 2004), 0]-§- A= AHA]
o Q3o ot sk EAE WEof ofulet
of thgt 212 of 22 B sl S UAIE =Z th(Nam
& Kihl, 2020).

Z U] o] Z(identification theory)o]] W=, E A
Al A4l o] A S BHele) AAF L2 A st
EFQ1 9] o]m] x| o} &gk i 5}stal(Koulouris et al.,
2020; Meissner, 1973; Olds, 2006; Strachey, 1969), 7+
S BRE Yo RN B St A7 RS o
0] 3HeH(Kim, 2016). 2718 FYA NE-& 52 4, 4
Sf, TV} 22 A5 4] vjt]of Zopol| A T4 A= Al
Ao FHAE 2rst] sl oA Oatley
(1994)= EFo1 9] = %@Wﬂﬂ@zﬂEWM&ﬂ
Sg 3ol A W25 7o) B7ksto] EANT U
gl A o}‘ﬂ_o_ll} MaccobyandWilson(1957)2-
FRUE T2 Ao Aol do] A4
A 53t A7ES Sh Aol ke 2, A7)

] e 151"‘3}5’—*“&0}@ oAbl A=

t A& A =71 A olth(Lee, 2021). 5
1£:& ofulet 55 1Al of Shgshel, ohute} £l
1= QA% 0 2 o] g2k A4S ofulERR 2l 2]3}o] of
gj9} opulEl} A A, X Ao AR Ao
= o]} & 4= ¢l th(Cohen, 2001; Van Looy et al., 2012).
Van Looy et al.(2012)-2 7] 8] 1 0 2 4=30] fzo}
A 7VAEHIA o] F5to] @)% A (similarity
identification) ¥} 5 3} Z- 7 (wishful identification)2
CHEE 71 &8 2 Y ¢l =of Al sk dEZH(embo-
died presence)S 7131 o] A7 7HAFA A o] o]
SHg 1) 427k outel R WakthT 1714 5]
olulE} H 4|7} Lhebeheb ek gic),

QA F U A|(similarity identification)= 7}AFZH7
o] 927} 2HAle] ofulere} AHAL ] akA| of 7] =
A& Z olu]3tch(Van Looy et al., 2012). dut& o 2
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Aol 47] g2 o 2 A= cH(Koulouris et al., 2020;
Trepte & Reinecke, 2010). AFH&-2 2413} 8] S35t O

= =2

A 53 A4S Aol Tha Bl el g 4 9l
ouf thapel o] AN AE Aol 4= qlrki 4

2s}7) o] o] Aol 2 Tolskn HAA o)
Apl A S449) 242 27| HekHoffner & Cantor,
1991). ]EFH 22 0] § 247k 44419] ofutee] 9w S

ARG 22 9l 7] A 25T QL) W EFH A Z2)
E 7|7 E(Zepeto) 2] A 9| H A mMul ol g} o] &

A5 EPY S 9l E2 8 opuleol A 248 4
AT}, o A% AFRHEL wEpH 0] ALt ofubet A
A 7)%& ol gato] AHAle] WAlS) Mg v 4
21T}t Hooi and Cho(2017)+= o|-&A}7} 35}= Hh4l o
2 ofutEE AA S = Q1S uf, ofnlE} 91 et £ 9

SAPo] obel BN 2 FAA 7] E 2102t
Aav] o] §2ho] HUA
61—15_,] TI_}\]_/HE PASESS ],

QA vlE)o] oA AL B4 vE o] 54
Q153 2] H)30 Hofahiz 412 % 5 A} 2k (wish-
ful identification)©]2} 3} o o]-&27} YA A H
B34 s 87 B8 oAb Y AEST 4 47
2} 31 A 9]5} 9 th(Feilitzen & Linné, 1975; Hoffner &
Cantor, 1991). 5 Y3} Z7}o| L= 0]-8-+= Higgins
(1987)7} A| A Gt AFo} B Oli(self-discrepancy the-
ory) & Bl AW 4= AUtk A ES A0 mer
Ap4lo] |3 48 £4), 2, o414 Ajofele] Ao]7} 2
oh =7 uf) 9878 7] x| 9k(Higgins, 1987; Man-
cini et al., 2019; McKenna & Bargh, 1998;), o] A4}&] z}
ob7H o5l th ol FANTHOZA o] 4 Hotatel
Aol & Fof v ol =2 o2& =
7| A Elth(Bessiére et al., 2007; Mancini et al., 2019;
McKenna & Bargh, 1998). 0] & o}H}[E}F S U A 2 FHff
sho] slj A 5HH, o] 8 A7} A4l o] B 41 ofrlere}
& GAIBh= A2 ‘U ekal =4 R = ofubERe} o] 44
Afoto] Zpol 5 Al 7w, A o2 o] g2
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HEHHA Ol OHHIEF S2A1JE 22), (H2IBHS 2 I 2 Ol0I&! SRSl DIXl= 88t
o] opulebE o] gtel Agol YU HKimet = B o] £L 7|50 2 ofufet FAA 7 FF o]
al., 2012; Messinger et al., 2008; Yee & Bailenson, Bl A ofvlEl EE3 T o o3t o] 8 A}F9] HF2-&
2007), ofrtERe] o] A H5S mrsto] FURE EA 27 7hehar 15511 2.1, Van Looy et al.(2012)°] A
7} %314} 5} chKonijn et al., 2007) Ag opibet HUAE FOR o] §X7 FAA R
A5} @ E7Hembodied presence)- ©]-&-A} A4 ol 7|5t QoS B 3tsto] uhotal A} 5l ).

opobebel A7 8l 7] A5t o] o] shul(Van Looy e

al,, 2012), obH}EL S A A& Al 7HA] AHH & 7HE =& 2. ¢

A 2 A E 7 QIth(Van't Riet et al., 2018). &1 & &

A ohifels} s 448 ol FUNE ol QAT 7o) Wil whel FAEE & BE
114 o] 2}H(Cohen, 2001), A 3-¥ & &7+ 214 ofuf S g2 AT F A7 AA T = ) (Hoffman &
B}2 23z)0) 0 &y ofulele] AL ﬂ% H}Ho=z Novak, 1996), o] 82} 2 510 F 7FAA| Al of] 2R 5=
|8 4= olek 3310 A AS AA A Y 22ksl ok 2708 744 A) 5o (Hua & Xiao, 2022; Witmer &
= AZ 7O AAI9F A S 4 oA (Wang et al, Singer, 1998), o]-&Ab= 7H3 2| F1tol| Al o] Z-5of 2]
2019), s 2+ ol et & Y3 FAIX tHLom- o] Fojsto] A7+ BES AASHA] o7& 5
bard & Ditton, 1997). £ v epw] 29} 28 248 4] o} AE Aol T2 o] §4ho] Bl L Thes] T
o 54 B O APAA A Felshn =7 5 9] she 91w 4349 Fol g Fol e AE

A1eHE AR AZUA A, o] 2 B o] §4E
o opilele] AES 2AT Y YEOE AXFHE 4
ao] Lhebock(Shin, 2022). wtebd AFEHE-S ofvlet
oko] 4B a1 go] St dEbHl 204 B Eol H9)
o Ll AShE AEGE LA 4 US S AT

% 9tk

7R eaboll thgt B A AT e of A e
FTUAIE 7IHF e 2 2 E| o] A gk o LK(Cheung et al,
2022; Hoffner, 1996; Yang, 2011), W E} | 2 8] 7 - o}
ubee} o] g2ho) 4 E kol vl S, 7] 4
AEle] Zo] Yol A 7ol SAjol FEei A7 vt
tpe), o] § 47t ofuteh b ste] 54 o9 32 3t
& ek ol 4 WA vltiole} zfol7} 9l
Th Lee(2021)2 52| & & Al A Sh= TV 7 2l ¥ H.r}
%) % 714 ofubeto] 517k 27 Lhebeba
Apaholeh. o w2 w A ES KA £EL 9
o obilel S SHEBHH, ARrE-S Lheh & obutetol
AF1# A7} eleka Q14)517] uh o] ofubete] <)
74 4% w77 fckm weth,

Q174 A2l A Sl BAR o 2ol 4 opile 5
A= 0] 8-2}19] Zhod Q1A FFAIAI A 7HAIA A B¢
2 95l al(Lee et al., 2021; Poncin & Garnier, 2012),
Lrol7} ZH A Al ol A B o Al7] = A
Yeoloz z-g3tth(Lee & Sung, 2008; Lee et al.,
2021). o] A% v f 2 ofukefof Tt o]-gxje] <14
o Fa4o] A5 71, ohutel AN E 4
o= ga Qe 2w Aotk ek 2 A

ExwSe]
1

golst 4= it} H ¥ A A S ©5L 3t Pine and Gilmore
(1999)= AtFEo] Aol A Hloju 712t ol A &
S8 1 ol e, ol 5
FAelsct o) Bol &
ol 345 W et &
W3k A1 ZE Sk dHl= Ay 4= o
(Jennett et al., 2008). E}E}H H Ao A EY
Fang et al.(2018)2] A& 7|§F O & w| b Ao A] 1f
A Bl E ofo]d]S o] &3t 24 HEH A A Ao
705) BRote] Ao FHE FAISh AR 4
ofsheiet.
AgBAANA e Bol fa HaTE
Abm B, Yang and Paik(2013)-> MMORPG Al Y &
A7} obsker Az Eluol 43 AlQ) BEol B
#5010 ofsheh BUNE 4516, B0] 7]
1ol dfa 34 =0 B v 4 FF P £ 2 of
0]Z] 4= Q)28 5913} 9t} Paleczna et al.(2022) = o]
$H9} obukek o] £ AR T} o] §29] ¥1-3-2 A 1 g}
©.5], 2L 22} ofutel 7 AL A1 2§ AV S A 3ol 2
Y= ol 82 A4S HE s vy 2 AlY o]
82}9] Q1412 B3} Praybylski et al.(2012)o]] u}2
w 9) o] §AbE o419l 1] ofulelS o g3
o) 5l Aol % Bshs A& WHth Ee AL
BES ALY 2 2] e SHolE AL AHAI
X2 7]31(Flavian et al., 2019), 2227} tjA}o]
A7k Aol Qlrhal &Fzbsto] 7HA o E st
A TH(Shin, 2019). o] & &3 &8 &}= ofvle 7t 5
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A =AEAGE M EEol 5L Boldtrh= A S5t o, A A= A4 FARE ARkl 5
& & Qloh kAl B At obrber B A 9] 9] A dAJBke] AREQl EARo] AL FskA A 2shaL
U, Tz, AshE d2ghe] 3T 3 el whEghS =70k 245k Hefer et al.
A uhEg g o Bejof e vA Ao g et (2007)> 5 Ut 2 B9 FUAIZF YER S o,
shglon] theat 2o A Ayt o] g7 ALY ol 4HH Q) MBS 7 A 0 = A BT
o= FHH 2YS LA Hrkn 25t

HI: opafer S A= el A el 932 md el S YT B FTHEE AAY AR

740];—’]' : o o 1 S A (Wangetal., 2019), 0]- 82 AAZ 7} EX A3
A==} _‘:_ o] o9 Z
Hia: 94]; dH=Edoldme dg=E A © 751 QlrhiL 2F7a}A) E1Th(Van Looy et al., 2012).
o
. = L olx] o ;(4 Eol/\ =013} 7+
HIb SO Bl A GRg A e S LA A B R
1ot %, AshE A7) die|whEel FA A Gl 9
o . B B
HicAlshe dade ool 4o gggny  FASE ARSI REtaE S dgsin
Zlolct.
H2: otutet B = die|whEel] (9] FFS
zZ] Ao

3. thaleks vl8 Aol _

H2a: 9] 4] T U A= e ehEol 4(H) 9] I3 vl
2 7o},

o 2] 7= (vicarious pleasure)o]g 21 & 4= ¢li= H2b: %215} Zhare o 2] ukZof H(+)] Ak n)
A& A o AW o Lol wEgoR A 2 7 o]t}

o] glth(Lee, 2004). @A 71A] o 2Rk o]l gk A=y H2e: A3te @232 S A9 TS
T AE A wr]o] Rolol| A F& gE o] grom, o] ot

2ol AL 92 7F M E] A AEHA] ek el

o) AFBHE THA YA 5 H o2 FYst ¥ 4. IR

Aote Aoz A=At 22y A o] 7HHAA

o &A= ol etk ) 4] 2 S8 WA 2 Syt LHjAE HR % Fah Abg] gkl Ah4le] A% 3t
E]_O]J,].A}-Exl—_g_ol_‘—— = 94 ‘7]-/L1—X4 ] ?H Z! oJ’ xﬂb‘—] Z:}—Pg 2‘19_. = = %A]—%}'—‘é—" —g—%ﬁ]—%%
3 4= 91tH(D. Chung, 2009). o] A & 7} 73 7] o] QTHKim et al., 2012). o] gk Au] 2} g2 A4
% o] v sl a1 ofuteRe} o] AF & &F-g-o] Ehaf Hxloﬂ u} £ gl Au) A o Wekol| A & vEbub e, A v Rpe 2
et d2jukE o) o) = ﬁmo}@l g @t k. el thgt FA ol A £H AN ZHE R ¥
whEkA] £ A7 g2 v ofutel B YA E 53l Fo RN Aots wASAL AL A AT 28-S H Y
0] &2} 7} A= AT o] AU o & A A5} LA} Shet. 3 4= Q1 th(Zhang et al., 2021).

NS E B A Aol ol § 747} 47 o)) % Bl E s A7 A8 U E 7 Abo] E(social
St dE AWle o diabe S A A Aol &% networking sites)ol] Z}-419] 3 g o]u} AFFo] o
7S »7) 2= 9)th(D. Chung, 2009; Yang, 2019). 0] = 3 F-frokaral sk J =2 A oS 4= Uth(Ko, 2018).
H AR A o] digt 3-8 A 91 whE-Ql el vkSol et upA| ] Fokoll A 9] T EE-2 A & u]Rbel| A

st o] G S-S =7 S F e 2L
2 o] Ao} ofnlELe] FUAE & 7 Uth(Lee &
Kim, 2008). o] 8-Ab= 1| t] o] & T 4ol 5 UA & =2
= o thAe] HEE WHsksto] 1o = o A4
& =7)3, tiido] W= Bk tf 29k ghoh(Chung
& Choi, 2017; Lee, 2011).

Ban and Park(2013)-2 2] & 2] €] (reality) 213

of AHA7} Aikel AR 71 e Eg

~ 496 —

FE2E2 A2 2 M T LTS Z31517]9](Chen
& Shen, 2015; Ghahtarani et al., 2020), <% (word of
mouth) & 7|8FO 2 uhA 3k Al % A HokolA
FQ R?_l&i R A 2L QItH(Lim et al., 2019). H €}
o]-§2te] FEa AdEoA T
t}. £3] vl 2 ofulel F41 0] A}
Hrh= ol A vk 2 s d Al

T ZEl= 2 7k 4= Qi)  hel 1t

T — VT2 T



St
S

SHATH O0IXI= &

S
o) oA
off 28|27k
Ho|g} gk 4= 9l th(Choi & Kim, 2022; Halvorsen et al.,
2013; Godes & Mayzlin, 2004).

B QA A0} o Ehu = ofuet
el vl B8 Y9G 2 FHolwE veky
204 T4 BAE ofo]d 0.2 R4l o] § 7] of
Y ECER RPN X L F.
A ofolgle] Tt ABE T4 S AHHY
Ch(Lee et al., 2016; Zhang et al., 2021).

B A EAE v tlo} S AHg o] Lhehhis 34
2 Ao Ak o= A 4= 3ltk(Jin, 2009). Byeon
(2008)2 22491 478 o] §417H B S HFIHAL
o 27182 174 o] 8 Fulo] 43R SHe o)X
7 7l ATk T St ol g3he] 44k B 2ol
olg7ho] TN S A Fa aglo] H 49
54 7+z3FA ek Kim and You(2022)+= W EFH 2 A
H 0] pAelEe] fol5 AL nAE 2S5
A o2 g ehglon, 11 A} mehH 2 A H| 2o o
o ER= Bl A Ael s A S Skt st
= Y=ol Fot G2 vA= Ao E WEE A
O]} 2 AR} Y el= S 79
ek wH o] 2=l
=z v 2o S 4
e JEE e ARl
£-5H= B 9 & o] o] F tHChoi & Bae, 2019; Kang
etal., 2019). Hwang and Luye(2022)2] 9120 A= 2
o5 i 4 ofutEtE Fol 7l el wEo] 7A o)
Soll FAHA e oS v X & A2 shelstlch. uket
A At e 204 S o] 9j A

]

HL&dF T
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N7 2o aolo@ thEx 3 QrkPark, 2006).
0'Cass (2000)+= T Ao 7} Erh= A o] 2H|A}F 2}
ote] Ao g o] ZA3th= A& omjgtria =
st v} Zfof Q1A 9k2] At S AlAFSI T
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Fig. 1. Research model.
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HEHHA O] OtHIEL S2AIDJE =2, H2l2HE 2 1M Bl © 00l & SRSl OIXl= st

AstA 4 shole 18] Wl B4} 7| SEA LA a5 g vlebu A A4 R140] A9 23] ulek 109
S A5t 0] 5, SPSS 26,02 B-8-5}0] HZ=o] e (34.2%), 23] o]A}~43] n|yb 110tﬂ(34 5%), ‘43]
WA @R, ARE BAS AASGOM, AMOS 0|46 U9k 36%(11.3%), 63] o] 4-83] mgk 30
240 A-83}o] Bhel A QolRA], T2 A B ©(9.4%), ‘83] o] 43~108] H]gk 178(5.3%), 103 o]
B, TR e u RS A e AP 17H(5.3%) ) B2 S Gep). ol 1 vlep

AT HE A Ao ALGH IR ATE A A AZRS ISE u]Rk 467(144%), 155 o]
Astd B4e thet 2ok mEo] Agns 201 A~30% u¥P 1027 (32%), ‘3045 o] 4455 u] 4 70
16178(50.5%), 30T} 15878 (49.5%) . 2 LERL} 20T (21.9%), ‘455 o] AF~1 A| 7F u] Rk 4178 (12.9%), ‘1 A]
o300 vl ol 5 REF] UGL TUAY 7 IA-1ATH 158 B9 34B(107%), ‘1A 153
2 olrk. SuAe HEote L s AHE0]1 200 o A-1A]F 305 ulwk 10%(3.1%), ‘1417 305 of
H(65.5%)C. 2 714 wofo o, AR AjeH/EHL 63 A~1A17F 455 o]9b 97H(2.8%), ‘1A] 71 458 o] AF~2
H(19.7%), 158k -2 247(7.5%), sH o] A¢ Al ZF |wb 37(0.9%), 2 A] 7F 0] A 4 (1.3%) 0. =2 &

0] 23%(7.2%) 2. & L}Ep T},

SEAE] HEtH A A gt A o 2
o} o BF A ARE- 71 7H2 37 o] Ad~671 < m] T o]
1257(39.2%) 2. & 7H4 =4 Yepgten, 374 ol
qE 0] 8078 (25.1%) 7L ¥ & o] .o ‘6714 o] 4~970
<« |k o] 587 (18.2%), ‘1 o] A o] 319(9.7%), *9
MY o]A~14 mlub o] 25%(7.8%) 0.2 EHolE gl

A Ak SR ek 2 g ol A g7
ol e HENE gl Bl = ofo]glof et B4
I, 9 BT ) 7 1987 (17.60%), ‘LHo] 7]

7}1937(17.16%) & =7 b Fufj st Hali = of
O] B2 <9 0] 277 (26.43%) & 7H4 wokTh AFA gt
A1}= <Table 1>3} 2t}

Table 1. Shopping experience in Metaverse

Variables Division N %
Gucci 198 17.60

Nike 193 17.16

Adidas 155 13.78

Gentle Monster 108 9.60

Ralph Lauren 86 7.64

Xexy Mix 68 6.04

Covernat 49 435

Fashion brand MCM 46 4.09
Ader Error X Zara 42 3.73

Puma 41 3.64

Christian Louboutin 41 3.64

DKNY 37 3.29

Ugg 34 3.02

Marine Serre 26 231

Etude 1 0.09

Clothes 277 26.43

Shoes 204 19.47

Brand item Bag 191 18.26
Hat 162 15.46

Eyewear 129 12.31

Jewelry 85 8.11
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B AFE M A5l A SRR Y 24 B
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multiple correlation) 2} 4= X] 4=(modification indices)
S AEste] LS Ashalt £ AR st
2 Az}, AskE W) 129 o 2w e) 123
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Table 2. Results from CFA of the finalized measurement model

Items Est. S.E. C.R. Cronbach's a
My Zepeto avatar is like me in many ways. 0.83 0.07 18.19%**
My Zepeto avatar resembles me. 0.84 0.07 18.58***
- I identify with my Zepeto avatar. 0.87 0.08 19.71%*** 096
My Zepeto avatar is an extension of myself. 0.94 0.07 22.19%** ’
My Zepeto avatar is similar to me. 0.96 0.07 23.43%%*
I resemble my Zepeto avatar. 0.95 0.07 22.56%**
Avat If T could become like my Zepeto avatar, I would. 0.92 0.07 21.43%%*
vatar
identification WI 1 would like to be more like my Zepeto avatar. 0.93 0.07 21.58*** 0.94
My Zepeto avatar has characteristics that I would like to have.  0.91 0.07 21.00%***
When I am playing, it feels as if I am my Zepeto avatar. 0.91 0.07 21.18%**
I feel like I am inside my Zepeto avatar when playing. 0.94 0.07 22.39%**
Ep In the game, it is as if I become one with my Zepeto avatar.  0.94 0.07 22.32%%%* 0.97
When I am playing I am transported into my Zepeto avatar.  0.93 0.07 21.86%**
When playing, it feels as if my Zepeto avatar's body becomes 0.91 0.07 21.09%**
my own.
I f.elt t!lat I am genun'lely in Zepeto while decorating my avatar 0.89 0.07 20.02%**
with fashion brand items.
While decorating my Zepeto. avatar with fash.lon brand items, 0.89 0.07 20.17%*
I had a sense of presence with my surroundings.
M While decorating my avatar with fashion brand items, I felt 0.91 0.07 21.01%%* 0.95

that I absorbed in Zepeto.

While decorating my avatar with fashion brand items, I felt

kok ok
fully immersed in Zepeto. 0.90 0.07 2043

While decorating my avatar with fashion brand items, I felt

Kok ok
as if I was actually shopping in Zepeto. 0.86 0.07 19.08

When I see my avatar's splendid experience in Zepeto, I feel

L 0.88 0.06 19.63%**
pleasant by experiencing vicarious pleasure.

When I see my Zepeto avatar's attractive appearances, I feel

R 0.88 0.06 19.70%**
VP pleasant by experiencing vicarious pleasure. 0.95
When I actively participate in Zepeto using my avatar, I feel 0.94 0.06 29 39H

pleasant by experiencing vicarious pleasure.

When I see my avatar achieves something in Zepeto, I feel

L 0.91 0.06 21.03%%*
pleasant by experiencing vicarious pleasure.

I plan to share my Zepeto avatar decorated with fashion brand

skskok
items on SNS. 0.94 0.07 22.33

I want to share my Zepeto avatar decorated with fashion

kokk
brand items on SNS. 0.92 0.07 2152

I intend to share my Zepeto avatar decorated with fashion

Kok ok
SRI brand items on SNS. 0.94 0.07 22.50 0.97
I expect .to share the fashion brand items I bought in Zepeto 0.92 0.07 21 4] %%
on SNS in the future.
'I will share the fashion brand items I bought in Zepeto on SNS 0.91 0.07 21.01%%*
in the future.
***p<0.001
SI: Similarity identification, WI: Wishful identification, EP: Embodied presence, IM: Immersion, VP: Vicarious pleasure, SRI: Sharing
intention.

- 501 -



st=39| 735l 3| Xl Vol. 47 No. 3, 2023

Table 3. The squared correlations and AVEs of latent constructs

Variables SI WI EP M VP SRI
SI 0.817
iderﬁ;lf?ct;ion Wi 032° 0.8
EP 0.46 0.60 0.86
M 0.40 0.57 0.71 0.79
VP 0.33 0.53 0.48 0.63 0.81
SRI 0.44 0.40 0.59 0.48 0.37 0.86

a: Average Variance Extracted (AVE) for constructs are displayed on the diagonal.

b: Numbers below diagonal are squared correlation estimates of two variables.

SI: Similarity identification, WI: Wishful identification, EP: Embodied presence, IM: Immersion, VP: Vicarious pleasure, SRI:
Sharing intention

Table 4. Hypothesis testing results of SEM

HT Path Est. S.E. CR. Result
Hla SI > 0.08 0.04 2.06*
Hl1b WI -> M 0.25 0.05 4.63%**
Hlc EP -> 0.63 0.05 10.04***
H2a SI > 0.14 0.05 2.68%*
Supported
H2b WI > VP 0.51 0.06 7.10%**
H2c EP > 0.21 0.06 2.77**
H3 M > 0.65 0.07 10.29%**
H4 VP -> SKI 0.13 0.07 2.17*

£p<0.05, **p<0.01, **%p<0.001

ULCI=0.32 0.2 02 %3517 9o 71 0 & byt 4. I ol =HME A HS
A ohe #2303 39 =2 7 2ol Tt 95% Al =+
ZF =3 LLCI=0.27~ULCI=0.68 ©. & A3} 77} 8}8t 4t 2 A= A roj o whet ofrlEl F A A9 =
0] 02 23FsHA] oF& A o= hEhLt = 9] o vl 7 &} o, 2wk, S0l o) v 2= FEF Aol & 2l
7FEAA R Fo7t A o= HSE U Thp<0.01). of sl7] el kA Bl A S AT S A
Hle} 5 YA 9F 70 &= 7he] A o) g off 2 ekEL o= £50] SRl 486 7|2 08 o] = etk
W) B IS HFT AT}, 95% Al =] LTl A 02 2 I A ko m UHpglon, A=A S0 7]
1= A 08 UEht B4 5 0 2 g0l51x] g Ao w 2 uwely] A 5 A7 24 2o od 5U4 A
ol ¥ Qlrk. A4 ATHs Th&3h ZTK(Table 5). B AN BT A ek 7he] ZH A S 2.9 HA)
Table 5. The results of mediation analysis
95% Confidence interval
Path Est.
LLCI ULCI

SI > > 0.08 0.05 -0.02 0.19

WI > M > 0.17 0.06 0.07 0.32

EP > > SRI 0.47 0.10 0.27 0.68

SI > > 0.01 0.03 -0.04 0.07

WI > VP > 0.02 0.07 -0.14 0.16

EP > > 0.01 0.03 -0.04 0.09
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Table 6. Comparison of path coefficient between groups of fashion involvement

Path coefficient (C.R.)

HT Path 3 1 ary
Low group High group

ST -> 0.12(1.80) 0.02(0.41) 1.35
WI > IM 0.26(3.42%**)  0.20(2.41%*) 0.05
EP > 0.56(6.23***)  0.72(7.96***) 0.45

s SI -> 0.11(1.34) 0.10(1.35) 0.02
WI -> VP 0.37(4.07***)  0.67(5.47***) 4.46*
EP > 0.34(3.18*%) 0.03(0.26) 4.27*
M > SRI 0.56(6.74%**)  0.65(7.11%*%) 1.65
VP -> 0.19(2.35%) 0.03(0.36) 0.87

£p<0.05, **p<0.01, ***p<0.001
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