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Abstract

Purpose: This research aims to identify positive connections between digital fashion product value and consumer purchase
behavior. The research tries to offer valuable insights and implications for fashion industry practitioners, enabling them to harness
the power of the Metaverse to enhance customer engagement, drive sales, and stay ahead in this ever-evolving digital landscape.
Research design, data and methodology: The research design for this study is a systematic literature review. A systematic and
rigorous approach was adopted to ensure the reliability and validity of the research findings. By conducting this kind of approach
to achieve the purpose of the study, this research aims to comprehensively analyze existing academic articles, peer-reviewed
journals, and relevant publications related to the topic. Results: According to various academic search engines, the results revealed
several dimensions of value associated with digital fashion products on the Metaverse platform, which significantly influence
consumer perceptions. These dimensions of value extend beyond traditional tangible attributes and are uniquely shaped by the
immersive and interactive nature of the virtual environment. Conclusions: All in all, the findings highlighted the significance of
experiential value in driving purchase behavior. Creating immersive and interactive virtual shopping experiences emerged as a

crucial strategy for fashion industry practitioners to engage potential consumers effectively.
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1. Introduction

As a result of both fast technical development and
altering customer demands, the fashion industry has recently
experienced a stunning digital change. New and exciting
opportunities exist for enterprises, including the fashion
industry, thanks to the introduction of the Metaverse, a
virtual reality realm where users may interact with digital
materials and mingle with others (Nalbant & Aydin, 2023).
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Within the Metaverse, fashion companies have found a
dynamic platform to showcase their digital fashion products,
ranging from virtual clothing and accessories to immersive
fashion experiences. The Metaverse offers consumers a
unique and immersive way to engage with fashion products
(Yoo et al., 2023). Through digital avatars, users can
virtually try on clothing, experiment with different styles,
and curate their virtual wardrobes. The integration of virtual
fashion products into this digital realm presents a novel and
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interactive way for consumers to experience fashion,
breaking the boundaries of traditional retail and redefining
the shopping experience. As the Metaverse gains traction
and attracts a growing user base, questions arise about the
relationship between the perceived value of digital fashion
products and the purchase behavior of potential consumers
within this virtual environment. The concept of value in the
digital fashion realm encompasses various dimensions,
including the uniqueness and customizability of virtual
products, the emotional connection with digital
representations, and the overall experience of engaging with
fashion in a virtual space (Casciani et al., 2022).

Understanding how consumers perceive and interact
with digital fashion products within the Metaverse is
essential for fashion companies seeking to capitalize on this
rapidly evolving market. As the virtual fashion landscape
continues to evolve, gaining insights into consumer
preferences, motivations, and decision-making processes
becomes critical for fashion industry practitioners (Koohang
et al., 2023). By comprehending the factors that influence
consumer purchase behavior within the Metaverse, fashion
companies can fine-tune their product offerings, marketing
strategies, and engagement tactics to better cater to the needs
and desires of their digital-savvy audience. The significance
of this research lies in its contribution to the growing body
of knowledge on digital fashion in the Metaverse. By
shedding light on the relationship between product value
and consumer behavior, the findings will offer valuable
insights for fashion companies seeking to thrive in this
digitally-driven landscape. The study's outcomes will
provide actionable recommendations to enhance product
design, marketing strategies, and customer engagement
within the Metaverse, ultimately helping businesses
capitalize on the vast potential of this immersive platform.

Therefore, this research seeks to explore and analyze
the relationship between the value of digital fashion
products and the purchase behavior of potential consumers
on the Metaverse platform. By conducting a comprehensive
literature review and applying a systematic methodology,
this study aims to identify positive connections between
digital fashion product value and consumer purchase
behavior. The findings of this research will offer valuable
insights and implications for fashion industry practitioners,
enabling them to harness the power of the Metaverse to
enhance customer engagement, drive sales, and stay ahead
in this ever-evolving digital landscape. Ultimately, this
exploration of the interplay between digital fashion product
value and consumer behavior in the Metaverse holds the
potential to shape the future of the fashion industry in the
digital era.

2. Literature Review

The literature review provides a comprehensive
analysis of existing research that explores the relationship
between the value of digital fashion products and consumer
purchase behavior on the Metaverse platform. This review
encompasses studies from various scholarly journals,
conference proceedings, and publications, providing
insights into the evolving landscape of digital fashion and
consumer behavior in the Metaverse. Park and Lim (2023)
discuss the domain of fashion in the Metaverse and propose
a research agenda to explore the opportunities and
challenges in this emerging realm. They emphasize the
importance of understanding consumer behavior and the
value perception of digital fashion products within the
Metaverse environment. By clarifying the domain and
research direction, the authors lay the groundwork for
further exploration of digital fashion's impact on consumer
behavior. Similarly, Han et al. (2022) investigated the effects
of virtual stores' opaque exterior on store perceptions and
purchase intentions. The flow experience refers to the state
of immersive and enjoyable engagement that individuals
experience when fully absorbed in an activity. The study
reveals that a positive flow experience in the Metaverse can
enhance the perceived value of digital fashion products,
leading to increased purchase intentions among consumers.

Zhang et al. (2023) examine Generation Z's perceptions
of responsible fashion retail in the Metaverse. They
highlight the potential for responsible fashion practices and
sustainability initiatives in the virtual fashion realm. The
research emphasizes the importance of aligning digital
fashion offerings with the values and preferences of the
environmentally-conscious  Generation Z consumers.
Additionally, Koohang et al. (2023) explores consumers'
perceptions of digital fashion and investigates whether
digital fashion will become the new normal in the Metaverse
era. The study examines how consumers perceive and
embrace digital fashion products within the immersive
virtual environment. The findings shed light on consumer
attitudes and expectations towards digital fashion items,
providing insights into potential shifts in consumer behavior
in the Metaverse era.

Joy et al. (2022) discuss the digital future of luxury
brands, focusing on the Metaverse, digital fashion, and non-
fungible tokens (NFTs). Their research explores the
potential of digital luxury experiences and its implications
for the luxury fashion industry. The study highlights how
luxury brands can leverage digital fashion and NFTs to
create exclusive and unique virtual products, engaging high-
end consumers in the Metaverse. Similarly, Hadi et al. (2023)
analyze the Metaverse as a new digital frontier for consumer
behavior. They explore the transformative effects of the
Metaverse on consumer interactions and behaviors, as well
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as the implications for businesses operating in this virtual
space. The research provides insights into the unique
opportunities and challenges that arise in understanding and
influencing consumer behavior in the Metaverse.

Shen et al. (2021) conduct a systematic literature
review on consumer behavior research and virtual
commerce application design within the Metaverse. The
study compiles and synthesizes previous research on
consumer behavior in the Metaverse, providing a
comprehensive overview of best practices and design
considerations to promote user purchase behavior in this
virtual space. Park and Kim (2023) examine the concept of
self-congruence between users and their avatars and its
influence on purchasing behavior in both the Metaverse and
the real world. The study investigates how consumers'
identification with their avatars can affect their preferences
and purchase decisions, both virtually and in the physical
world. This research uncovers the psychological factors that
bridge the gap between the digital and physical realms of
fashion consumption.

Periyasami and Periyasamy (2022) present a case study
on the fashion value chain in the Metaverse, exploring the
potential of this emerging platform as a promising business
model. The research examines how the Metaverse can
streamline the fashion value chain, from design and
production to distribution and consumption, potentially
revolutionizing the traditional fashion industry.

Won and Kim (2020) investigate consumer motivations
and their impact on purchase intentions within an online
fashion-sharing platform. Although not directly in the
Metaverse context, their findings offer valuable insights into
consumer behavior in digital fashion environments.
Understanding consumer motivations is crucial for
businesses operating within the Metaverse, as it provides

key insights into driving purchase behavior and engagement.

Al-Ja’afreh and Al-Adaileh (2020) study the impact of
electronic word of mouth on consumer purchasing
intentions. While not Metaverse-specific, this research
provides relevant insights into consumer behavior
influenced by digital communication. In the context of the
Metaverse, electronic word of mouth plays a vital role in
shaping consumer perceptions and purchase decisions.

Qin et al. (2021) examine whether consumers make
impulsive or reflective purchase decisions during immersive
Metaverse shopping experiences. The study investigates
how the virtual shopping environment influences consumer
decision-making processes. Understanding the factors that
drive impulsive or reflective purchasing behavior can guide
businesses in designing effective marketing strategies
within the Metaverse. Lamba and Malik (2022) discusses
the impacts of virtual influencers in the Metaverse and their
influence on the purchasing decisions of Generation Z. The
research sheds light on the role of virtual influencers in

shaping consumer preferences and purchase behavior,
especially among younger demographics. Understanding
the power of virtual influencers is crucial for fashion
companies aiming to engage and influence Generation Z
consumers in the Metaverse. Saffari et al. (2023) adopt a
dual-process approach to explore motivation in the
Metaverse and consumer choices in a virtual reality
supermarket. The research employs neuroscience
techniques to understand the underlying neural processes
influencing consumer decisions in a virtual shopping
context. This innovative approach sheds light on the
cognitive aspects of consumer behavior in the Metaverse.

The literature review reveals a rich body of research on
the relationship between the value of digital fashion
products and consumer purchase behavior on the Metaverse
platform. These studies provide valuable insights into
consumer preferences, motivations, and decision-making
processes within the digital fashion landscape, offering
significant implications for fashion industry practitioners
aiming to thrive in the dynamic and evolving Metaverse era.
The exploration of consumer behavior and perceptions in
the Metaverse serves as a critical foundation for the
subsequent chapters of this thesis, enabling a deeper
understanding of the connections between digital fashion
value and consumer purchase behavior in this immersive
virtual realm.

Table 1: Summary of Literature Review

Gap in the Literature

Relevant Prior Literature

These studies provide
valuable insights into
consumer preferences,

motivations, and decision-
making processes within

the digital fashion
landscape, offering
significant implications for
fashion industry

practitioners. But  This
research uncovers the
psychological factors that
bridge the gap between the
digital and physical realms
of fashion consumption.

Park and Lim (2023), Han
et al. (2022), Zhang et al
(2023), Koohang et al.
(2023), Joy et al. (2022),
Hadi et al. (2023), Shen et
al. (2021), Park and Kim
(2023), Periyasami and
Periyasamy (2022), Won
and Kim (2020), Al-Ja’afreh
and Al-Adaileh (2020), Qin
et al. (2021), Lamba and
Malik (2022), Saffari et al.
(2023)

3. Research Design

This section outlines the methodology employed to
investigate the relationship between the value of digital
fashion products and consumer purchase behavior on the
Metaverse platform. A systematic and rigorous approach
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was adopted to ensure the reliability and validity of the
research findings.

3.1. Study Design and Data

The research design for this study is a systematic
literature review. By conducting a systematic review, the
study aims to comprehensively analyze existing academic
articles, peer-reviewed journals, and relevant publications
related to the topic (Ejsmont et al., 2020; Kang & Hwang,
2020). This approach allows for the synthesis of diverse
sources to provide a holistic understanding of the
relationship between digital fashion product value and
consumer behavior in the Metaverse.

The data collection process involved conducting
searches across various academic databases and search
engines, including Google Scholar, PubMed, Scopus, and
IEEE Xplore (Glaser & Schmidt, 2022; Kang, 2021). The
search terms and keywords identified during the preliminary
stages of the research were used to retrieve relevant sources.
The inclusion criteria for the literature review included peer-
reviewed articles published between 2019 and 2023 that
directly explored the value of digital fashion products and
consumer purchase behavior in the Metaverse context.

3.2. Screening, Selection Procedures, and Ethical
Considerations

The PRISMA (Preferred Reporting Items for Systematic
Reviews and Meta-Analyses) approach was adopted to
ensure a systematic and transparent selection process
(O'Dea et al., 2021). Initially, all identified sources were
screened based on their titles and abstracts to assess their
relevance to the research topic. The full texts of potentially
relevant articles were then reviewed to determine their
eligibility for inclusion in the study. Articles that met the
inclusion criteria were included in the final analysis.

The data analysis process involved synthesizing the
findings from the selected literature. Key themes and
patterns related to the relationship between digital fashion
product value and consumer behavior in the Metaverse were
identified and organized. The positive connections between
value perception and purchase behavior were extracted, and
relevant evidence and insights from the literature were
presented in a coherent manner.

As a literature review, this research does not involve
direct interaction with human subjects (Anabo et al., 2019).
Therefore, the need to obtain ethical clearance for this
investigation was waived. Ethical concerns were considered
throughout data collection and analysis to ensure proper
credit was given to the original authors.

Despite their usefulness, systematic literature reviews
have several limitations. The research findings are

dependent on the quality and availability of existing
literature on the topic (Paul et al., 2021; Kang & Hwang,
2017). Additionally, language barriers may have resulted in
the exclusion of some relevant non-English sources.
Moreover, as with any literature review, the interpretation
and synthesis of the findings are influenced by the
researcher’s subjectivity.
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Figure 1: The Procedure to Obtain the Final Dataset

4. Findings
4.1. Experiential Value and Purchase Behavior
The findings of this study reveal several dimensions of

value associated with digital fashion products on the
Metaverse platform, which significantly influence consumer



Jae-Min LEE / Journal of Industrial Distribution & Business Vol 14 No 8 (2023) 1-8 5

perceptions and purchase behavior. These dimensions of
value extend beyond traditional tangible attributes and are
uniquely shaped by the immersive and interactive nature of
the virtual environment. Digital fashion products in the
Metaverse provide consumers with an experiential value
that goes beyond traditional in-store shopping (Yemenici,
2022). The interactive and engaging virtual environment
allows users to virtually try on clothing, experiment with
different styles, and curate their digital wardrobes. This
experiential aspect enhances the enjoyment and engagement
of consumers, leading to increased purchase intentions.

The Metaverse fosters social interactions that play a
significant role in shaping the value of digital fashion
products. Consumers engage with virtual communities,
share fashion experiences, and seek feedback from peers and
virtual influencers (Dwivedi et al., 2023). The social value
of digital fashion arises from the sense of belonging and
connection to like-minded individuals who share similar
fashion interests and trends. Digital fashion products in the
Metaverse offer consumers a unique opportunity for self-
expression and personalization (Casciani et al., 2022).
Through customizable avatars and virtual outfits, users can
embody their individual identities and showcase their
creativity in the virtual space. Virtual fashion experiences
can evoke positive emotions, such as joy, excitement, and
satisfaction, influencing consumers' perceptions of the value
of these products (Shah et al., 2023). Emotional value plays
a significant role in building brand loyalty and repeating
purchases in the virtual fashion environment.

With increasing awareness of environmental issues,
consumers value digital fashion products that align with
sustainable and ethical practices. The Metaverse offers
opportunities for virtual fashion companies to highlight their
eco-friendly initiatives, contributing to the sustainability
value associated with digital fashion products (De Giovanni,
2023). The novelty and uniqueness of digital fashion
products contribute to their value in the Metaverse (Liu,
2022). Virtual fashion allows for the creation of futuristic
and imaginative designs that may not be feasible in the
physical world. The novelty value appeals to consumers
seeking distinctive and cutting-edge fashion experiences.
The Metaverse platform offers unparalleled convenience to
consumers, eliminating the need for physical shopping trips.
Users can access and try digital fashion products from the
comfort of their homes, saving time and effort. The
convenience value of digital fashion products in the
Metaverse caters to the fast-paced and digitally-driven
lifestyles of consumers.

4.2. Customization and Personalization Impact on
Purchase Behavior

The study provides valuable insights into the ways

potential consumers engage with digital fashion products
within the Metaverse and examines their purchase behavior
patterns and preferences. In the dynamic virtual
environment of the Metaverse, users experience an
experiential and interactive virtual shopping process, where
they can virtually try on clothing, customize avatars, and
curate personalized fashion choices. This immersive
shopping experience plays a pivotal role in capturing
potential consumers' attention and interest, enhancing their
engagement with digital fashion items. The ability to
personalize and customize avatars is a key aspect of
potential consumers' engagement with digital fashion
products in the Metaverse (Dwivedi et al., 2023). Users are
empowered to craft their virtual identities, and they seek
high-value digital fashion items that resonate with their
desired virtual personas and style preferences. This sense of
ownership and emotional connection fosters a stronger
affinity towards virtual fashion items and positively
influences purchase intentions.

Social interactions and peer influence significantly
impact potential consumers' engagement and purchase
preferences in the Metaverse (Dwivedi et al., 2022). Virtual
communities enable users to share fashion experiences, seek
feedback, and exchange style tips, thereby influencing each
other's fashion choices. Positive word-of-mouth from
friends, family, and virtual influencers builds trust and
confidence, leading to a higher likelihood of making virtual
fashion purchases. Furthermore, potential consumers
actively explore fashion trends and seek inspiration from
virtual influencers and celebrities within the Metaverse
(Chou et al., 2022). The constantly evolving fashion
landscape motivates users to experiment with diverse styles
and adapt to emerging trends, driving their preferences for
specific digital fashion products. In the virtual fashion realm
of the Metaverse, potential consumers often demonstrate a
preference for high-value digital fashion products.
Exclusivity and premium offerings are perceived as status
symbols, enhancing users' social presence and influencing
their purchase decisions.

4.3. Positive Connections Between Perceived Value of
Digital Fashion Products and Consumer Purchase
Behavior in the Metaverse

Several positive connections can be identified between
the perceived value of digital fashion products and
consumer purchase behavior in the Metaverse
(Wongkitrungrueng & Suprawan, 2023). The immersive
virtual shopping experience in the Metaverse plays a crucial
role in shaping consumer purchase behavior as consumers
are drawn to the interactive and engaging nature of the
virtual environment, leading to a higher likelihood of
making virtual fashion purchases (Gulfraz et al.,, 2022).
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Moreover, the self-expression and personalization aspects of
digital fashion products significantly influence consumer
purchase behavior as consumers can embody their
individual identities and showcase their unique styles
through customizable avatars, increasing their willingness
to make purchases (Casciani et al., 2022). Additionally, the
value of sustainability and ethical practices in the Metaverse
positively impacts consumers' purchase intentions for digital
fashion products, resonating with environmentally
conscious consumers and influencing their purchase
decisions (Kohler et al., 2023). Furthermore, social
influences and virtual word of mouth play a significant role
in driving consumer purchase behavior as positive
recommendations from friends, family, and virtual
influencers enhance the perceived value of digital fashion
products, leading to increased consumer trust and a greater
likelihood of making virtual fashion purchases.

4.4. Social Influences and Word of Mouth in
Purchase Decisions

Fashion industry practitioners can leverage these
positive connections between the perceived value of digital
fashion products and consumer purchase behavior in the
Metaverse to enhance their sales and marketing strategies in
the digital space. Firstly, they can focus on creating
immersive and interactive virtual shopping experiences that
allow consumers to virtually try on clothing and explore
different styles, enhancing consumer engagement and
enjoyment (Rosario et al., 2023). Secondly, emphasizing
customization and personalization options will empower
consumers to create unique avatars and personalized fashion
experiences, fostering a stronger emotional connection to
virtual products (Wu et al., 2021). Thirdly, incorporating
sustainable and ethical practices in virtual fashion offerings
can appeal to environmentally conscious consumers,
positively influencing their purchase decisions. Fourthly,
leveraging social influences and word-of-mouth marketing
through virtual influencers and positive eWOM can build
consumer trust and drive higher sales (Fauzan et al., 2023).
By aligning their strategies with these positive connections,
fashion industry practitioners can effectively attract and
satisfy consumers in the Metaverse, ultimately enhancing
sales and establishing a strong presence in the dynamic
digital space.

5. Discussions

The findings of this study have significant implications
for fashion industry practitioners operating within the
Metaverse platform. These positive connections between the
value of digital fashion products and consumer purchase

behavior offer valuable insights to enhance sales and
marketing strategies in the virtual space.

Firstly, the positive connection between experiential
value and purchase behavior underscores the importance of
creating immersive and interactive virtual shopping
experiences. Fashion companies should invest in advanced
virtual try-on technologies, interactive fashion shows, and
virtual showrooms to enhance consumer engagement. By
providing potential consumers with an enjoyable and
interactive shopping journey, practitioners can increase the
likelihood of wvirtual fashion purchases. Additionally,
incorporating elements of gamification and virtual events
can further enrich the experiential value, fostering a sense of
excitement and discovery for potential consumers.

Secondly, the study reveals the impact of customization
and personalization on purchase behavior. Fashion
companies should focus on offering extensive avatar
customization tools and a diverse range of virtual fashion
items to cater to individual preferences. Implementing Al-
driven algorithms to suggest personalized fashion choices
can further strengthen consumers' emotional connection to
the products. By enabling users to curate their unique virtual
fashion experiences, practitioners can foster brand loyalty
and increase purchase intentions.

Thirdly, the value of sustainability in driving purchase
intentions presents an opportunity for fashion companies to
integrate ethical and sustainable practices into their virtual
fashion offerings. Implementing eco-friendly materials,
transparent sourcing, and ethical production processes will
resonate with environmentally conscious consumers in the
Metaverse.  Practitioners can  communicate  their
sustainability efforts through marketing campaigns and
virtual events, establishing a sense of purpose and
authenticity for the brand. By aligning their brand values
with sustainable practices, fashion companies can enhance
their brand reputation and drive higher purchase intentions
among ethically minded consumers.

Lastly, the study highlights the importance of social
influences and word of mouth in shaping purchase decisions.
Fashion companies should leverage virtual influencers and
cultivate a strong virtual community around their brand.
Engaging with consumers through social media platforms
and virtual events can foster positive electronic word of
mouth (eWOM) and create a sense of belonging within the
virtual community. Encouraging user-generated content and
organizing virtual fashion challenges can amplify the
brand's reach and influence potential consumers' purchase
decisions. By nurturing social interactions and virtual word
of mouth, practitioners can harness the power of social
validation to boost sales and brand loyalty.

The study has several limitations that should be
acknowledged to ensure a comprehensive understanding of
its scope and implications. Firstly, the research focused
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solely on the relationship between the value of digital
fashion products and purchase behavior in the Metaverse
platform. As the Metaverse is an emerging and rapidly
evolving virtual space, the findings may not be directly
applicable to other virtual environments or online platforms,
limiting the generalizability of the results. Secondly, the
study relied on a literature review as the primary source of
data, which might have introduced inherent biases in the
selection and interpretation of prior studies. While efforts
were made to use peer-reviewed journals, potential biases in
the literature could impact the conclusions drawn from the
review. Thirdly, the research primarily centered on potential
consumers' perspectives, overlooking the viewpoint of
fashion industry practitioners. Incorporating insights from
fashion companies and professionals could have provided a
more balanced understanding of the challenges and
opportunities faced in the virtual fashion market.
Additionally, the study did not explore potential cultural or
regional differences in consumer behavior within the
Metaverse. Consumer preferences and behaviors may vary
across different demographics and geographic locations,
which could affect the generalizability of the findings.

All in all, this study delved into the relationship between
the value of digital fashion products and the purchase
behavior of potential consumers on the Metaverse platform.
Through a comprehensive literature review, four positive
connections were identified, shedding light on key factors
influencing consumer decision-making in the dynamic
virtual fashion landscape. The findings highlighted the
significance of experiential value in driving purchase
behavior. Creating immersive and interactive virtual
shopping experiences emerged as a crucial strategy for
fashion industry practitioners to engage potential consumers
effectively. Additionally, the study emphasized the impact of
customization and personalization on purchase intentions.
Fashion companies can leverage Al-driven algorithms to
offer personalized fashion choices, fostering a stronger
emotional connection to virtual products and enhancing
brand loyalty.

The research also revealed the growing importance of
sustainability value in influencing purchase decisions.
Practitioners can adopt ethical and sustainable practices in
their virtual fashion offerings to resonate with
environmentally conscious consumers and bolster brand
reputation. Furthermore, the study underscored the role of
social influences and word of mouth in shaping purchase
behavior. By leveraging virtual influencers and cultivating a
strong virtual community, fashion companies can harness
the power of social validation to drive sales and brand
loyalty. While the study provides valuable insights into the
positive connections between digital fashion value and
purchase behavior, it also acknowledges its limitations. The
narrow scope, reliance on secondary sources, and potential

biases in the literature review warrant caution in
generalizing the findings. Future research should
incorporate primary data from potential consumers and
industry practitioners to strengthen the validity and depth of
the study's findings.
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