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1969). AR AN Fufele= AAE EA A 7|
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9 APATE] Ao wE S5 AuEd
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23 4 91 ov(Cho & Leckenby, 1997; Hoffman
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o] g7gollA LUth(One-To-Many)= ©]F0]7]
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o™, © wobrt i th(Many-To-Many) = 24
°f 7restl HEs o 5 Ud(Hoffman & w g3L st /Yol HgW $§ m2IY
Novak, 1996). FEfEi el AEAS2 & g geinn Ll 2uiRe) 77, 5, AYst
A, AAZE WY, B, obtet 5 ofd A WO g mae 735k Huotar and Hamari2017)°)
2 SPago] 7heotH 4RGN Al TH #F mae)d, Add AEe 245k An(GAMEX)S
o] R ZFATE 2% thel AT FHY A gas) meua SaBdA TEH HAC A
2 b g5 Ag/do] EAARIG, Intelli Metaverse  olsly] A9l ototR mzb s} olalst FHAL
Consumer Survey(McKinsey & Company, 2022)°] E5 vet A ZH;Z oA HAlE HJlo] AlY
ZAto| =W ozt F 50% ol HEMH A o] @4 g4l Aol & glolw AME &
A AAEET AR whgS 2718 HT T 9 bx Ade AZsty, Ade gxreld eolg
SHATH wheba] & A= Al 7HA 89 422 goix] ke AdAd A7 o] AFgate] Q4] 9l Y
84 T AR T ATARA 28 FuA Fe) 3HA 9L M)A S U9 WIlE
gt =2o] 9ct.
A2 T35 A8
(User—to—user
EAZ interactivity)
(Enjoyment) .
29 I Hgl AP ol
(Absorption) dep A Y Bals AF (Revisit intention)
(Brand experience K5
2ol ALl == in metaverse) ool
(Creative thinking) Hé (Purchase intention)
22 o] 2 e HY BIE Y=
(Absence of (Brand attitude)
negative effect)
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HEtHA LY =

Bl ol we oyt
2 ST A
7 3wst e B9

(absorption)> Hlfelut ol LA A=E

Astel 45 H o Bolohe
& Engen, 2011). HFHo] R
Hog golanl, Asdel A7} AHlo] Ut B
of Este] AoAgoh= AS LT (Mehmetoglu
& Engen, 2011; Witmer & Singer, 1998). H|Z:gH 9]
2 A7 (presence)> A O2 THE FAo
St A4 A Qe AAY L=
AE O 2 (Witmer & Singer, 1998), =2
Lo BAAE H %S AgEe
2 A= AdH Aol B2
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lo

ol X g
to ro X

r

el
——

0
9
H‘]
e

Moo |r o s
5

o @ my & i

i
Tlo

_,4
bith
i

i
>
o
ll
lo
I
2
L o ool & ol 2 oy no e -

=% (absorption)= AHES

opu A,

J =0
%{ﬂ—vt‘

DORN)

o
s
o
e}
o,
o

ol 1
Olt
<L
o
It
W2 1o

g, 2021)0] 7Hs5
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24 2¥H JEo| BYQ} HEIHA L BEME
2

By ZW @er A7 5 AUA B
A& (affect)y= A2 ot Adete Hd 3
ol WAsh= 71eA oF, BT} nlget A
g, guo] g 1 o 5 $AH e 2
ARGZY] BARAR S B9 Y11tk Harwood
& Garry, 2015). #4A2 P5 HIE FEst= 4
9 57] peloa 4gab] o] RAHe
o g2 2 HEHA Y HE FHE F
Aot AiE B & o W AdsE 1
A ol Fofske oA A-e BAfolnt
Hole A5 WHESIA oA 2]E529 &
5= 4= 31th(Robson et al., 2015). AlL3}tH 74
HollA siEiet ARA7E S HRi=of dis) F
A4 HEE 7H= AXH(Steffen et al., 2013),

HEtH 2 ol A ofutety AFRke]l sl ApAlo]
AL 4 vk | A @l =YskA] =1t
CH(Bangay & Preston, 1998). Waha] ARg2}2] nj
S 2Ao|v Bt 3XF AAE WEHA Y
BHE o] AR I £ 4 vl K

ot 22 7HES s

lT.

R

7hi 4 27 EBol wAE ot | s 3
|

ol g+

WEHe AP AT 4 Yok A2e V&
e BAS FEL ALY Tl 71 A

7 Eo A% sPsAel Atk APATES 2
Bl tAEE 2SS uigoz w49 APl
AR o] GFL At ALE o ;e

(Gibson et al., 2022), =22}31- @ T2}l (Kurniawan,
2020), 7HFEA WiFCACI™ <), 2019) 5 ohFet
A Q=stact. watd ol e e
ot

Gabisch(2011)= 7H3AIAl A 2] BHE o]
AR Al ool fgof it et o
A Holal, AH[A7E TPl FEH
A g o=y d= JE7T ofg Al
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Brakus et al.(2009)9] A-oA AHEE S 2
At Wefof] WA Sk ARESEA

A 2 7
W AR EYIoityy, <o wlEtHA Y Bl
T A2 A Ao, «o] HErH A W
B A Y 37T EASIE 58S A
ek 9] 57H2] FE-S HAE 53 Hr 2 A
st
1.3 LE ok
Y2 O = Ajzen(1991)9] APATo A At
45 Aol EfiZ, fEHA Y HE FTHof
S

APE PEL Quig SEHOR sl

B

b Q1o x|z AojRttt. il XA
(2013), Kim(2021), Lin and Lu(2000)2] A-Lof A

AgE B B AT st wo S4ste] A
Botieh. U o] dlEH W HASo] thA
WS Zoleh, <of vl f BRASE oA
RS FHsAol Frb, <787k frkd o] wet
B2 W BAEE Al HEF Aol 3744
gRe JAE 57 Anz 245k

1.4 FOjC| =

FojolEt HPDTES u}%o ke 2o
A BREE A é_i-aﬁw =9 AL AR

Lolsk oAlz Ao 2 Papagiannidis et
al.(2013)<] oq:rLoﬂ/q /\]' =g 2 A W
o gtA| Asto] ARSIt “HEpH A W 2
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S A9 @ F, e A HASY A4 AFE GeP, b ool 35 FA] o o
2 PG 5ol gk, <TulE Telshs B A Favethe b §Ee it B
WSO AFe] Wepz W HAS I Ak AL i Aol BAE T 2e 4 9
W, Weh s o HAE Age o) 2HS el o, b ek zod BAE & 44T 4 9
Lo =g B Aotk 5 & b @5 8 oo b §ue Tgsh, g Age e
AE 59 A=z 23590 W2olH SARLEE U AR Wrgo] 277
ot ZHF M T 5 F oM BFS

1.5 HYE Ej £

BAHE = Mitchell and Olsen(1981)2] 4138
AT A AHEH AHOE HIRFO R HEFH] A0 A
ZHt Bt o fgt siQlel Hri= A olgitt
“HEpH A WYolA HYET HIAEE
o2 Hristdyztrets AR s Aty
= O 712 FEAFE oF Eofl viA]&] Z4lo] T
VA Lol Aes 58 A2 SAsIA &
52 «BAR.FZH, B2 «EFF-F7

PR R E MR E DA

ARt oz

A2 3t A= At-gd2 BRE Deighton(1996)
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<E 2> QREAHH £/ grol Fa- 551004 o 822 Afole] Gl HF
we | BE EgAdS HASoHaH. Afdoe=s AT
= =F @ | *EE ANS9HE S B9 304 A, 294 3
= 2 gl ¥R, el s ) DU B, AYE o
ek ot T s T, TuYE, HAC g, A8 7F AT g
10CH 5 33 o] 97§ g<Qlo] SAHE At KMO #2 42435 7]
20CH 98 | 649 Fo=2 HgEE 0.7 ode] gl .888= UrERN:
ot 304 42| 278 3, Bartlett®] 734 AL TA x2=4,574.984
‘S‘EE: byt 2 fojEe] 022 teht 29EH 290
otrols S~ Age Aem e
2S5 Z9 0[5 4 26 ASH ZF dge] dis) ZERts dup AlsE
Zstn £ 1 0.7 AbEE A RE HSE FHA 83594 Hd
s 1S58t S 8 5.3 930 Afole] A4 Froz A=Lrt 43 Aoz
CHst 2sh =2 122 80.8 T_%H ?J\]—/"_
CHEH Aet/=2Y 16 10.6
APE2 50 33.1
I " 4 89H 208N 3 SHBY HYE AT
MU| A2l 13 8.6
ao aes 46 G HFAoR £FY 2R det Ahar)
o2 4 2.6 B dyo e AfgeAE mofet Ay, x’=
72};"”5 5; 322 1,038.841(p<0.001), df=9640.8 ¥tz oz & o]
;;T T R 817, TLI=.909, CFI=.919, IFI=.921, RMSEA=.58,
s — 1| 75s RMR=0685% Fet RPAAGES Hlth =74
Z2f|o| OF5IC} 40 | 265 Tl A= et gy AL et 914 8%l
45 ot2| =t 33 ] 219 =4 A3 AnEH, BE 92 HAFL 04 °]
AW 1Al DRt 4| 272 Ayoln, Wi HAZEZ(AVE) #2 71243 0.5
N AR B AR | AL 205 opgole, Beusiw(CR) 2 Al H4 829004
G 2A|ZF O|4Af ~ 3A|2ZF O]BF 30 19.9
SAIZEO[A 6| 1oe A 9242 fFolgt dixE YEtY HFEEA
o S w0 o) ASEACE 3. 2 dye] w4
X ATE <E 4o} goo], RE A7 ke
sl A AMEE 24 FREo] BT 4 SAE Bl fo@ £A2 AFH
24.g BAel] 919 spss 262 ol HAA 2
1R A3} Cronbach’s alpha Al4-E 2215ttt 5. 7H44¥d
Q4 A7 71ES 05 oo AP A
AUA A9 4w A9 F BEAT $U4L A HIARS 9T AFEHL AMOS 262 A8
Qe BE WEet 2 Ao|A Agtet M40 ot FRAPA] BYS Fofl wASHIT AR Th
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HEHHAE 283 A UtEl HHE ZHO| ALEXIS| FOj|=ef BHE EfE0f OjX|= g
<E 3> 3013 29184 A}
i 2452 B S.E. CR. AVE CR.
ENJ1 820
ENJ2 821 101 11.518"™
=i ENI3 .802 .100 11.122™ 709 924
ENJ4 .846 .089 11.961""
ENJ5 917 112 11.822™"
ABS2 .800
29 ABS3 796 101 9.646™" 629 836
ABS4 784 .095 9.526™"
CTI1 874
N CT2 .885 .09 13.2517
20| ApD .558 829
CT3 623 081 8.260
CT4 545 .098 6.970""
ANEI1 .858
2 d5ko| By ANE2 854 078 11.106™" 662 854
ANE3 722 .082 9.469"""
BEI 662
BE2 716 114 9.040™"
ﬂl?iij BE3 686 143 7.909" 511 839
T eE BE4 736 177 74227
BES5 769 167 7.789""
REI2 915
A2 o= REI2 905 064 17.577°" .820 895
REI3 .896 064 17.187""
PI1 .805
PI2 788 .097 10.329™
Toe= .680 907
PI3 853 .086 11.525
P14 850 103 11.56™
BAIl 845
BA2 798 .089 10.718™
2T Ej = 665 888
BA3 856 118 9.291
BA4 759 .093 10.092"
INT1 807
INT2 616 072 8.718"
INT3 705 088 9.341™"
INT4 807 .085 11.134™
AHE 2} 2t
A 2t e A INT5 665 .094 8.676 546 915
cTee INT6 842 078 11.798"
INT7 781 091 10.651""
INT8 755 .095 10.185™
INT9 638 .101 8.229™"
p<.05, "p<.01, ""p<.001.
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<H 4> WEEISE FY 21

ENJ ABS CT ANE BE REI PI BA INT

ENJ .842
ABS 522 793

CT 645 487 747
ANE .188° -.182 -.014 814

BE 678 576 702 119 715

REI 738 509 582 215 665 905

PI 605 536 677 14 633 687 825

BA .560 293 386 417 463 489 473 815

INT 436 289 403 103 429 532 510 326 739

"AVE > Correlation®.

FFEA HEol FA AnE FxEYo He
Y x?=676.600(p<0.001), df=415, TLI=911, CFI=
921, 1FI=.922, RMSEA=.065, RMR=.0712 RE
Zro] Agtot =50l Ao 2 shelx 9t

71]
a4 49 A=E 487 wrs) ﬂﬂE}Hii ¥
Bt Aol #AE AuEsith A2 |
B A Y BHE Ao FHAHoR Fo3t ¢S

HlAL Ao vt 74 1o] AEE ek f=431,
29w UﬂE‘rﬁi* W s A &

E=

(Enjoyment)

24

EATH( =259, p<.01). oA AfAl: HEFH A
HAe Fol FAXCE fot dFe vA=
Ao g Hof 714 30] AEEATH f=375, p<.001).
uprgtoz R el RAt depia o
Bl ol Ao dF= nA 7 4= A
5] AT £=375, p<.05).

o2 7 AT = HEHA Y B
ﬁlo] AAHoZ ﬁ\_}j]]}-_cq EEHEOﬂ q]@- 6ﬂ£—r
A=l o J@ TAEAE Selsige. o

& AR 2w o]
A

ﬂLoﬁ

AREA  F5A G
(User—to—user
interactivity)

(Absorption)

ola] A
(Creative thinking)

e A U] BEHE ZHY
(Brand experience
in metaverse)

#42 G| 27
(Absence of
negative effect)

"p<.05, “p<.01, " p<.001.

AR o%
s (Revisit intention)
Tj o=
T76** (Purchase intention)
BT g
593*** (Brand attitude)
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The Effect of Gamified Brand Experience using Metaverse
on User’s Purchase Intention and Brand Attitude:
Moderating Effect of User-to-User Interactivity

Jiyeon Moon*, Sang-Lin Han**

ABSTRACT

Advance in network technology, device technology, and the contacless trend brought on by the COVID-19
pandemic are shifting consumers’ living radius from offline to online, and further to metaverse, where they can
have more diverse experiences without time and space restrictions. In line with these trends, companies are
implementing various marketing and distribution strategies using metaverse.

In this regard, this study focused on experiential marketing of brands that were mostly applied base on reality in
context of the metaverse as a new marketing channel. Based on previous research on online and offline brand
experiences, brand experiences using the metaverse were studied. In particular this study utilized gamification,
which is easily applicable to various fields and has been proven to be effective. In other words, focusing on the
gamified brand experience, the influence of the brand experience that users feel within the metaverse was
revealed. This study focused on gamification in terms of game experience, which has been studied relatively
little, rather than gamification of the game techniques such as rewards and levels.

To test the research medel proposed in this study, participants were asked to experience 7-Eleven’s virtual store
on Play Together, one of the metaverse platforms, before being surveyed. The results of the study showed that
four factors of the gamified experience had a significant effect on the brand experience in the metaverse.
Subsequently, it was confirmed that the positive brand experience in the metaverse had a significant effect on
user’s revisit intention, purchase intention, and brand attitude. However, the effect of interaction between users,
one of the characteristics of the metaverse, on brand experience and revisit intention was not significant. These
results will be effective reference materials for establishing new marketing strategies for companies that want to

enter the metaverse.

Keywords: Gamification, Metaverse, Brand Experience, Revisit Intention, Purchase Intention, Brand Attitude, User-to-User
Interactivity
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