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Effect of Fashion Brand Experience on Brand Attitude and
Offline Fashion Product Purchase Intention by using ZEPETO

- A Case of Korean and Chinese Consumers in their 10s and 20s -

Dahui Cheoi, Sumin Song, Tengyu Zhang, Li Gao, and Eunjung Shin""
Dept. of Clothing & Textile Design, Kyung Hee University; Seoul, Korea
I)Dept. of Clothing & Textile, Yonsei University, Seoul, Korea

Abstract: This study aims to determine the effects of the experiences of ZEPETO platform users on their attitudes and
purchase intentions. A survey on 10-20 Korean and Chinese virtual fashion consumers was conducted. Brand experiences
were independent variables, and offline purchase was the dependent variable. The results showed that, first, among the
four factors of the brand experience, Korea and China have the highest explanatory power. Second, the brand experience
of Korean consumers significantly impacted their brand attitude. Additionally, cognitive and emotional experiences of the
brand positively impacted their brand attitude. Third, the brand experience of Chinese consumers significantly affected
their brand attitude, and among the sub-factors of brand experience, cognitive experience positively affected brand atti-
tude. Fourth, the brand experience of Chinese consumers significantly influenced their offline purchase intention, and
among the sub-factors of brand experience, cognitive experience positively influenced their offline purchase intention.
Overall, an emotional branding strategy that provides brand and product information must be implemented for the Korean
market encouraging consumers to develop a positive and emotional connection with the brand. The Chinese market
would benefit from formulating a reliable branding strategy that easily provides a wide range of brand and product infor-

mation focusing on cognitive experiences.
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AAIQ] HEP 2 (metaverse) AlTh7t F5¥7338l A=H,
AdEokllA] HERH 2 4] S flete] wwmEA F
HlglaL vk ZAdE vEie] 8 4LHFoR He 7HES
HEpH 2ol U F53P wepi 2 Welld An|xpele] 43
E27] S8 718 AARL . sjdLY] REoke doje of
Yt} mjd 734 (Maeil economy)ell wk=r, BHAIE] = (Valentino)
o} 7o WE JHAEH=E= EE 1o]7](Nike), 71H2(Con-
verse) & THs BAEER oy dep s FHEA] FUS
Folo] BHAe FHel Mu|A F apEstEs 7P A AR
of g3 Jok(Kim, 2021).

olE Fate] #AAtgel detele] WalF YepaL e
w HEpHAE 7R R g TP s ol RS Eoke
YeRtar Qltt. 7 siAE B A ARE A ske ot
LS whEo] Bt A JAHE AlelM dE Evlsd AE
< 2l A AA AFFoEA T G4A JE 7 U
e AL o83 dAl 399 HEe] ARAE B2 Zlolth
o|AH AT E(ZEPETO) ol Tt o33 ofelgls 2
A Aslal Al & glom HA HEHAsoke] Fehi
S AFE A ok THA] onlElel fF tE|vES &
T At Fo] ARAES Bol BEEOA € Zlojt

= HEpZ A% ZHRERJ] ol Naven)e] AlFE 7} 3
QoA AAT QA71E B YA, o AHE ZFAE 4]
el 7V olF AFE Al A A A S A
ojtt, wWEhA E AeME Fu HEfE AT ZPFo|H,
B FEiRgelde] st AP FYE LHRE O
o2 AFE Pt} st FAAR)] AF WA S
9] 10200 AHRER g AR} T AH|Rte] AjolE
ARz} sk, FAAQ] £ Ae] A ANE FAE &
H|zke] s HAE H3o] Hile Hix 9 3 AF Fuie]
o MX= S gotiiA} givh E A74HE S Al
AE 9 weps sHA" Hek 9 Al 8713 fove
A7 @ AR oAt}
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2.1. HEHHA (Metaverse)

HEP 2~ (Metaverse)d, 29 T 7M. 9v]st= HE
Meta)?} -7 = FHE Sshe M2 (Universe)e] 343
o2, 2ERleA A B 3} Ee= AR &) 7HslEE
AAH oz &3 339 7MY AlAIE Lot} Wep 27t A
& 4% A2 d ZEE<E(Neal Stephenson)®] A 29
A4 (Snow Crash)Z, o] Aol FAFE 7} TSI oo
E3 32E B3l Aske 33A 7PRAIAE ulst. A
43 Wep e @A AAIS NS £ AT d AAle 59
ARl 7P F7kelt), o] Avdo] Aol U & 7|E wixle=s
date] AAZ 7PIAAl 8ol 7hs AL, B H3gg WAe
2 g4 wepH 29 sdo] AAARTHDionisio et al., 2013).

2.2. M|H|E(ZEPETO)

Bae(2022)0] W=, AFHEE vloly AEZy} 95
7y FA(AR) oFrlEl 2211 AR i) iRl HE)
2 FFo|t}. 2018 Aol MR AHES d=d4H F
748 (AR), 3D 7l 5% o83 3D ohlERE vhEo] Uk
g 7P AES & 4 Sy e ARES AEA
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T Ea Qo] 10t 5 A & THOE E LA e
H, 20229 39 71F 39 W ol AH|AE HAshal St
E3] vl=, 4, g 5 2009 JH=e] B¢ ARl F S5
A o] 87}t A9 70% ol del g3t

AHE F=3 g Ae] zpole v 2t A=
Mle] E2l A3y FFozRE BT o JPFIES
FAETHDe & Marieke, 2007). &= S=2] A4 22 o}
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< 7K e, o]gst zlole = FHe] AniAt dE
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o= ol o7

AFQ Hrret & 4 Atk Mitchell & Olson, 1981). Wk
2 aRRkEe] Bl Addlolgls v} 5]

ZAE 457 8ol F23KKeller, 1993). &AL HAle
AAA L 7R3 957 = HLsHoR W-gal]

]uq, 7 AR 0|A AlY = ‘/IL%‘

4g 5o BEolAe v
Bl G $AAY B Belst
Bl el 3
wj iz, e we}

N % aAEe] $HA HAE HE B9 95 oFY
=

B o] @9 o]22 9 g oA des
vtk Fishbein(1967y> BH= 2z BEA
Bz tis] 27l= 344, #4490 AHe ddides
7Jo)gieh. Wk, Schiffiman and Kanuk(1994)e 2= Bl=Z
AMAH 24, A Qs PFH 94= vro] Aresith

26. 0 o=

T olmeh AL sl ke Ale ARl oS
seabH AlglE migoll anlke] Agat BTt HxH o s 8
A= &AE e nditt. 28 Pl e 5781
S Bl Afole] B QS dhe oA, 1) oEs &
Hzeh . 5 7ol BAZE 2okE FE ThsAelRal &
% QITH(Fishbein & Ajzen, 1975). 7Wld4S S8 F2 W
FEA Fovd Ble S HAller) opd Hille ) 3%
o 7lzstedof gttal B 4= Qivk E3F Tl ok ru) ot
Oje] BEolR, e duiEoz Aijle] AlEE nie )
soEN A Hi=e] PHZ o)Fshs A oW Th(Engel
et al,, 1990). 71 Q== &H] o Uik oFa10=2 F
fap, A Ps thrles AREYIE 517 sl el
o thet AlEls vl FdAtelAl a0 =Foltt F, &
HAHES 54 Hal=ol tigh Bliee of 27 E Fviehks —‘jrfir
&g slom H=SEAG 7 s dE A Zhe] AT
zpolol] wE 7o), FeAQl ofe] gl ofsf T 5ol
P L2 F ol 2] AFE] FjolRE AR
) AF A g B Ete 2 AFS sk O
=7 o 9Ee uXgal & 4 Qth(Engel et al, 1990). &
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3.1 AT EH

2 A7 veks Z9E AREY A Hils o] 3
= B 10200 AHIRREe] BRE e} 9 xEiel )
ool WAle @ WAE AR Zlo] HHor wEhq £
A7) A7 #Ale vt A

AT EA 1. AEEA B 10200 ARxke] Bl B
73340] Hal= a]coﬂ o]r_ti Oﬂb‘k—— u] ]l—‘_— ]—
AFEANA F=10-200] AH]RFe] B Hal=
7ZAgo] HAl= ko] ojH JFFS w710
AHAZA &=t 10200 AH|Rle] s Hal=
Aol ezl A AF ] oo ofw
BFE vH =71
A ENA F= 10-200] 2R T BA=
Aol oxzeel A AF Fuf ool ofu
FES A=

a7 =4 2.

AT A 3.

AT BA 4.

3.2. E1I0IE1 =3 5'4 -E—M
HER 2 FHEFOZ Yol 77t A
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& s Ho] e = 10-200] AHE AREAN} F=
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EZARE 202249 59 10~169, 797F L8}¢lof|A] o] FoiFiT}
= AEZAL A, 358 17019 S9 5 BAAE 23479
22 AlQet 13759 SHE HF B o= s
L F3 AEZRAL A3, 35E 170709 AEA F, 1779
B3 SHE ALg 1535771 HF B AEE ARE
B A= SPSS 28.0% ©|-&3l] ‘“*6}"510&1 AT7H
ASS 98 o 22 AAE TG 4 SR
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YA AE, A
ATHChoi, 2021; Kim, 2009; Kim, 2016a; Schmitt, 1994).
HAE gEs APAFol AR £3s Farste] 973
o2 At 58 YAE HA=Z ZASFATH(Choi, 2021;
Kim, 2020; Sung, 2018). 71| %= APATFolA A3 &
5 Faste] siEako R AFAste] ARSI ATHKIm, 2020,

Table 1. Demographic characteristics of Korea

Sung, 2018).

3.4, ZAHAXte| HE 5S4

o] AT THo ARSE = EAE
Table 13} Z-ow, Ao HF E4 AHHE T &
AuHQl 57d2 Table 29+ 32Tt

[SAR%18

=

Variables Item Frequency Percentage
10-14years old 21 153
15-19years old 42 30.7
Age
20-24years old 42 30.7
25-29years old 32 234
Single 112 81.8
Marital status Married 21 153
Others 4 29
Student 86 62.8
Self-employment 4 29
Qffice worker 17 124
Occupation full-time job 19 139
Housemaker 29
Civil servant 44
Others 1 0.7
Less than 10% 18 13.1
10% - 20% 31 22.6
Clothing expenditure 20% - 30% 53 38.7
30% - 40% 23 16.8
40% - 50% 12 8.8
Less than ¥500,000 37 27.0
W500,000 - W1000,0000 37 27.0
Income level W1000,000 - W2000,0000 35 25.5
#2000,000 - #3000,0000 25 18.2
Over W3000,0000 3 22
High school 35 25.5
Undergraduate. 29 212
. . Bachelor's degree 44 32.1
Final educational background .
Postgraduate Diploma 6 44
Master's degree 5 3.6
Others 18 13.1
Region S-eoul 88 64.2
Capital area 49 35.8
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Table 2. Demographic characteristics of China (n=153)
Variables Item frequency Percentage
10-14years old 11 7.2
Age 15-19years old 64 41.8
20-24years old 56 36.6
25-29years old 22 14.4
Single 111 72.5
Marital status Married 27 17.6
Others 15 9.8
Student 97 63.4
Self-employment 7 4.6
Office worker 22 14.4
Occupation Practitioner 9 59
Housemaker 7 4.6
Civil servant 4 2.6
Others 7 4.6
Less than 10% 16 10.5
10% - 20% 29 19
Clothing expenditure 20% -30% 54 353
30%- 40% 35 229
40% -50% 19 12.4
Less than ¥500,000 50 327
500,000 - #1000,0000 34 222
Income level ¥1000,000 - ¥W2000,0000 40 261.
#2000,000 - ¥W3000,0000 19 12.4
Over W3000,0000 10 6.5
High school 36 23.5
Undergraduate. 47 30.7
. . Bachelor's degree 24 15.7
Final educational background .
Postgraduate Diploma 12 7.8
Master's degree 10 6.5
Others 24 15.7
First-tier city 46 30.1
Second-tier city 53 34.6
Region Third-tier city 32 209
Overseas Chinese 10 6.5
Others 12 15.7

A% 06 obdel Hagel o] IARLE dAseh 1 Avke Table 77 Rk AR
_"1

L %!

ZAL ZHur B £ Qi B A7 A3, RE 9919 8 P& F BA ol p<.001914 61.901¢] FXE Holw, 37
QIF3FFe] 0.5 oS REII, AR% Al TS 0.6 o) Ao et AmEo] RP= 6597 65.9%GA AlGel osd
A FRIT 5 AT 64.9%)°] AHEE Holw ot BHA= 7ol 3k a9
HAe sjele] FYAE B 43 ARA A-(r=5.495,

4.2. 3=y p<.000) ZAA A (r=1.998, p<.048)°0] HA= =9
42.1. 3= 10200 2B)AFY] Hele A¥o] Halle ejico] frefmet ks vl 1 A= Ao T Vehit), 3k Bale )
Ve B ol JES vjAE= 819 g2le] SewE FAHsy] flekd <l
= 1020t AsH|AREe] P2 ZHER] AF| Ex €] o) A A 2848 AEY Bt SAAF pake vws 4
A HAls Ago] Bt g uxe e BAs] 98t 4 IAA AR (B = 476), 7HEH PP (B=.189)2F et <l
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Table 3. Korean consumer’s brand experience factor analysis and reliability analysis results

Factor 1§:Z§Erg Sﬁ: Variance% Cronbach’s
Factor 1: emotional experience
1 feel satisfied with the ZEPETO virtual clothing product experience. .805
ZEPETO virtual clothing products have a lot of fun and exciting elements. 774 5.324 53.245 853
I enjoy experiencing ZEPETO virtual clothing products. 709
The ZEPETO virtual clothing product evokes positive emotions in me. .609
Factor 2: behavioral experience
I can try the brand indirectly through the ZEPETO virtual clothing product. .849 910 9.101 777
I can wear the ZEPETO virtual clothing product and perform various actions, such as running.  .744
Factor 3: sensory experience
li\r/h:lrcl)é] ivl:/;a; ::ZUZCEPETO virtual clothing product, I feel like I can directly touch the character 877 807 073 796
When [ wear virtual clothing products in ZEPETO, the characters or clothing products feel real. ~ .698
Factor 4: cognitive experience
I can get information about the brand identity when I try the ZEPETO virtual clothing product. ~ .800 677 6.770 677
I gain useful knowledge from ZEPETO virtual clothing products. 758
Table 4. Chinese consumer’s brand experience factor analysis and reliability analysis results
Factor 11::;;2; Ijﬁzz Variance% Cronzach’s
Factor 1: sensory experience
The ZEPETO virtual clothing product creates sensory interest to me. 825 5.183 64.791 881
ZEPETO virtual clothing products make a strong sensory impression on me. 799
Factor 2: emotional experience
ZEPETO virtual clothing products have a lot of fun and exciting elements. 875
I enjoy experiencing ZEPETO virtual clothing products. .660 661 8.266 867
The ZEPETO virtual clothing product evokes positive emotions in me. .588
Factor 3: cognitive experience
ZEPETO virtual clothing products pique my curiosity. .838 523 6.541 734
I can get information about the brand identity when I try the ZEPETO virtual clothing product.  .666
Factor 4: behavioral experience
.857 449 5.611 744
I can wear the ZEPETO virtual clothing product and perform various actions, such as running.
A4 Aol 4 AYET BAE e § 49 9Re 4 dow, 2744 Y% 44 4Y T2 A%E Ade
MAE s & ok webd Hals Ay o9 8%l F HA= Bizel ov] = S FA Xt = vk
AAA A A AYe] w2 5 B Hxol 34 3|1AEEL F A #el p<.001904] 75.0589] A& Ho|H
olgtal & < glom, I Ao YeH A HAE ) 32l et R = 67022 67%EF4 AT <5k 66.1%)
o foluld FFe FA RAvky 2 5 Ut o A5 wolw gk,
422. F=1 10200 &v)Rke] Hl= Z9lo] HAE e 42.3. 3=t 10200 &v|Ake] HA= Aglo] v oize] v

uX= g
S5 10200 AR|Ake] WERHA ZEER] AFH|EclA 9] g
BA= AFEe] B iz vRe JIS B4 S8t
3RS ArlEtdnt 2 A= Table 83 237, 1A1H
(r=4.785, p<.001)°] HA= o] Fom|gt FEFS m|
ZoF Ve mEbA BaAlE o] s19) &
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Table 7. The effect of brand experience on brand attitude of korean consumers
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Dependent variable Independent variable p t-value p-value VIF
Brand attitude Constant 3.267 <.001
Brand attitude Sensory experience 0.123 1.308 .193 3.339
Brand attitude Emotional experience 0.89 1.998 .048 3373
Brand attitude Behavioral experience 0.112 1.475 .143 2.171
Brand attitude Cognitive experience 0.476 5.495 <.001 2.813
R =812, R*=.659, Modified R*=.649, F'=61.901
Table 8. The impact of brand experience on brand attitudes of chinese consumers
Dependent variable Independent variable p t-value p-value VIF
Brand attitude Constant 313 1.548 124
Brand attitude Sensory experience 213 1.990 .048 5.216
Brand attitude Emotional experience 224 2.225 .028 4.785
Brand attitude Behavioral experience 075 916 361 3.628
Brand attitude Cognitive experience 364 4.587 <.001 2.824
R=2818. R*=.670, R*=661, F=75.058
Table 9. The effect of brand experience on purchase intention of korean consumers
Dependent variable Independent variable s t-value p-value VIF
Purchase intention Constant 4.625 <.001
Purchase intention Sensory experience 0.123 1.144 255 3.339
Purchase intention Emotional experience 0.199 1.842 .068 3373
Purchase intention Behavioral experience 0.093 1.068 287 2.171
Purchase intention Cognitive experience 0.476 4212 <.001 2.813
R=.747, R*= 558, Modified R*=.544, F=40.364
A= Aol 319 8903 Bt gxefe] JFgAAE BT o, 244 I A Ay aRa fEE Ade Bl
A3} AAA 7 =4.212, p<.001) ©] HIAE= Bjzo] ol = Eizol v e JFE FA X T Ark
& -
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Table 10. The impact of brand experience on purchase intention of chinese consumers

Dependent variable Independent variable p t-value p-value VIF
Purchase intention Constant 182 .793 429

Purchase intention Sensory experience .106 983 327 4.681
Purchase intention Emotional experience 150 1.427 156 3.777
Purchase intention Behavioral experience .193 1.994 .048 2.754
Purchase intention Cognitive experience 416 5.029 <.001 2.754

R=.795, R*=.632, Modified R*= 622, F'=63.521
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