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Driven by the proliferation of metaverse technology, many companies are pursing service expansion
strategies to enhance their customer experience. However, given the rapid evolution, there is a lack of
clear understanding of the current scope of the metaverse and the consequent implications for marketing
practice and research. This study attempts to explain the mechanisms by which the technical factors of
embedding, embodiment, and extension affect user engagement through customer experience based on
situated cognition theory. We conducted qualitative research by creating a unity for research within the
metaverse, gathering interviewees. The quantitative method was a survey of 305 people who had
experienced the metaverse. The collected data was analyzed for causal relationships between variables
using PLS-SEM. The results showed that metaverse embedding, embodiment and extension had significant
effects on flow. flow influenced utilitarian and hedonic values, which in turn influenced user engagement.
Also, there were differences between light and heavy users. Subsequently, we discuss how metaverse-
induced changes marketing practice and to guide future academic studies and marketing initiatives.
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stglen, 22 BF 14 A8 a23A gred el =2d o il AdAdA S EA46] 96l
54 ¢ 2¥tt= YAE HZ(5-Likert Scale) AR AE 7]1#Q vi22E B9 HEE o
2 Abgsle] 238igith. 23R J&e (Table Ao vlE 2 o] & Aol Y& AHAE Ao
4)%} 2. 2 ARZAE AYstart AREAE 20239 24
21976 28970 95 B WYIL R, B
3.1.3 A7 & ARFA 305+¢] HolHE F4stel £4sk%l. F29 <l
TEAEA 542 (Table 59 2t
A7 des A3 g dA AEFE
(Table 6) AFSAHSH HE
T Al () W5 (%)
P 3 152 49.84
ol/g 153 50.16
7H 194 mek 34 11.15
2F 20~294] 78 25.57
Lol 7 30~ 394 88 28.85
7F 40~494 83 27.21
7F 50~594 22 7.21
B 64 20.98
2742l 183 60.00
44 A4 8 2.62
T 17 5.57
e 14 4.59
= 19 6.23
A&/73714 213 69.84
IR 6 1.97
A% A= 23 7.54
ol =t 16 5.25
BARE 45 14.75
A& 2 0.66
TAIZE m 199 62.25
2AIZE~4AZE W]k 88 28.85
o] AZHY) AN ZE~BAZE W] Rt 12 3.93
6417~ 8AIZE Tt 5 1.64
8AIZE o] % 1 0.33
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(Table 7) 201 Q0lFA Zo}

T v EE3 3k S.E C.R a3 o AVE CR Cronbach’s a

1 .830

) 1.058 0.56 18.853 .888
Embedding 0.782 0.913 0.907

1.006 0.57 17.507 .843

914 0.55 16.609 .813

1 701

) 1.222 0.96 12.719 .820
Embodiment 0.691 0.869 0.853

1.135 0.93 12.208 780

1.088 0.89 12.212 780

1 675

) 1.028 0.89 11.594 764
Extension 0.686 0.874 0.851

1.106 0.90 12.311 .824

1.104 0.90 12.283 .822

1 .859

1.056 0.59 17.938 .841
Flow 0.726 0.872 0.874

1.047 0.61 17.152 .816

7135 0.55 13.337 .686

1 .847

o 901 0.56 16.044 778
Utilitarian 0.776 0.925 0.904

1.008 0.55 18.424 .850

1.036 0.54 19.085 .870

1 .819

) 1.059 0.59 17.878 .867
Hedonic 0.782 0.921 0.907

1.015 0.59 17.087 .839

1.010 0.58 17.295 .846

1 .809

1939 0.66 14.301 752
Engagement 0.728 0.896 0.875

1.071 0.61 17.494 .878

.859 0.59 14.592 763

So g B Adpndo] Aa2AG) o] &k AL &8, B4
g} 2ol 7h A=A I vl A4S A A, wEeks
Ao

& Azt o AU
Attt & dFoME Sarstedt et al(2011)0]  nAES A vAe Ede F 25 ol FAH A
Agket FEAEHY W (1,000 oF9 )= & o7t e AR Usyth 4, we 2o 54
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(Table 8) &z & 2 Eigtd 24 Znt

1 2 3 4 5 6
Embedding 1
. 0.508
Embodiment (0.308)*** 1
xtensi 0.506 0.577 )
xtension (0.260)*** | (0.432)***
Fl 0.526 0.461 0.537 :
ow (0.313)*** | (0.238)*** | (0.284)***
tilitard 0.477 0.545 0.566 0.647 :
titarian (0.278)*** | (0.375)*** | (0.389)*** | (0.487)***
Hedoni 0.569 0.433 0.559 0.601 0.516 )
edonic (0.389)*** | (0.223)*** | (0.332)*** | (0.446)*** | (0.323)***
Enearement 0.503 0.452 0.528 0.655 0.673 0.651
saseme (0.304)*** | (0.256)*** | (0.305)*** | (0.528)*** | (0.574)*** | (0.323)***

Use of Metaverse Customer Experience User engagement
| - ]
| Usage Time |
=== T -~ T T T T T T TT TSI T T ]

MgoIKoE | .
(Situated Cognition : :
Theory) | |
1 |
1 ]

Embedding

o A3H(Embodiment) 7} RARY FAE B3} vebAE, $ARG Aol oA e AoR
£ Mg Al BEEE B9 F80l 4% Ao udegnh A, 24299 3%l A2
felaget AL GFE G845 F34 B f9F T

7 (Extension)©] 174 YERGAIRE BAHCZ Afo|7} frofstA] @& AL
G F OAF EF FY 52t 2 BAFHAY. vixuto g X 7bd Jx| ¢ e <
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AelAHE} ] AAE F84% 34 5 & Ao 2 Yehyitt. olgfg 275 gk &S o
Aoz folsidon, ag ol BA4 a7l 9l &9 (Table 9, (Table 10, (Table 11)2} 2t}
(Table 9) ZZ&4
Hypothesis path B Std. error Bootstrapping(2.5, 97.5)
Embedding — Flow 0.304%** 0.0639 0.1824, 0.426
Embodiment — Flow 0.127* 0.0612 0.0101, 0.234
Extension — Flow 0.310%** 0.0620 0.1830, 0.422
Flow — Utilitarian 0.647%** 0.0418 0.5709, 0.717
Flow - Hedonic 0.601*** 0.0424 0.5169, 0.675
Utilitarian — Engagement 0.459*** 0.0426 0.3783, 0.542
Hedonic — Engagement 0.414*** 0.0475 0.3124, 0.502
*p(0.05, **p{0.01, **p0.001
(Table 10) of7iEzt 24
. ) Bootstrapping
Hypothesis path B Std. error (2.5. 97.5)
Embedding —  Flow —  Utilitarian 0.196*** 0.195 0.100, 0.278
Embedding -  Flow — Hedonic 0.182*** 0.180 0.095, 0.258
Embodiment — Flow —  Utilitarian 0.082*** 0.084 0.011, 0.166
Embodiment — Flow — Hedonic 0.076™"* 0.078 0.010, 0.162
Extension —  Flow —  Utilitarian 0.200*** 0.210 0.111, 0.303
Extension —  Flow — Hedonic 0.186*"* 0.193 0.102, 0.281
*p(0.05, **p{0.01, ***p(0.001
(Table 11) =& =1} 4
Light User Heavy User Comparison
=199 =106
Hypothesis path (n )Std (n )Std
B ) B ) diff t stat
error error
Embedding — Flow 0.326™"* 0.620 0.054 0.116 0.271 2.195%**
Embodiment — Flow 0.015 0.071 0.454*** 0.127 0.439 2.750***
Extension — Flow 0.033*** 0.076 0.236*** 0.133 0.102 0.356
Flow — Utilitarian 0.579*** 0.051 0.640™** 0.054 0.060 0.758
Flow - Hedonic 0.527*** 0.055 0.557"** 0.103 0.029 0.359
Utilitarian ~ —  Engagement 0.531*** | 0.052 | 0.227*** | 0.094 | 0.303 2.859***
Hedonic —  Engagement 0.312*** | 0.054 | 0.611*** | 0.088 0.298 2.567**

*p<0.05, **p{0.01, ***p<0.001
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