The Brand-Consumer Metaverse Exchange Framework. 
A dynamic understanding of the metaverse experience through self-concept, experience and engagement.


List of tables


Table 1. Sample description
	Demographics
	Percentage
	Mean
	SD

	No. of participants
	378
	
	

	
Gender
	
	
1.51
	
.500

	1.Male
	48 %
	
	

	2. Female
	52 %
	
	

	
Age
	
	
1.13
	
.378

	1 (18-27)
2 (27-42)
3 (42-58)
	88%
11%
1%

	
	

	Education
	
	2.80
	.512

	1.Middle School
	1%
	
	

	2.High School 
	21.5%
	
	

	3.Graduate
	73.5%
	
	

	4.Master’s degree /PhD

Country
1.USA                                             
2.IT

Metaverse Awareness
Yes
No

Overall Experience Evaluation
Negative 
Neutral
Positive
	4%


56%
44%


90%
10%


9%
27%
64%

	


1.44
	


.497


*Source: Own elaboration with IBM SPSS, 29 









	Table 2a. Test KMO and Bartlett

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	,956

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	12640,588

	
	df
	741

	
	Sig.
	,000


*Source: Own elaboration with IBM-SPSS, 29








Table 2b. Rotated components matrix
	
	Components

	
	1
	2
	3
	4
	5

	ATTEXP1
	,823
	
	
	
	

	WOM1
	,811
	
	
	
	

	BIM1
	,809
	
	
	
	

	BATT1
	,795
	
	
	
	

	BATT3
	,786
	
	
	
	

	ATTEXP2
	,779
	
	
	
	

	CEN3
	,762
	
	
	
	

	BIM2
	,756
	
	
	
	

	ATTEXP4
	,753
	
	
	
	

	CEN2
	,752
	
	
	
	

	BATT2
	,751
	
	
	
	

	ATTEXP3
	,746
	
	
	
	

	BEXP1
	,722
	
	
	
	

	WOM2
	,720
	
	
	
	

	BIM3
	,718
	
	
	
	

	WOM3
	,707
	
	
	
	

	BEXP2
	,684
	
	
	
	

	CEN4
	,672
	
	
	
	

	BEXP8
	,566
	
	
	
	

	INVDIV5
	
	,788
	
	
	

	INVDIV6
	
	,774
	
	
	

	INVDIV1
	
	,771
	
	
	

	INVDIV4
	
	,766
	
	
	

	INVDIV2
	
	,749
	
	
	

	ASELF2
	
	,714
	
	
	

	ASELF1
	
	,713
	
	
	

	INVDIV3
	
	,703
	
	
	

	BEXP10
	
	,536
	
	
	

	BEXP5
	
	
	,812
	
	

	BEXP11
	
	
	,810
	
	

	BEXP3
	
	
	,799
	
	

	BEXP9
	
	
	,790
	
	

	CINN7
	
	
	
	,707
	

	CINN5
	
	
	
	,680
	

	CINN4
	
	
	
	,660
	

	CINN6
	
	
	
	,519
	

	CINN3
	
	
	
	,503
	

	ISELF2
	
	
	
	
	,801

	ISELF1
	
	
	
	
	,797

	Extraction method: Principal Components
Rotation Method Varimax with Kaiser normalization
*Source: Own elaboration with IBM-SPSS, 29





Table 3. Final metaverse constructs
	Scale Name
	Description
	Items
	Mean
	SD
	Cronbach
alpha

	Factor1
Metaverse Brand Exchange (MBE)
	It reflects a dynamic spectrum of brand-individual interactions in the metaverse, involving detailed analysis of consumer interplay, perceptions, and behaviours during virtual brand exposure. Composed of 6 parcels:
	6
	22,272
	5,099
	.944

	MBE – Parcel 1
Attitude toward experience
	The experience was: 
Enjoyable
1. Fun
2. Good
3. Pleasant
	4
	
	
	

	MBE – Parcel 2
Sensory, behavioural experience

	This brand:
1. Makes a strong impression on my visual sense or other senses
2. I find this brand interesting in a sensory way
3. Results in bodily experiences
	3
	
	
	

	MBE – Parcel 3
Attachment toward the brand 

	My feelings toward the brand are characterized by:
1. Passion
2. Delight
3. Captivation
	3
	
	
	

	MBE – Parcel 4
Brand image 

	I think that the brand:
1. Is Good
2. Has a good quality
3. Is influent
	3
	
	
	

	MBE – Parcel 5
Brand engagement
	I would:
1. Love talking about my experience
2. Discuss the benefits that I get from this brand with others
3. I am part of this brand and mention it in my conversations
	3
	
	
	

	MBE – Parcel 6
Word of mouth
	I would:
1. Say positive things about this brand to other people
2. Recommend the brand to someone who seeks my advice
3. Encourage friends and relatives to do business with the brand
	3
	
	
	

	Factor 3
Metaverse Passive Brand Experience (MPBE)
	It reflects an individual poor emotional and sensory engagement with a brand in the metaverse.
I find that:
1. I do not have strong emotions for this brand
2. This brand does not appeal to my senses
3. This brand is not action-oriented
4. This brand does not make me think
	4
	12.217
	4.045
	.855

	Factor3
Metaverse Individualism and Self (MIS)
	The degree to which the brand self-concept shapes users' identities in the metaverse and reflects their individualistic traits.
I find that:
1. Group success is more important than individual success
2. Group loyalty should be encouraged even if individual goals suffer
3. Individuals should sacrifice self-interest for the group
4. Group welfare is more important than individual rewards
5. Individuals should stick with the group even through difficulties
6. Individuals should only pursue their goals after considering the welfare of the group
7. The personality of the brand is a mirror image of me (my actual self)
8. The personality of the brand is consistent with how I see myself (my actual self)
9. I engage in a lot of thinking when I encounter this brand
	9
	30.860
	8.039
	.930

	Factor 4
Ideal        
self-concept (ISELF)
	It expresses a person's perceptions on how the metaverse brand personality aligns with their ideal self-concept.
I find that:
The personality of the brand:
1. Is a mirror image of the person I would like to be (my ideal self) 
2. Is consistent with how I would like to be (my ideal self)
	2
	7.331
	1.816
	.792

	Factor 5
Metaverse Consumer Innovativeness (MCIN)
	It expresses a person's propensity to engage with new technologies in the metaverse.
I find that:
1. I have fewer problems than other people in making technology work for me
2. I keep up with the latest technological developments in my areas of interest
3. I can usually figure out new high-tech products and services without help from others
4. I enjoy the challenge of figuring out high-tech gadgets
5. I am among the first in my circle of friends to acquire new technology when it appears
	5
	18.209
	4.122
	.875


Source: Own elaboration with IBM-SPSS, 29

Table 4a. Reliability and Convergent Validity
	Constructs
	Items
	Factor Loadings
	Cronbach Alpha
	Composite Reliability (CR)
	Average Variance Extracted (AVE)
	Maximum Shared Variance (MSV)

	Metaverse Brand Exchange (MBE)
	MBE1
	.863
	.944
	.943
	.735
	.637

	
	MBE2
	.785
	
	
	
	

	
	MBE3
	.883
	
	
	
	

	
	MBE4
	.845
	
	
	
	

	
	MBE5
	.855
	
	
	
	

	
	MBE6
	.908
	
	
	
	

	Metaverse Individualism and Self (MIS)
	 MIS1
	.834
	.919
	.922
	.598
	.493

	
	MIS2
	.848
	
	
	
	

	
	MIS3
	.826
	
	
	
	

	
	MIS4
	.802
	
	
	
	

	
	MIS5
	.657
	
	
	
	

	
	MIS6
	.701
	
	
	
	

	
	MIS7
	.799
	
	
	
	

	
	MIS8
	.693
	
	
	
	

	Metaverse Passive Brand Experience (MPBE)
	MPBE1
	.859
	.768
	.773
	.632
	.247

	
	MPBE2
	.725
	
	
	
	

	Metaverse Consumer Innovativeness (MCIN)
	MCIN1
	.813
	.842
	.842
	.641
	.637

	
	MCIN2
	.784
	
	
	
	

	
	MCIN3
	.804
	
	
	
	

	Ideal self-concept (ISELF)
	ISELF1
	.884
	.792
	.798
	.665
	.339

	
	ISELF2
	.741
	
	
	
	


Source: IBM AMOS, 23

Table 4b. Model fitness
	
	Fit Indices

	CMIN
	414,503

	DF
	158

	CMIN/DF
	2,623

	CFI
	0,956

	RMR
	0,044

	RMSEA
	0,066

	PClose
	0,001



             Source: IBM AMOS, 23


Table 5. Discriminant validity

	
	MBE
	MIS
	MBPE
	MCIN
	ISELF

	MBE
	0,857*
	
	
	
	

	MIS
	0,636
	0,773*
	
	
	

	MBPE
	0,150
	0,497
	0,795*
	
	

	MCIN
	0,798
	0,702
	0,239
	0,800*
	

	ISELF
	0,582
	0,407
	0,156
	0,536
	0,816*


Source: IBM AMOS, 23



Table 6 – Path analysis
	H. No.
	Paths
	Estimate
	S.E.
	C.R.
	P
	Notes

	H1
	MPBE>MBE
	-,141
	,034
	-4,166
	***
	H1 Supported

	H2
	MIS>MBE
	,157
	,052
	2,985
	*
	H2 Supported

	H3
	ISELF>MBE
	,205
	,033
	6,182
	***
	H3 Supported

	H4
	MPBE>MCIN
	-,169
	,034
	-4,955
	***
	H4 Supported

	H5
	MIS>MCIN
	,715
	,039
	18,563
	***
	H5 Supported

	H6
	ISELF>MCIN
	,311
	,031
	9,911
	***
	H6 Supported

	H7
	MCIN>MBE
	,744
	,049
	15,326
	***
	H7 Supported

	H8
	AGE>MBE
	-,096
	,057
	-1,688
	,091
	H8 Not Supported

	H9
	COU>MBE
	,017
	,052
	,328
	,743
	H9 Not Supported

	
Model Fitness: df=2, CMIN=3.3055, CMIN/DF=1.652, RMR=.004, GFI=.998,  AGFI=.965, CFI=.999, RMSEA=.042;
*<.05, **<.01, ***<.001


Source: IBM AMOS, 23

Table 7. Mediation analysis
	H. No.
	
	Direct Effects
	Indirect Effects
	Total Effects
	Notes

	H10
	MPBE>MCIN>MBE
	-,141***
	-,126***
	-,267***
	H10 Supported

	H11
	MIS>MCIN>MBE
	157*
	,532***
	,688***
	H11 Supported

	H12
	ISELF>MCIN>MBE
	,205***
	,231***
	,437***
	H12 Supported


*<.05, **<.01, ***<.001
Source: Own elaboration AMOS23 


Table 8. Moderation analysis
	H. No.
	
	Estimate
	S.E.
	C.R.
	P
	NOTES

	H13
	Interaction MPBE*AGE> MBE
	,005
	,037
	,139
	,889
	H13 Not Supported

	H14
	Interaction MIS*AGE> MBE
	-,025
	,028
	-,878
	,380
	H14 Not Supported

	H15
	Interaction ISELF*AGE> MBE
	,071
	,025
	2,880
	,004
	H15 Not Supported

	H16
	Interaction MPBE*COU> MBE
	-,094
	,038
	-2,479
	,013
	H16 Not Supported

	H17
	Interaction MIS*COU> MBE
	-,030
	,062
	-,474
	,635
	H17 Not Supported

	H18
	Interaction ISELF*COU> MBE
	,069
	,053
	1,320
	,187
	H18 Not Supported


*<.05, **<.01, ***<.001
Source: Own elaboration AMOS23 









