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Abstract The diffusion of 4th industrial revolution technology has become a leading driver of the development
of the online game industry, and the fashion industry is also expanding marketing using metaverse and
online games. This study examined the effects of the perceived value and brand luxury on the purchase
intention of online game luxury items and the attitudes toward luxury brands. In addition, it analyzed
the moderating effects of gender and consumer fashion innovativeness. University students were
surveyed from October to December 2022, and the 199 data were analyzed using SPSS 25.0. As a result,
the perceived benefit and perceived cost-effectiveness have significant positive effects on the purchase
intention of luxury brand items in online games, and brand luxury has a negative effect on the purchase
intention. The effects of perceived benefit on purchase intention were higher for women than for men.
Brand luxury and perceived benefit positively affect attitudes toward luxury brands. For women, the
effect of brand luxury on attitude toward the luxury brand is higher than for men. In contrast, the effects
of perceived benefit on the attitude toward the luxury brand were higher for men than for women. These
results shed light on the research about luxury brands with a detailed approach to investigate the effects
of perceived benefits and cost-effectiveness in the context of online games in addition to the luxury
properties of luxury brands on both the intention to purchase online luxury items and attitudes toward
luxury brands and the moderating effects of gender and fashion innovativeness.
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Fig. 1. Research Model
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Table 1. Stepwise Regression Analysis
(DV: purchase intention of online luxury brand item)

B (S.E) Beta T m;_‘f"
BI -.090 (.073) | -.056 -1.234
1| PB | 539(08D) | 336 | 6.652% F(:jngzgl
PCE | 521 (060) | .442 | 8.658
Bl | -129(07D) | 532 | -1819+
PB | 461 (081) | -.081 | 5728
2| PCE | 404 (055) | 413 | G244 F;}jféoﬂﬁg
FI 273 (070) | 222 | 3.909%
G 094 (073) | .0d0 | 1299
Bl | -578 (244 | -363 | -2.363"
PB | 923 (26D) | 757 | 3531
PCE | .515(245) | 526 | 2.102%
FI .272 (.189) .220 1.434
e 770 (402) | 325 | 1915+ F(=101.898
BL*Fl | .137 (074) | .98 | 1854+ | (P<00D)
PB*FI | -.112 (082) | -638 | -1375
BL'G | 153 (140) | 283 | -1.007
PBG | -.338 (100) | -.612 | -3.188"
PCE*G -.029 (.071) -.185 -.414

001, * {05, +:(1

DV: Luxury Brand Item Purchase intention

Brand luxury (BL), Perceived benefit (PB), Perceived cost
effectiveness (PCE),Fashion Innovativeness (FI), Gender(G)
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Table 2. Stepwise Regression Analysis
(DV: Attitude toward Luxury Brand)

B (S.E) Beta T model fit
BI 549 (054) | 506 | 10.178**
1| PB | 280 (060) | 336 | 4652 F(:l)zzg.()zgo
PCE 078 (045) | .116 1.741+
BI 536 (054) | .494 1.844+
PB 261 (062) | 314 | 9.913%
2| PCE | 048 (050) | .071 | 4.233* F(:;%'(?lz)o
FI .063 (.054) .074 .962
G 093 (056) | .08 1.169
BI 418 (192) | 385 1.673
PB 151 (205) | .182 2176*
PCE 242 (192) | 362 736
FI -.084 (149) | -.100 1.256
G .584 (.316) 362 -.656 F=72.329
3 BL*FI .093 (698) | .698 1.613+ | (p<.001)
PB*FI | -.004 (064) | -.034 -.064
BL*G | -.339 (110) | -.917 | -3.094**
PB*G | .227 (083) | .602 | 2.728"
PCE*G | -.058 (056) | -.538 -1.045

001, <05, +i<.1

DV: Attitude toward Luxury Brand

Brand luxury (BL), Perceived benefit (PB), Perceived cost
effectiveness (PCE),Fashion Innovativeness (FI), Gender(G)
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