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ABSTRACT:

Consumers may learn about firms through interactions
with both social and practical features in online
historically, virtual worlds have recognized as cutting-
edge marketing tools. In this research, we focus on three
distinct mindsets and how online interactions affect
offline purchase intentions. Cross-channel effects are
explained by channel congruence. In accordance with
approach, there exists cross-channel interactions between
online brand encounters and actual purchase decisions.
These outcomes depend on factors. This including the
appearance of uniformity in conduct across many
promotional mediums and the mutual understanding of
one's own identity followers of the label and how
accurate and valuable for evaluation the virtual buying
experience is thought to be.
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1. INTRODUCTION

Many Advances in technology have evolved the last few years that enable consumers to
conduct on line in formation searches, engage with companies, make real and virtual
purchases, interact alongside other customers, and test items. Online models of products (such
as virtual car tests and clothes try- ons), avatars (or "drawing animations of the user) used in
virtual worlds like among these tools are online chat and Second Life, among others. Many
people investigate products and businesses online before making offline purchases. This
study's main objective is to find out whether brand meeting people web-based worlds may
affect how consumers form attitudes and choose avenues for offline marketing for purchases.
By developing and evaluating three forms of cross-channel congruence ,this study examines
how A combination of behavioral, social, and functional elements go into determining of
cross-channel effects and how they may have an impact on the behavior of online customers
perceptions influence true purchase choices. Although frequently studied separately, both the
social and functional aspects of marketing channels—for example, social norms, social
presence, and self-concept—have been found to be crucial for better understanding of
consumer attitudes and post purchasing behavior In order to solve this flaw in earlier studies,
In order to analyze the combined effects of the two variables in a single model, this study
suggests a circuit congruent model.Customers may connect with businesses via developing
marketing plat forms such as online virtual worlds.

2. OBJECTIVE

Study the Impact of Multichannel Influence on Purchase Intentions in Virtual brand
Experiences.

3. METHODOLOGY

To evaluate the proposed predictions, a web questionnaire was donetosigned-up2Life
members.158 of the 209 questionnaires that were received had complete and valid data.
Working alongside industry research specializing in gathering data in the digital worlds.
Where responder must be at least18years old, have Life for at least a few months, so have
engaged with companies from the physical world in the digital one. To guarantee that
responders would have at least basic Second Life experience, these restrictions were put in
place. Due to Second Life's commercial orientation, users regularly encounter real-world
brands there. Participants were invited to think of as many as five actual businesses to list any
Two Life characters they have come across in the poll. The procedure followed Smith's
specification inference strategy as described in the psychiatric literature. After that,
respondents were told to choose one brand as from options that had noted. In Second Life that
I have the fondest memories of Respondents were instructed to consider this brand while
responding to the remaining questions in the survey. Data was collected in a single wave using
the survey. Self-report measures were utilized to gather data on independent and dependent
variables for this study. Harmons Common method bias was evaluated using a one-variable test.
Our factor analysis yielded a result showing that 58.46% of the variation could be explained by
five factors with eigenvalues greater than one. If most of the variance can be explained by other
factors, then it is highly unlikely that bias due to Common Procedural Bias would be an issue.
Respondents The participants possess accounts within the 2 Living simulated space. The
sample's data for gender, age, and country of residence closely matched the average statistics
reported for the registered user population of Second Life. The respondents' ages ranged from
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26 to 78 years.The sample consisted of 75 men, accounting for 47.5% of the total, and 83
women, accounting for 52.5%. Approximately 47.8% of the respondents indicated that they
have a bachelor's degree or a higher level of education. Most respondents (n = 82, 51.9%)
indicated that they resided in countries other than the United States, with the United Kingdom
accounting for 7.6% of the total. The table below presents the outcomes obtained when
participants were requested to select the real-life business, they engaged with in Second Life
that they found most memorable. This selection was made from a list of real-world firms that
participants could readily recall. The real-world brands that were most popular among
respondents were IBM (12.2%, n = 26), Adidas (7.3%, n = 14), Coca-Cola (5.28%, n = 15),
Dell (4.79%, n = 11), and Nike (4.33%, n = 10). Approximately 46.4% of the participants
reported engaging in purchases, while more than 66% indicated that they do so on a regular
basis.

3.1 Measurements
The survey's instrument was a web-based questionnaire with multiple-item assessments of
self-diagnosis, self-image consistency, brand attitude, real-world purchase intent, and
demographic requirements. The items used in each measurement are listed in full in the
Appendix, Perceived Diagnosticity. Subjective where as objective evaluations were made
using a 7-point scale and three questions taken from the literature. Participants were polled
on their perceptions of the usefulness and authenticity of their in-game brand experiences
in comparison to the corresponding real-world products. They view brand engagement in
the virtual space as a trust worthy predictor of the caliber and viability of the brand's goods in
the real world. Consistency inself-image.3elements on a 7scale were used to gauge how well
yourself-image matches up with reality. All of these were to suit the requirements of the
current inquiry, the Sirgy instrument was modified. Respondents were questioned about how
much they identified with other virtual world users who use the brand's products, how much
they thought of themselves as being like other brand users in the virtual world, and how
much their perception of themselves in the product's image was reflected in the digital world.
Harmony in Actions Seven new characteristics were developed to measure how similar
people are psychologically. Each variable was questioned on their level of identification with
their avatar, the extent to which they felt their actions in the virtual world mirrored those in
real life, and whether they felt their actions in the digital realm were consistent with those in
real life. Real-World Purchase Intentions. On a seven-point scale, two elements were utilized
to assess consumers' true intent to buy. Holzwarth posed these questions to find out whether
the respondent was physically interested in buying the product in their immediate area.
Brand specific beliefs. A four-item test was used to assess variability’s thoughts on the firm
they selected as the one they had the most memorable interaction with in 2nd Life.
Respondents rated the brand they had chosen using the adjective pairs "unpleasant-
pleasant,""bad-good,""negative- positive, "and "unfavorable favorable."The4-charactertraits
came from Smith.

4. RESULT & DISCUSSIONS

To test the study model, regression with partial least squares was used. PLS is a type of
structural equation modeling that lets you estimate multiple links between latent components
at the same time. Compared to other approaches, multiple regression methods like multiple
linear regressions and Plc were chosen because they don't have as many restrictions on sample
size and data distribution. They are also good for exploratory research studies and some
academics have found them to make model design and understanding a lot easier. Other
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covariance-based methods might not work for this study because they require more strict
assumptions. This is because the study group is small and the research is just a guess. We did
Plm with the Smart pls tool, which let us make and test the changes to the structure and
measurements that were used in this study.

4.1 Measurements Module
Here is a list of the scale items applied in this investigation it was expected that the signs for
every build would be highly connected. Since they are expressions of a construct, reflective
indicators must be internally consistent. We assessed how consistent the model is with itself
using alpha. All the scales employed in this study exceed the specified threshold. The
reliability of a scale can be evaluated by employing the Average Variance Extracted (AVE)
method. According to Chin (1998), a scale is deemed credible if its Average Variance
Extracted (AVE) is equal to or greater than 0.5. The mean of our scales surpassed the
minimum threshold, ranging from 0.678 to 0.935. Validity can be demonstrated in SPSS if
the assessment items load on relevant latent components. A more reliable measure of the
strength of the relationships between the variables is the square root of AVE. Component
analysis revealed that all items loaded rather strongly on their primary latent variable but
only somewhat on the secondary ones. The average variance extracted (AVE) squared for
every latent concept was also bigger than the correlations between them.

4.2 Structural Model
We conducted 500 iterations of confidence resampling to evaluate the statistical significance
of the route variables. The study considers age, gender, and previous real-world purchase
experience with the firm as these factors have the potential to influence the results. No
discernible correlation was identified between any of the controls and the dependent variable.
Except for PRWPE.The research findings revealed that PRWPE exerted a positive and
significant influence on real-world intentions. Considering the agreement among scholars that
past actions might influence current intentions and future actions it is logical to anticipate this
outcome.

4.3. Mediation Effect
The conceptual paradigm suggests that BA may influence the connection between the PD,
SIC, and BC. There are two conditions that must be met to provide evidence of mediation:
The magnitudes of the individual components must be sufficiently large (1). We did a
running drill. To assess the importance of the route-related parameters, we ran 500
confidence resample’s. This research considers demographic variables such as participants'
ages, genders, and the number of times they've made purchases from the company in the
real world. Partial mediation is already in place. Based on the results, it can be concluded
that the second need for mediation was satisfied, since both SIC (with a correlation
coefficient of 0.484 and a p-value of less than 0.001) and BC (with a correlation coefficient
of 0.154 and a p-value of less than 0.01) had a significant and beneficial impact on BA.
The absence of a significant correlation between PD and BA suggests that BA may not play
a mediating role in the relationship between PD and RWPI. To ascertain the presence of the
third criteria for mediation, we conducted a final assessment of a model. The statistical
measures SIC and BC were found to have a significant correlation, with a p-value of 0.001
and a correlation coefficient of 0.299. Additionally, the p-value was found to be 0.05.

4.4 Discussions and Implications
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Within the framework of brand experience, the study analyzes how immersion in a 3D
virtual world influences consumers' perceptions and decisions. It's pioneering since it's one
of the first marketing initiatives to test out this theory. Three distinct categories of channels
were identified in this investigation congruence and examined their impact on brand
perceptions and actual purchase intentions. Through an analysis of a distinctive dataset
comprising genuine users of a virtualized online platform, it was found that the consistency
of each channel played a significant role in predicting the purchasing intents of purchasers
in the real world. (For example, the virtual world known as Second Life). Behavioral
consistency and self-image congruence had a significant influence on the formation of
attitudes. A mediation analysis reveals a significant connection between brand perceptions,
reliability, and purchasing intentions. The findings of this study provide compelling
evidence that interactions with products in virtual environments have a significant influence
on real-world purchasing decisions, and that maintaining consistency across different
channels is a crucial aspect in these effects. The results of this study confirm previous
research's hypotheses that product perceptions in digital marketing might significantly
influence real purchasing choices. Engaging in the observation, exploration, and purchase
of virtual commodities are all feasible components of experiential marketing inside a digital
context. The product interactions in the digital world may impact a consumers point to test
the product offline. According to their search, creating a brand presence online may be
beneficial for piquing customers’ interest in a product or service and even lead to real
purchases. Customers' in tents to connect with a business through variety of channel scan
be learned via online interactions between them and the brand. Additionally, they offer
advertisers the chance to help customers make purchases. The development of attitude and
purchase intentions is influenced by several factors, including a shared self-concept among
other brand users, perceived behavioral consistency across marketing channels, and the
extent to which the online buying experience is seen as real and meaningful. Multiple
studies have demonstrated that when consumers interact with 3D content on websites, it
can affect how they feel about a company and whether or not they decide to make a
purchase. However, these studies typically involved just two-dimensional websites and
laboratory-based student participants. This study found that customers who participated
in a simulated environment and felt it helped them create an opinion about the brand were
more likely to have a positive impression of the product and make a purchase in the real
world. This study adds weight to the findings that have already been published. Customers
can learn more about a product's performance with the use of accurate product
simulations.Brand and product experiences with a higher degree of realism tend to yield
more informative data, increasing the likelihood that they will guide customers in the
evaluation and decision-making processes. These results have significant implications for
marketing managers because they show that online brand interactions may have effects
across several channels. They also argue that customers will have an easier time making
informed purchases when their virtual experiences are consistent with the company's
actual brand and product offerings. How relevant information is appraised and how it
affects purchase decisions is determined by the findings that support the hypothesis that
information is consistent across artificial and real-world channels.
In summary, these results support the theory that firsthand encounter with a product in the
outer world might influence consumers' actual purchasing intentions, particularly when the
brand experience is perceived as offering valuable information. Importantly for marketing
managers, these results highlight the potential multichannel effects of online brand
experiences. They also argue that customers will have an easier time making informed
decisions about the company's brand and products if the virtual experiences are consistent
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with the real ones. How relevant information is appraised and how it affects purchase
decisions is determined by the findings that support the assumption that information is
consistent across artificial and real-world channels. The results imply that people's
perspectives and actions may be influenced by their self-identity and information that is
consistent with that identity when exposed to various marketing channels. If an adolescent
can relate to the other users of the brand in the virtual space, and if the brand's image in the
virtual space is consistent with the adolescent's own identity, then the adolescent is more
likely to remember and value their brand experiences in the virtual space. Consumers'
impressions of brands at different stores can be influenced by their interactions with
companies and other users in a virtual world. This conversation may either confirm or
disprove certain assumptions about the company.
Based on the results of the research, businesses should consider their customers' ability to
identify with and apply the brand in virtual settings. Consumers' impressions of a brand and
their tendency to purchase that item in-store are affected by the brand's consistency on the
internet, studies suggest. If a customer hears information about a store that contradicts what
they believe to be true about the store, they may form a negative impression of the store in
person. User perceptions of their behavior in one marketing medium. The study found that
while promoting a brand in the virtual world, businesses should think about how well their
customers' sense of identity fits with that of the brand and how easily their consumers can
connect with other users of the same brand in the virtual world. Brand consistency online
has been shown to impact consumers' perceptions and offline purchases of a product.
Customers may acquire a poor opinion of a store in real life if their perception of the store in
the digital world conflicts with the impression they have formed of the store because of
hearing conflicting information about the brand. This may play a role in how they spend
their money elsewhere. Our research indicates that when consumers perceive their actions to
align with their offline behavior, they assign greater importance to data collected through
virtual marketing channels. The results of this study offer more support for the cross-
channel effects shown by Kwon and Lennon, suggesting that purchase habits, as well as
thoughts, can potentially be transferred between distribution channels. Practitioners are
likely to be greatly impacted by gaining insight into how clients view their activity across
several sales channels. Managers have a distinct opportunity to observe consumer behavior
in a virtual environment utilizing three-dimensional settings, which can be advantageous in
studying behavior outside of the virtual world and enhancing retail layouts or product design.

5. FUTURE RESEARCH AND LIMITATIONS

Web technologies are becoming more prevalent and enable Enhanced Capabilities and social
involvement, yet it is unclear how these tools affect behavior. The main internet resource for
researching items and making judgments about purchases is still traditional websites. Future
research in brand experiences in virtual worlds offers a lot of potential. The distinctive
characteristics of 3Dvirtual environments include object and social involvement. This study
found that the greater brand experience diagnosticity increased brand interest, however this
connection may depend on the consumer's buying goals. Businesses may establish
themselves in the virtual world in a variety of ways. Hemp claims that certain companies, for
example, implement a digital product strategy that is centered on providing simulative and
realistic to let buyers assess their items. Others make use of a fictitious brand experience that
prioritizes improving the user's experience above providing chances to utilize the product for
reviews. The present study findings tend to indicate that a market strategy for the virtual
world that emphasizes offering authentic experiences and retail settings may produce better
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benefits for the business. However, consumers' responses to various branding techniques in
the virtual world may vary depending on their reasons for using it and their objectives. Some
people could be eager to use simulated encounters to discover and assess real-world products.
Others could be more drawn to whimsical, enjoyable experience with the brand. Effective
brand presence strategies must consider consumer motivations for using virtual environment.
Results should be evaluated considering any study limitations that could exist. First, despite
numerous attempts Self report variables were used in the trial, which could have influenced
results, to decrease variation by employing multi-item measures and negatively phrased
items. Future studies could wish to confirm these findings employing alternative analytical
techniques, such covariance based SMM, and a larger portion size. Given the type of data,
PLM was selected as the best suitable analyzer for this project. None the less, PLR is not a
"magic solution," and it does have certain limitations. So many argue the small samples
frequently yield more inconsistent results when boot strapping is applied. PLS might also be
less effective for confirmatory analysis. Second Life users may have different on line buying
objectives and experiences than other consumers. So the study's findings may not generalize
too the groups or virtual settings. Regarding brand recognition in the normal world and the
richness of the 3D environment, the 2nd Life online world may distinguish itself apart from
other virtual universe environments. Additional studies on how social effects and self-
concept operate across channels may potentially yield insightful results. Based on the
individual's perception of themselves congruence theory, customers like goods and
companies they believe are utilized or possessed by individuals with whom they can identify
and who share similar values. Customers may be attracted to certain brands if they are
utilized by an ideal reference group. Users' interactions with Various brands in the digital
realm may be influenced by their actual and ideal self-images, more research is required to
ascertain which self-concepts customers use while interacting with brands in virtual worlds
and how this impacts their purchase behavior. When evaluating social factors, researchers
may additionally need to take the specific environment and marketing channel in to account.
Social factors in the virtual world might have an impact on users.
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