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Abstract

Meta Corporation announced in June 2022 that it was launching the Meta Avatars Store for
users who want to adorn their avatars with luxury brands such as Balenciaga, Prada, and Thom
Browne, as well as a selection of free outfits available. In this context, the store's function is to
allow users to shop for their avatars in social media and Metaverse environments.

In this context, the research focuses on discussing the relationship between avatars, self-
presentation, and luxury brands through the example of the Meta Avatars Store. The purpose
of the research, which examines the Meta Avatars Store with the case study method, is to
examine the relationship between self-presentation and the elements highlighted to direct
the users to luxury consumption in the promotional activities of this virtual store. According to
the research findings, it is seen that making purchases for their avatars is meaningful to find
their "authentic self” and “the best version of themselves” and being “unique” to make the
relationships of the users more meaningful with their friends, family, or business partners.
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Sosyal Medyadan Metaverse’e:
Avatarlar, Benlik Sunumu ve Liiks Marka Baglaminda Meta
Avatar Magazasi Uzerine Bir Degerlendirme

Ozge OZKOK SISMAN
Ceren BILGICi

0z

Meta Sirketi, Haziran 2022’de avatarlarini Balenciaga, Prada ve Thom Browne liiks markala-
riyla ve mevcut lcretsiz kiyafet segenekleriyle sislemek isteyen kullanicilar igin Meta Avatar
Magazasi’'ni baglattigini duyurmustur. Bu baglamda magaza, kullanicilarin avatarlari igin sosyal
medya ve Metaverse ortamlarinda alisveris yapabilmelerine olanak saglama islevine sahiptir.
Bu gergevede aragtirma, avatarlar, benlik sunumu ve liiks markalar arasindaki iliskiyi Meta Ava-
tar Magazas! 6rnegi Uzerinden tartismaya odaklanmaktadir. Meta Avatar Magazasi’'ni durum
calismasi yontemiyle inceleyen arastirmanin amaci, sanal magazanin taniim faaliyetlerinde
kullanicilari liks tiketime yonlendirmek Gizere 6ne gikarilan unsurlar ile kullanicilarin benlik
sunumlari arasindaki iliskiyi irdelemektir. Arastirma bulgularina gore, kullanicilarin arkadaslari,
aileleri ya da is ortaklari ile olan iliskilerinde “otantik benlik” olusturmak, “kendilerinin en iyi
versiyonlari”ni sunmak ve “benzersiz” olmak gibi motivasyonlar kapsaminda avatarlariigin alis-
veris yapmalarinin anlamh kilindigi goriilmektedir.
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1. Introduction

Social media, which has entered our lives with the development of Web 2.0 tech-
nologies, has significantly impacted the transformation of individuals’ socializa-
tion and communication with its constantly evolving structure and features. The
content forms and interactive features offered by social media platforms play a
significant role in shaping the users’ behaviors according to self-expression.

The systems, devices and the Internet infrastructure that have developed with
the opportunities offered by technology have also transformed digital commu-
nication environments. In this context, with the Web 3.0 era, it has become
possible to talk about a more personalized virtual world that utilizes artificial
intelligence technologies (Ghosh, Chakraborty & Law, 2018). The concept of the
Metaverse, which has been frequently used in the digital video game world in
the previous periods, has started to draw attention in terms of the role it will play
in the future of the Internet, with Meta company directing its investments in this
field. In this framework, the Metaverse has become a term used to express the
new version of the Internet. It is expected that the Metaverse, which offers users
the opportunity to exist in the three-dimensional virtual world with their avatars,
will transform social media and many areas such as e-commerce, professional
life, education, communication, digital video games, culture-arts, and sports. In
the context of these developments, it was noteworthy that Meta Company an-
nounced on June 17, 2022, the launch of the Meta Avatars Store, where the pro-
ducts of Balenciaga, Prada, and, Thom Browne luxury brands would be offered
to users for their avatars (Geczy & Karaminas, 2019). This has attracted attention
in terms of directing users to purchase luxury brand products for their avatars.

This research aims to examine Meta Avatars Store promotional activities using
the case study method and to discuss the relationship between avatars, self-pre-
sentation, and luxury brands in the virtual world. In this context, the research
examines the transformation of the digital environment from social media to
the Metaverse, avatar-self-presentation, and luxury brands in the virtual wor-
Id. In the literature review, studies on “avatar, social media and the Metaverse,”
“self-presentation, social media and the Metaverse,” and “luxury brand, social
media, and the Metaverse” are revealed.

2. From Social Media to Metaverse

Since the Internet entered the lives of users, it has started to attract great atten-
tion as a universal and free information source. In the 2000s, Web 2.0 techno-
logies, which gave users the chance to be content creators, changed the Internet
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structure significantly. The most important element of this change has been the
emergence of social media platforms that provide a participatory environment.
Web 2.0 technologies and social media have shown their effects in many diffe-
rent areas from everyday life practices to economic structure. In this context, it
is no longer possible to think of a communication environment without social
media platforms (Boullier, D. 2019, pp. 79-80).

Social media can be defined as online applications whose ideological and techno-
logical foundations are based on Web 2.0 and that allow the creation and sharing
of user-generated content (Kaplan & Haenlein, 2010, p. 61). It can be said that
social media has changed the circulation of information, content, and news all
over the world and between societies over time (Mayfield, 2008).

Social media can be defined as digital environments where individuals interact
and give users the chance to express themselves. Over time, social media has
begun to have an impact on the social and professional order (Gli¢demir, 2017,
pp. 14-15). In this regard, with the developing technology, the structure of social
media platforms has started to change day by day. With the advancement of
devices and the Internet infrastructures, social media platforms, where visual
content is dominant, have started to gain importance.

According to the developments in communication technologies and the expec-
tations and needs of the users, the necessity of a communication environment
that combines the physical world with the virtual world and carries everyday life
activities to the online environment has emerged (Hsu, 2021). With the deve-
lopment of Web 3.0 technologies, leading technology companies have become
motivated to build a world beyond the real world (Kim, 2021, p.141). In such a
period, on October 28, 2021, Facebook Company announced that it had reb-
randed and taken the name Meta and started to focus on the Metaverse invest-
ments rather than defining itself as just a social media company (Meta, 2021).
Metaverse, which enables multisensory interactions with virtual environments,
digital objects, and people, can be defined as a structure that connects physical
life and the virtual world (Mystakidis, 2022, p. 487). In this context, it can be pre-
dicted that the Metaverse, which can be described as an immersive 3D world in
which individuals will find a place with their avatars, will change the dynamics of
individuals’ self-presentations in the virtual environment.

3. Avatars and Self-Presentation
The concept of self, conceptualized for the first time by William James (1963)
in the historical process, represents the emotional, cognitive, and physical cha-
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racteristics of individuals and expresses the attitudes they acquire towards ot-
her individuals in social life (Leary & June, 2003, pp. 101-102). Individuals, who
are social beings, exist in the society they live in, and they have the motivation
to present themselves to others around them. Self-presentation is essential for
individuals to form an impression about themselves to establish and maintain
relationships with others. In this context, Goffman, who associates life with the
theater stage, argues that individuals present their idealized selves through per-
forming various roles in everyday life (Goffman, 2016, pp. 29-33).

Goffman examines the individuals’ roles performed in their social and professi-
onal life practices in two dimensions: desired and exhibited roles. He names the
other individuals that the individual encounters in everyday life as the audience,
and also divides the life scene into two: the front stage and the backstage. Accor-
dingly, it is emphasized that individuals tend to hide unsuitable attitudes for the
self-presentations they want to present in social life. In other words, it explains
individuals’ realization of an idealized self-presentation in social life with Drama-
turgy Theory (Kavut, 2018, p. 3).

Today, everyday life self-presentation practices are undergoing a significant
transformation through personal avatars created in virtual worlds. It can be said
that the concept of the Metaverse was first introduced in the science fiction no-
vel Snow Crash written by Stephenson in 1992 (Feathersone & Borrows, 1995).
Networked virtual worlds stand out with the ability of individuals to express
themselves on these systems with digital characters called avatars (Holzwarth,
Janiszewski, & Neumann, 2006). In this context, virtual universes can redesign
the concept of beauty, idealized life dynamics, and social acceptance norms,
frequently discussed with the influence of popular culture from the past to the
present through digital presentations of users called avatars. Thus, in virtual uni-
verses, there is a world where individuals can have the appearance they want
and manage their abilities, professional life standards, and physical characte-
ristics. In other words, they can freely realize their self-presentation with their
anonymous identities. Lasch explains this situation as an action motivated by the
desire of individuals to reflect their reality and ideals in their world, as a result of
their narcissistic tendencies, to liberate their bodies (Robins, 1999, p. 92).

Avatars, defined as the virtual characters that represent the individual in the vir-
tual world, are seen as essential self-presentation tools as they are accepted as
a reflection of the user’s body, thoughts, and existence in the physical world (Bé-
lisle & Bodur, 2010; Castronova, 2004; Yee & Bailenson, 2007). In the Metaverse,
avatars are accepted as an essential part of the individual’s self. In this context,
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the avatars of the users, which reflect themselves in the virtual universe, appear
as an idealized reflection of their selves, where the user is entirely in control
(Belk, 2014).

4. Luxury Brands in the Virtual World

The concept of the brand, which has entered our lives with modernism, exp-
resses the indicators that enable products to differentiate from similar products
through terms, names, symbols, or signs. Today, the brand represents the com-
munication between the producer and the consumer beyond symbols, names,
or signs. In this context, Kotler (2000, p. 404), while defining the brand concept,
emphasizes six titles for the meaning of the brand: the quality of the brand, the
benefits of the brand, the values of the brand, the brand culture, the brand per-
sonality, and the consumer. In other words, a brand can be explained as a label
developed to inform about a product, service, or object and to create a connota-
tion in the intended direction (Tosun, 2020, p. 3).

In this framework, brands must explain themselves to the consumer, convey the
promises and features that distinguish them from their competitors, stand out
in the market and maintain their existence by protecting them (Aaker & Keller,
1990, p. 54). In other words, it can be said that the new social dynamics that
emerged in the light of developments in information, communication, and pro-
duction technologies have also changed consumer needs, expectations, and con-
sumption patterns (Bauman, 2006, p. 92; Featherstone, 2013, pp. 41-42). The
importance of consumption in meeting social, psychological, and physiological
needs has enabled cultural and social values to be a part of consumption by
finding a material value (Warde, 1991, p. 304). Etymologically, the concept of
luxury, which derives from the Latin word “Luxus,” is explained as “showing off,
pomp, overconsumption, spending more than necessary” (TDK, 2022). While the
concept of luxury used to have negative meanings in the historical process, the
discovery of new continents in the 17th century led to the development of posi-
tive perceptions such as rare, limited, and exclusive. The technological transfor-
mations experienced by the 19th century led to the development of the luxury
product/service category for products and brands. The emergence of luxury
products motivated individuals to reach these products in social life (Kapferer &
Bastien, 2012, p. 139).

Quick and easy Internet access to products and services has also made consump-
tion a fast practice. In other words, the continuation of the production wheel
has led to the emergence of new needs and the need for several versions of the
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same product (Ghosh & Varshney, 2013, p. 147). New needs emerging within the
scope of supply and demand made it necessary for the production wheel to work
non-stop. Continuous production has necessitated continuous consumption, and
some new concepts, such as luxury consumption, new luxury, accessible luxury,
and democratizing luxury, have emerged in the context of luxury brands (Blevis
et. al., 2007; Batat, 2019; Atkinson & Kang, 2021). In this context, considering
developments in information and telecommunication technologies, modernism
has left its place to postmodernism, where the existing dynamics in the social
structure have been demolished and re-established. By destroying the mass stru-
cture of social life, postmodernism has led to the renaming of the independent
individual, open to change, as a subject, with a Foucaultian approach (Glingor,
2020). The democratization of luxury, which means that luxury products and ser-
vices are accessible to everyone (Aksu & Ercan, 2014; Raggiotto et. al., 2015;
Yazici, 2018; Berry, 2022), has developed a new consumption practice in which
experience and emotional needs come before physical needs. The experience
element in this direction has revealed the need for brands to cooperate with
digital platforms and technologies (Heine & Berghaus, 2014, pp. 225-226).

To reach the consumer within the framework of the possibilities offered by te-
chnology, new communication platforms, and communication forms, digitalized
brand communication stands out with its communication and promotion activi-
ties through social media platforms (Weinberg, 2009, p. 3). Digital brand com-
munication, updated in visual, textual, and audio forms within the framework
of the prominent social media platforms, has also been integrated with new
contexts built on artificial intelligence and virtual reality (Bala & Verma, 2018,
pp. 321-322). In this context, new communication technologies, virtual worlds,
and digital applications are essential for brands to reach consumers, interact,
survive against intense competition between brands in the market, and increase
the redistributed market share in the digital world (Hollensen, Kotler & Opres-
nik, 2022). Virtual worlds, which stand out, especially in transportation equality,
enable luxury brand marketers to reach more users by expanding their niche
audience. In other words, it has led to the massification of luxury through virtu-
al worlds and digital technologies (Maden, 2014, p. 46). In this context, luxury
brands exist in traditional media through prestige, attractiveness, and product
features. In virtual worlds, luxury brands define their existence from the consu-
mer’s perspective through experience, emotional promises, and symbolic featu-
res (Telli, Aydin & Sen, 2021, pp. 35-36).
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5. Literature Review

In the context of the Metaverse and social media, a literature review was condu-
cted for studies examining the subjects of avatars, self-presentation, and luxury
brands. In this context, it was found meaningful to classify the studies in the lite-
rature into three categories: studies on avatars, social media, and the Metaverse;
Studies on Self-Presentation, Social Media, and the Metaverse; Studies on the
Luxury Brand, Social Media, and the Metaverse.

Researcher .
Research | Subject of
and Year of . Methodology Results
Title Research
Research
While the impor-
tance of avatars is
In the rese- emphasized within
he Eff arch, it has the scope of virtual
Tfe Effects been tried to worlds in the resear-
Nicholas Mero- Z Avatar reveal how ch, it is seen that the
; ppgarance the physical . . categories of know-
la & Jorge Pe, in Virtual . Review Article
2009 World designs of ledge, harmony, and
orids avatars can cooperation come to
affect users the fore to achieve a
and interacti- successful interaction
on partners. within the framework
of the physical chara-
cteristics of avatars.
The research
focuses on
the role,
. importance, The research offers
The Fairy- and future S ;
insights into the Me-
land of of avatars, .
Second virtual char- taverse. In this con-
Andreas M. Ka- . . text, the importance
. Life: Vir- acters that . .
plan & Michael . s Review Article of avatars represen-
. tual Social individuals L .
Haenlein, 2009 ting individuals in
Worlds and | create to rep-
the Metaverse offers
How To Use | resent them- S . ;
. insights into their
Them selves in the
. future place.
Metaverse in
commercial
and social
life.
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Catarina Car-
neiro de Sousa,
2013

Meta_
Body: A
Project
on Shared
Avatar
Creation

In the study,
the Meta_
Body project,
which is re-
alized in the
Metaverse
and the art
exhibition,

is examined
at the same
time. In this
context, the
project fo-
cuses on the
creation of
virtual corpo-
reality and
the processes
of creating,
sharing, and
transforming
avatars.

Case Study

The research empha-
sizes that individuals’
avatar reflections in
the Metaverse need
a creative approach,
unlike the patterns
presented to them
within the framework
of elements such as
skin, fabric, and hair
design. According to
the research, althou-
gh individuals tend

to embody avatars,
reality-based indica-
tors stand out in their
avatars.

Kristine N.
Nowak & Jesse
Fox, 2018

Avatars and
Compu-
ter-Medi-
ated Com-

munication:

A

Review of
The Defini-
tions, Uses,
and Effects
of Digital

Represen-
tations

The research
aims to defi-
ne in depth
the concept
of avatars and
to determine
how catego-
ries such as
gender, race,
and ethnicity
related to
digital rep-
resentations
are reflected
in the social
categorization
of avatars.

Review Article

According to the
research, the definiti-
ons made within the
scope of the concept
of avatar were com-
piled, and the restric-
tions that were expe-
cted to come to the
fore within the scope
of digital represen-
tations of individuals
were determined.
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Widespre-

The research
examined the
development

While discussing the
reflections of indivi-
duals on psychology

ad Virtual of virtual by detailing the new
Life with worlds and concepts that stand
Blockchain the reflec- out with the Metaver-
Mehmet Emin Deepfake ’ | tions of the Review Article se, it was concluded
Kahraman, 2022 Avatr;r Cr,— global power that environmental
toctjrren- technology problems such as
Zp NET and companies’ energy use and re-
l\zletaverse initiatives on source consumption
the Metaver- emerged with tech-
se on social nological develop-
life. ments.
The rese- The research associa-
arch exa- tes the rapid adopti-
. th on of the Metaverse
mln'es (.a with the Covid-19
The Rela- relationship Pandemic and the
Ceyda llgaz tionship between the quarantine process
Bilyiikbaykal & | Between Metaverse that entered our lives.
7uhal S6 Met and social Review Article | According to the re-
uha zcc))r;r;e- edasver.ST life and ma- search, it can be said
zer, andsocial | | < inferen- that the place of the
Life ces about Il\lﬁet.aveTse i(rj\ socir?I
the future |e|.sreate to the
f the Met feelings and thoughts
orthe Meta- of the users about
verse. this subject.
According to the
research findings
The study . &
. it is seen that
examined the Met
From how sel- . e e avers:e
Selfie to | f-presentati- |ncreas?s social
Jun Wane Kai. | Avatar: | onand per- anxiety in young
lin Yao Ji'bin How Soci- | sonal image participants. In
Lo &1 alMedia | construction this context, it
Liang, Lu Tan . Survey Method
& Zhenguo Affects in the Meta- stands out that
Gao. 2022 Self-Image | verse affe- young partici-
! Cognitio.n cted ljlsers.’ pants tend to
ar?d thl- behaviors in consider the
mization? | the context .
. virtual world
of social . tant
media use. more Importan

than the physical
world.

Table 1. Studies on Avatars, Social Media, and the Metaverse
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Researcher .
Research | Subject of
and Year of . Methodology Results
Title Research
Research
In the study, In the study,
the subjects Metaverse, accepted
of Metaverse as the future of social
and self-pre- media and mobile
sentation are communication
explained technologies, comes
through the to the fore with the
Gul Dilek Turk, Metaverse | consumption concepts of NFT, and
Serkan Bayrakgi | and culture rela- Case Stud virtual/augmented
& Elif Akgay, Self-Presen- | tionship of ¥ reality, providing the
2022 tation the concepts emergence of a new
of the se- market, especially
mantic Web, for luxury brands. It
virtual and is emphasized that
augmented it gains importance
reality, mixed for brands, especially
reality, and within the scope of
NFT. luxury consumption.
The study
:gigllir;:g:n Research findings
process in show that the
The Sociali- | which us- g(e?:i/:;ztfzt ::
Gul Dilek Turk & | zation Pro- | ers create ths erception of
Abdulhakim cess of the | their status, percep .
- . Case Study reality in the physical
Bahadir Dari, Individual socioeco- R
. . world, allowing indi-
2022 in the Me- | nomic class, . "
. . viduals to transition
taverse identities, . .
. more quickly to iden-
and images . -
. tity, role, and social-
through their o
; ization.
avatars in the
Metaverse.
The research critically
Conti examined the facili-
ontiguous 3 .
dentities: The study tating promises of the
! hen es.l examines Metaverse in social
The virtua i i
Michael Saker . the effect life, whlch'came to
. self in the X the fore with Meta
& Jordan Frith, p of users Case Study company. within the
2022 suppose Metaverse on pany,
Metaverse- | : . framework of the
identity pre- .
. life form that the
posed sentation. :
Metaverse offers in
Metaverse

parallel with physical
life.
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In the study,

According to the re-
search findings, it is

Reading So- the different seen that the farther
cial Media temporal the distance between
Marketing dist:nces of the virtual and selves
Messages virtual en- in the virtual world,
as Simu- vironments the shorter the at-
lated Self . tention span of the
. in the con- . .
Within a participants. In this
Metaverse: text of the context, the research
Yong Andy Jeon, " | Metaverse . N
2022 An Analysis are examined Eye-Tracking findings show that the
f . imul If-pre-
oo e coias e e
X of the interac- .
Media En- . uals in the Metaverse
agement tion between are related to their
geghaviors the simulated selves, and the dif-
Within a self and the ferenc'es are minimal
Metaverse gz::‘l:f;:ts within the scope of
Platform selves the sustainability of
’ individuals’ existence
in the Metaverse.
According to the
The research research ﬁndmgs},. .
. Metaverse users’ indi-
examines . .
S thi how Users vidual self-disclosure
Pome Ilng resent decisions may change
fersonha fhemselves with the complex
l\r/lom the Ninthe interactions of differ-
Philipp Syko- etaverse: ent contextual factors,
whnik, Divine Goals, Me.taw.erse, such as privacy and
’ Topics, and | which infor- o
Maloney, Guo pics, . anonymity in the
’ .| Contextual | mation they . .
Freeman & Maic Survey Method | virtual environment.
Factors of present about .
Masuch, 2022 . In this context, the
Self-Dis- themselves, h also high
losure i their motiva- research also high-
(c: i1 | tion and opin- lights the necessity of
ommerua . . . P addressing user con-
Social VR ions in this

context, and
the factors
affecting this
situation.

cerns in Metaverse
design today and in
the future and creat-
ing safe spaces, espe-
cially for privacy and
confidentiality.

Table 2.

Studies on Self-Presentation, Social Media and the Metaverse
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Researcher .
Research | Subject of
and Year of . Methodology Results
Title Research
Research
In the research, the
Metaverse is defined
In the re- as a digital technol-
search, the ogy that increases
relationship the functionality
between the of products and
Metaverse and services for brands.
Svend digital market- It is emphasized
Hollensen, Metaverse ing has been that significantly
- detailed, and augmented real-

Philip Kotler, —The New . . . L

Marc Oliver Marketing how luxury Review Article ity applications,

arc . Universe brands use together with the

Opresnik, 2021 augmented Metaverse, will be

reality appli- critical in the luxury
cations that brand experience so
stand out in that the consumer
this context can experience the
has been ex- product and service
plained. beforehand, inter-
act, attract attention
and talk.
In the research, it
In the study, was emphasized
The Future | the Metaverse that the future ap-
of Brands in | was detailed plications of luxury
. the Virtual | from a broad clothing brands in

Go6zde Sula . . .
Universe: perspective. the Metaverse with-

Averbek & :

The New The last part . . in the scope of part-

Ceyda Aysuna Review Article . .

. Internet of the study nerships with the

Turkyllmaz, -

2021 World examined the Metaverse would
Metaverse Metaverse provide a significant
and Brand applications of advantage against
Applications | luxury clothing the competitive

companies.

environment in the
market.
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Within the scope
of the research,
the Metaverse is

All One examined within
Needs to the framework of
KMnOW about augmented reality,

' etaverse: human-computer
#:fli(;:'aanngr;iz A This research interaction, arti-
Pengyuan th’)u Complete itis aimed to ficial intelligence,
Lin \%\yan Dian-l Survs on present a com- blockchain, Internet
lei Xu Zijsllln Lin TechnZ)Iog- prehensive Survey Method of things, cloud
Abhislhek Kuma’r ical Singu- perspective on systems, robotics,
Carlos Bermejo ’ larit the Metaverse and the future of

) Y, ecosystem. mobile communica-

& Pan Hui, 2021 tion technologies,

Virtual Eco- !
system, and and suggestions are
Research offered on avatar
Agenda formation, which is
an integral part of
the Metaverse eco-
system.
The research em-
phasizes that lux-
ury fashion brands
Application In the re- stand out in the
E)E)apm les search, the Metaverse. In addi-
p fashion tion, it is stated in
Burcu Abano- from Luxury .
. ) brands in the the research that the
zoglu & Nursen | Fashion . . .
. . Metaverse and | Review Article Metaverse will be
Geyik Degerli, Brands o . .
. the activities integrated with the
2022 in the
of the brands natural world, and
Metaverse . . Lo
Universe in this context this will cause luxury
are examined. brands to strength-

en their Metaverse
investments and
activities.
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Annamma

Joy, Ying

Zhu, Camilo
Pefia & Myriam
Brouard, 2022

Digital Fu-
ture of Lux-
ury Brands:
Metaverse,
Digital Fash-
ion, and
Non-Fungi-
ble Tokens

The research
explores how
emerging
technologies in
the context of
the Metaverse
affect the fash-
ion industry.

Review Article

The research high-
lights that along
with the Metaverse;
brands are involved
in the game and
digital fashion
world. According

to the research,
luxury brands carry
out studies on the
Metaverse to en-
able consumers to
interact, based on
Kozinets’ (2021, p. 8)
study of the Brand
Desire Spiral.

Jinkyung Lee BA
& Ki Han Kwon,
2022

Novel Path-
way Regard-
ing Good
Cosmetics
Brands by
NFT in the
Metaverse
World.

The research
examines with-
in the scope

of sustainable
consumption
(good con-
sumption),

the marketing
practices of
luxury cos-
metics brands
using NFT in
the Metaverse,
and marketing
communica-
tion in the
Metaverse.

Case Study

Within the scope
of the research
findings, it was
concluded that NFT
productions in the
Metaverse are the
future of marketing
strategies of luxury
cosmetics brands. In
addition, in the ar-
ticle, the Metaverse
is associated with
good consumption.
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Maria Vittoria
Brienza, 2022

Technolog-
ical Evolu-
tion in The
Luxury and
Fashion In-
dustry: Fo-
cus on The
Metaverse
and NFT.

While the
research deals
with the devel-
opment of the
fashion indus-
try in the con-
text of digita-
lization, which
the Covid-19
Pandemic has
strengthened,
itis aimed

to reveal

the changes
that can be
experienced
in the fashion
industry with
Metaverse.

Content Analysis

Research results
show that NFT pro-
ductions are the
basis of the fashion
industry’s develop-
ment and adoption
of the Metaverse.

In this context, it
stands out that lux-
ury fashion brands
prefer NFT technolo-
gy within the frame-
work of factors such
as brand image, con-
sumer satisfaction,
and non-copying of
productions.

Yousra Bousba
& Vikas Arya,
2022

Let’s Con-
nectin
Metaverse.
Brand’s
New Des-
tination To
Increase
Consum-
ers’affective
Brand En-
gagement &
Their Satis-
faction and
Advocacy.

The research
aims to de-
termine how
consumers’
experience of
luxury brands
in the virtual
world through
the Metaverse
influences
brand prefer-
ences.

Survey Method

According to the
research findings, if
brands use gamifica-
tion-based market-
ing activities in the
Metaverse, consum-
ers’ emotional brand
loyalty and virtual
brand experiences
can be increased.
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The findings ob-
tained in the re-
For both search examining
the fashion NFT and luxury
industry and brands within the
luxury brands, framework of the
the research Metaverse were
by examining categorized under
the NFT pro- four headings. With-
The Future ductions in the in the framework of
of Luxury . _
Emma Kirja- Fashion Metaverse, these titles, it is seen
- the concept of | Case Study that the Metaverse
vainen, 2022 Brands . . .
luxury fashion is explained by
Through )
transformed the categories of
NFTs K
by technology, uniqueness and
new consumer rarity, cultural ex-
behaviors, and pression, a combina-
consumer ne- tion of virtual expe-
eds have been rience and physical
tried to be environment, and
determined. brand communities
in terms of luxury
brands.

Table 3. Studies on the Luxury Brand, Social Media, and the Metaverse

6. Purpose and Scope of the Research

This research aims to evaluate the relationship between avatars, which we can
express as virtual characters of users, self-presentation, and luxury brands th-
rough the example of Meta Avatars Store. In this context, the research aims to
reveal the elements that are highlighted in the promotional activities of the Meta
Avatars Store to persuade users to buy digital goods so that their avatars reflect
themselves more.

In this framework, the starting questions of the research are as follows:

¢ What elements are the highlights in the avatar, self-presentation, and luxury
brand relationship in Meta Avatars Store promotional activities?

¢ What elements lead users to luxury consumption for their avatars in Meta Ava-
tars Store promotional activities?

7. Method and Sampling of the Study

Case study, one of the qualitative research methods frequently used in the field
of social sciences, refers to a methodology that covers the detailed examination
of the system to obtain information about the subject (Chmiliar, 2010). A case
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study is the researcher’s observation, reports, and interviews, and it can also
be explained as an approach examined in depth through documents (Creswell,
2007, pp. 183). In this context, the case study can be explained as a research
method that focuses on the “how” and “why” questions through the determi-
ned sample and data collection tools related to the subject under study and by
describing the findings obtained here in a profitable way (Yin, 1984; Davey, 1991;
Hancock & Algozzine, 2006).

In this context, the findings obtained using the case study method within the
scope of the research are examined with the descriptive analysis method. Meta
Avatars Store promotional activities constitute the sample of the research. The
fact that Meta Avatars Store is a recently promoted area and allows users to
purchase digital goods for their avatars and use them on social media platforms,
messenger, or Metaverse reveals the remarkable original aspect of the sample.
Today, the technological developments in the field of the Metaverse and the inc-
rease in the investments of technology companies in this field are remarkable.
In this respect, it is essential and meaningful to examine the approach of Meta
Company, which has a huge user base through its platforms. The limited number
of studies on the avatar store in the literature reveals the importance of the re-
search investigating this current example.

8. Results and Discussion

Meta CEO Mark Zuckerberg made the announcement of Meta Avatars Store by
joining Instagram Live on June 17, 2022, via Instagram’s vice-president of fashion
partnerships Eva Chen’s Instagram account. Zuckerberg and Chen described this
Instagram live as a “live avatar fashion show”. It is noteworthy that at the begin-
ning of Instagram live, Zuckerberg stated that he was excited to attend as this will
probably be the only fashion show he will attend. Throughout Instagram live, it is
seen that Chen shares images of Zuckerberg’s avatar wearing digital clothes from
the brands Balenciaga, Prada, and Thom Browne.

On June 18, 2022, Mark Zuckerberg and Eva Chen re-announced the launch of
the Avatars Store, allowing users to buy digital clothes to style their avatars to
be used on Facebook, Instagram, and Messenger in their joint posts on their Ins-
tagram accounts. The Instagram post, in which the Balenciaga, Prada, and Thom
Browne brands are tagged, emphasizes that digital goods will be an essential way
for users to express themselves in the Metaverse and a significant driver of the
creative economy. It has also been stated that new brands will be added to these
brands shortly.
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Figure 1. Instagram Live Source: https://www.instagram.com/tv/Ce6yFgbptyM/?igs-
hid=YmMyMTA2M2Y%3D, (Date of Access: 02.09.2022).

In the announcement titled “Introducing the Meta Avatars Store” published on
the official website of Meta Company on June 20, 2022, the following two state-
ments are highlighted (Meta, 2022):

“This week, we are rolling out the Meta Avatars Store to offer you more ways to cus-

tomize your avatar.”

“We are launching the store with digital outfits to purchase from Balenciaga, Prada,

and Thom Browne, along with our existing free outfit options.”

8.1. Meta Avatars Store in the Context of Self-Presentation

In the Meta Avatars Store announcement published on the official website of
Meta Company, the motivation for individuals customizing their avatars to be
“unique” is revealed with the following statement:

“And today, we’re introducing the Meta Avatars Store, which will let you customize

your avatar even further and be uniquely you.”

In the same announcement, while emphasizing that users’ avatars reflect their
personalities, it is emphasized that reflecting the fashion sense plays a vital role
in individuals’ ability to express themselves correctly:
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“Your avatar is a digital expression of your personality (or personalities). It can convey
how much of an extrovert or introvert you are, your sense of humor, and even your
fashion. It lets you be your authentic self, which can help you connect more meaning-
fully with your friends, family, coworkers, or anyone else you meet on the road to the

Metaverse.”

In the announcement, which also emphasizes the efforts of individuals to pre-
sent a good version of themselves in their self-presentations in virtual environ-
ments, it is noteworthy that individuals are guided to realize the best version
of themselves with outfits and accessories in Avatars Store. In this context, the
idea that the physical appearance of the virtual character is essential, even in
a non-physical world, is conveyed to individuals. Moreover, it is mentioned not
only the use of luxury brand products but also the opportunity to enjoy the free
clothes and accessories that this virtual store offers:

“We want to enable everyone to present the best version of themselves, which is why
we’ve made it possible to customize your avatar with a wide variety of free outfits and
accessories. Feel like giving yourself blue hair today, trying out new makeup, or spor-
ting a suit for a professional look? No problem - you can customize your avatar anytime
you want to suit your mood. In fact, with more than a quintillion combinations of free

avatar options already available, your choices will almost certainly be uniquely yours.”

Seeing his avatar in Prada outfits during Instagram Live, Mark Zuckerberg stated
that wearing Prada from head to toe is related to confidence and said, “I think in
the Metaverse | may just have that confidence.” However, Zuckerberg also says,
“I’'m not sure that I'm cool enough to wear that” when he sees his avatar in a
Balenciaga outfit. This statement can be evaluated as the use of luxury brands
can be associated with making individuals confident or relaxed. In addition, Zuc-
kerberg comments on his avatar wearing a Thom Browne suit, emphasizing that
outfits that might be uncomfortable to wear in real life can be worn comfortably
in the Metaverse:

“In the Metaverse even if you wear formal stuff it is just as comfortable as anything

else.”

In this context, it is focused on how the Metaverse can enable individuals to wear
the clothes they want in real life. In this way, it is emphasized that the Metaverse
can help everyone become whom they dream of.
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Figure 2. Avatars in Luxury Brand’s Outfit
Source: https://about.fb.com/news/2022/06/introducing-the-meta-avatars-store/,
(Date of Access: 02.09.2022).

It is noteworthy that Chen evaluates fashion products as an element that will
help individuals better express themselves in the Metaverse:

“I'm really excited about people being able to express themselves in the Metaverse

through fashion. Fashion is ultimately a form of art and self-expression.”

In addition, it is seen that Zuckerberg emphasizes that individuals express them-
selves through what they wear and their fashion.

8.2. Meta Avatars Store and Luxury Brands

It is noteworthy that the Balenciaga, Prada, and Thom Browne brands offered for
sale in Meta Avatars Store are defined as “world’s leading brands,” “
iconic fashion brands” both in the announcement on the website and during the

world’s most

Instagram Live.

During Instagram Live, Chen defines these three brands as “really hard to get in
real life” and these products, intended to be acquired as a status element in real
life but are not possible for everyone to reach, can be reached in the Metaverse.

It is also noteworthy that Chen expressed that she found it very exciting to wear
luxury brand ouftfits:

“(...) in the Metaverse being able to wear Balenciaga, Prada, and Thom Browne, | think

it’s gonna be so exciting and | can’t wait to see (...)”

In this context, while Zuckerberg defines the luxury brands that Meta collabora-
tes with as “best of the best designers,” he strengthens the emphasis on luxury.
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He states that he dreams of making luxury and “high quality” products “accessib-
le to everyone” in the future. On the other hand, it is stated that many different
styles of clothing can be accessed free of charge for the avatars of individuals in
the Metaverse. In addition, Chen’s question “Who does not want to wear a clas-
sic Tom Browne suit?” draws attention as a comment that motivates individuals
to use luxury brands by thinking that wearing a luxury brand is something anyone
could wish for.

Zuckerberg says that the purpose of the company’s actions regarding the Me-
taverse is for individuals to express themselves and establish connections. As a
result, it is emphasized that the digital goods that individuals will buy for their
avatars can be a tool that allows them to reflect themselves better and to be
“unique.” In addition, it can be said that luxury brand products, which are diffi-
cult to reach in real life, are accessible in the Metaverse, and luxury brand produ-
cts are associated with pleasure.

OOMetq Sop~  OuTochnciogin «  Abmatti = Budd Withis =

+ Backto ewnoam

Introducing the Meta Avatars
Store

Takeaways

Figure 3. Meta Avatars Store Announcement on Meta Company’s Official Website
Source: https://about.fb.com/news/2022/06/introducing-the-meta-avatars-store/,
(Date of Access: 02.09.2022).

9. Conclusion

Developing technology determines the direction of investments of technology
companies and, accordingly, the features and possibilities of digital environ-
ments offered to users. Looking at the latest developments, it seems that the
Metaverse ecosystem, which combines the physical and virtual worlds and al-
lows individuals to exist in a three-dimensional virtual world with their avatars,
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is becoming increasingly important. Especially following the rebranding of the
Facebook company by taking the name Meta company in October 2021, techno-
logy companies increasingly turned their investments into the Metaverse. In this
context, it can be said that this area has started attracting more users’ attention.
Moreover, on June 17, 2022, the Meta Avatars Store was announced with an Ins-
tagram Live realized by the Instagram vice-president of Fashion Partnerships Eva
Chen with Meta CEO Mark Zuckerberg. This event is remarkable in that it reveals
some elements of the Metaverse’s future, which is expected to play an essential
role in the future of social media. It starts with the first three brands agreeing to
this virtual store, which allows users to buy digital clothes for their avatars: the
world-famous, iconic luxury brands Balenciaga, Prada, and, Thom Browne.

Metaverse, which is not a new concept, appears for the first time in the video
game world. The view that the Metaverse ecosystem will cause a significant bre-
ak in the future of the Internet world, with the Facebook company taking the
name Meta and subsequent significant investments in this field, has emerged.
Today, especially with the Covid-19 Pandemic, digitalization has developed fas-
ter, and its importance has increased. Therefore, the studies to be carried out
on Metaverse, which is rapidly coming to the fore in social and professional life,
will be beneficial for the studies to be done in this field in the academic context.
Furthermore, professionally, this research will likely be necessary for brands pre-
paring to take their place in the Metaverse. In the Metaverse ecosystem, users
exist in a digital world through their avatars that represent them. In this context,
elements such as commerce, consumption, and culture in the physical world also
exist in the Metaverse ecosystem through virtual reality.

In this context, within the scope of the research, it is aimed to examine the re-
lationship between avatars, self-presentation, and luxury brands through the
example of Meta Avatars Store. In this framework, the statements of Meta Com-
pany and Meta Company CEO Mark Zuckerberg’s speech in their promotional
activities are examined. The research findings show that having digital goods
for avatars is associated with users’ self-expressions in Meta brand discourse.
In promotional activities, it emphasizes that these innovations offered by Meta
Company aim to serve people to express themselves better and establish conne-
ctions. According to this discourse, with the Meta Avatars Store, individuals can
access in the Metaverse the hard-to-buy goods in everyday life. In this context, it
has emphasized that digital goods that individuals will buy for their avatars can
be tools that allow them to reflect themselves better and be “unique.” This study
on the Metaverse aims to form a basis for further studies in revealing the place of
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avatars in the future of the Metaverse and the role that luxury brands can play in
online self-presentation. In the future, it seems meaningful to expand this study
with a study examining the opinions of users who have experienced the services
offered in the Metaverse.

Cikar Catismasi Beyani
Makale yazarlari herhangi bir gikar gatismasi olmadigini beyan etmistir.

Arastirmacilarin Katki Orani Beyan Ozeti
Yazarlar makaleye %50 (1.Yazar) ve %50 (2.Yazar) oraninda katki
saglamis olduklarini beyan ederler.
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