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ABSTRACT

Nowadays, the Metaverse is widely mentioned and highly adverted in both
business and consumer sector. Especially, the business sector needs to seize business
opportunities by the reason that the Metaverse will be a giant leap growth for the
business. The Metaverse at the present is different from the former era. The main
reason is that development of advanced immersive technology can enhance
immersive experience of Metaverse user. It is simply occurred anywhere and anytime
not only via personal computer but also via mobile phone. That encourage people to
use their time and socialize each other through virtual space. Some consumers have
the opinion that living lives in the virtual world equals to living lives in the real world.

This aim of this study is to understand factors that influence Brand Loyalty
through gamification and online community in The metaverse. The conceptual frame
work was applied MDA model, combined with Online community characteristics,
Perceived benefit in both Social benefit and Emotional benefit, Brand engagement and
Brand Loyalty.

This research collected data using an online questionnaire from sample

group that passed screening criteria. The criteria is the sample group is experience of
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playing gamification on the Metaverse and associated with online community of the
brand in 6 months duration. The qualified questionnaires are 327 samples in total.
Then, Confirmatory Factor Analysis and Structural Equation Modeling were used to
examine the consistency between models based on hypothesis and empirical data
respectively.

The statistical analysis result found that Brand engagement effect on brand
loyalty with statistical significance. Regarding social benefits and emotional benefits, it
is seen that social benefit affecting Brand engagement outweighs emotional benefit
effecting brand engagement with statistical significance. Furthermore, it is discovered
that context in game dynamics has the most impact on social benefit and follow by
community value, Freedom to express respectively. Moreover, rewards and recognition
in online community in the metaverse have an affect on social benefit in opposite way
with statistical significance. The research also found that Cooperation in game dynamics
has no impact on social benefit. Also, completion in game dynamics has no effect on

emotional benefits with statistical significant.

Keywords: Metaverse, Gamification, Game Dynamic, Online Brand Community Characteristics,

Brand Engagement, Brand Loyalty
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