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The purpose of this study is to propose a measurement approach to measure the concept 
of virtual experiential marketing (VEM). This study offers a scale to measure VEM 
based on the theory of strategic experiential modules (SEMs) and telepresence. The 
study was conducted in a virtual world using a sample of 140 'Second Life' users. This 
study uses confirmatory factor analysis (CFA) to test how well the measured variables 
represent constructs. The results showed that all fit indices indicated that the VEM scale 
had six construct factors (Sense, Feel, Think, Act, Relate, and Telepresence); the results 
show that the model is complete and valid. This research is one of the first to investigate 
the measurement of virtual experiential marketing in virtual worlds.

ABSTRACT

Artikel ini bertujuan mengusulkan pendekatan untuk mengukur konsep virtual 
experiential marketing (VEM). Penelitian ini menawarkan skala untuk mengukur 
VEM berdasarkan teori Strategic Experiential Modules (SEM) dan telepresence. 
Sampel penelitian terdiri atas 140 pengguna dunia maya 'Second Life'. Analisis faktor 
konfirmatori (CFA) digunakan dalam penelitian ini untuk menguji tingkat variabel 
yang diukur mewakili konstruk. Hasil penelitian menunjukkan semua indeks kecocokan 
yang menunjukkan skala VEM memiliki enam faktor konstruk (Sense, Feel, Think, 
Act, Relate, dan Telepresence). Model tersebut sudah lengkap dan valid. Penelitian 
ini merupakan salah satu penelitian pertama yang menyelidiki pengukuran virtual 
experiential marketing di dunia maya.
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Introduction
The COVID-19 pandemic revolutionized the way humans interact with each other through a virtual 
platform known as the metaverse, which has developed rapidly to date (Yung et al., 2022). The metaverse 
is a single, three-dimensional virtual space that facilitates human interactions with other humans in 
ways they cannot in the physical world. Publications on the metaverse can be searched in 2020 - 2022, 
including by searching keywords or nodes related to the metaverse such as 'virtual world', 'virtual reality', 
'augmented reality', 'blockchain', and 'Second Life' (Feng et al., 2022).

The rapid development of the study of the metaverse has yet to be matched by a comprehensive 
discussion of the metaverse concept itself. In addition, the development of technologies supporting the 
use of the metaverse, such as head-mounted displays and hand-based input devices, and applications 
supporting the application of the metaverse, such as virtual retail and virtual tourism, is still developing, 
so the understanding of the concept of the metaverse itself has not reached an understanding at this stage 
(Cheng et al., 2022; Yung et al., 2022).

Among the limitations on the concept of the metaverse, researchers agree that the emergence of 
virtual worlds under the brand name 'Second Life' is considered an early form or representation of the 
metaverse, but its existence at that time was not distinguished from online games (Cheng et al., 2022; Feng 
et al., 2022; Guo et al., 2023; Zainurin et al., 2023). The categorization of virtual worlds to distinguish 
game-oriented (such as World of Warcraft) from social-oriented virtual worlds (such as Second Life) was 
done by Tikkanen et al. (2009). Virtual worlds with games can be distinguished from their purpose for 
social interaction in a 3D environment that is simulated in real-time and has a structure within minimum 
limits so that users can build their own experiences in the virtual world (Paul et al., 2022; Zhou et al., 
2018). Meanwhile, in the context of content creation, virtual worlds allow users to create objects or 
items up to an advanced level, called bricolage (MacKenzie et al., 2013). In more detail, Girvan & 
Savage (2019) explained that the virtual world of Second Life is an adequate environment because its 
construction tools and flexibility support bricolage so that it can build objects and items according to 
ideas without any restrictions from predetermined designs.

Due to the freedom of user goals and the flexibility in content creation (Girvan & Savage, 2019; 
MacKenzie et al., 2013; Paul et al., 2022; Tikkanen et al., 2009), the virtual world Second Life supports 
buying, selling, trading, and transaction activities (Zhou et al., 2018). In addition, business activities 
in Second Life are based on realistic simulations, so they are considered to have lower risks and allow 
business practitioners to gain knowledge and experience following actual market conditions (Noke & 
Chesney, 2014). This opens opportunities for business practitioners to bring real-world products into 
virtual worlds to increase product interaction (Peng & Ke, 2015) and enables turning interactions in 
virtual worlds into real-world transactions (MacKenzie et al., 2013).

Studies on virtual worlds of Second Life, however, focus on technological glasses such as head-
mounted displays and hand-based input devices (Cheng et al., 2022; Yung et al., 2022) and applicative/
utility perspectives such as the effectiveness of collaborative learning and virtual teams (Li et al., 2022; 
Minocha & Morse, 2010),  the potential for enterprise and business creation (Noke & Chesney, 2014; Zhou 
et al., 2018), in the context of education: experiential learning, constructionist learning, and librarianship 
(Floyd & Frank, 2012; Girvan & Savage, 2019; Sidorko, 2009), in healthcare: as a virtual therapy tool to 
increase psychological resilience during the pandemic (Paul et al., 2022), while in marketing: exposure in 
Second Life positively influences brand attitude, consumer trust, user perception, and real-world purchase 
intention (Haenlein & Kaplan, 2009; Peng & Ke, 2015).

Based on this research, the virtual world can be considered a medium that can provide user 
experiences to produce specific outputs. However, virtual worlds only partially provide positive results. 
Some companies once (no longer) existed in Second Life, such as Toyota, Circuit City, Dell, Sears, and 
Adidas (Noke & Chesney, 2014). Given the content creation discussed earlier (Tikkanen et al., 2009), the 
virtual world of Second Life is just an open world without user content creation. Therefore, to deepen the 
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understanding and enhance the positive potential of objects or items from content creation, an approach 
is needed to precisely examine the objects or items, users’ perceptions, and the extent to which the 
experiences or stimuli users perceive influence virtual and real life. 

This study replicates the experiential marketing approach identified by Schmitt (in Chen & Wu, 
2022; Khan & Rahman, 2014; Yuan & Wu, 2008) and telepresence (Jahn et al., 2022; Peng & Ke, 2015) 
to be used in virtual worlds that have not been researched before. In addition, this study is useful to 
determine the perception, experience, or stimulus users feel so that creators or researchers can evaluate 
the objects or items created. More profoundly, this approach can be used to find out how far the experience 
provided by objects or items in the virtual world can be accepted as a real-world experience so that it can 
measure the effectiveness of virtual worlds as an alternative marketing medium.

The concept of experiential marketing is an activity to convince customers to achieve brand 
recognition or product purchases by presenting certain experiences that stimulate emotions (Xu et al., 
2022). Experiential marketing has been researched for various products and organizational objects. Over 
the past decade, there have been developments in the concepts and constructs of experiential marketing 
that still stem from the approach identified by Schmitt. Such as research conducted on: Aviation sector 
(Pabla & Soch, 2023), resort businesses (Xu et al., 2022), heritage tourism (Chen & Wu, 2022), sports 
sponsorship media (Hsiao et al., 2021), cafes (Soliha et al., 2021), web-based pre-trip online tourism 
destinations (Köchling, 2021), leisure resort businesses (Rather, 2020), factory tourism (Yeh et al., 2019), 
B2B marketing techniques (Österle et al., 2018), leisure report business (Chen & Mathews, 2017), culinary 
tourism (Tsai & Wang, 2016), wine tasting rooms (Cuellar et al., 2015), the passenger car market in India 
(Khan & Rahman, 2014), e-retailer sites (Shobeiri et al., 2013), hospitality and tourism operations (Yuan 
& Wu, 2008), and fast food restaurants (Nigam, 2012).

The concept of telepresence refers to how users feel when they are in a spatial environment (Peng 
& Ke, 2015). Many studies on telepresence show that the higher the telepresence, the more the feeling of 
being in the virtual world will be felt and the closer it is to the real world. Such as research conducted on: 
social responsibility (CSR) campaigns, virtual stores and supermarkets utilizing 360-degree video (Han 
et al., 2020; Ruusunen et al., 2023; Zhao et al., 2023), online commerce, digital and streaming (Gao et al., 
2023; Ye et al., 2020; Yoo, 2023), purchase behavior and travel intentions of virtual world users (Faiola 
et al., 2013; Huang et al., 2012; Peng & Ke, 2015), virtual agent interaction (Ben Saad & Choura, 2022), 
internet abuse (Stavropoulos et al., 2013), virtual fitting rooms and augmented reality-based smartphone 
users (Kim & Hyun, 2016; Lee et al., 2021), hotel website (Ongsakul et al., 2021), donation and usage 
behavior on social media (Algharabat et al., 2018; Pelet et al., 2017), and health behavior (chocolate 
consumption) (Jahn et al., 2022).

Method
This research is descriptive in nature and adopts a quantitative approach. Descriptive research aims 
to obtain an accurate description of the market environment, such as population proportion, consumer 
evaluation, and social characteristics (Kumar & Aaker, 2018). The research population is made up of 
virtual world users of Second Life. The sample determination in this study is non-probability sampling 
with convenience sampling, namely by contacting research units that are easy to meet (Kumar & Aaker, 
2018). In the virtual world of Second Life, the questionnaire was distributed by connecting in Second 
Life and distributing questionnaire links to users who were active at that time until it reached the desired 
number of 130 respondents. 

Measuring the sample size using the formula (Hair et al., 2014), namely getting the minimum 
value by calculating the scale of the number of indicators (26) observed by 1: 5 to get a minimum result 
of 130 respondents. This sample size measurement is carried out because the population of Second Life 
users is unknown both in terms of the number of registered accounts and the number of active users. 
The questionnaire is a self-administered survey via Google Forms. Using a Likert Scale of 1 to 5 to 
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indicate the meaning of strongly agree to strongly disagree (5=strongly agree, 4=agree, 3=neither agree 
nor disagree, 2=disagree, 1=strongly disagree).

The analysis method uses Confirmatory Factor Analysis (CFA), which is a multivariate analysis. 
CFA is used to conduct tests on measurement theory so that measurement theory will show how a 
measured variable represents an unmeasured latent construct (Hair et al., 2014: 603). This study tests 
the second-order model (Figure 1), which aims to test and confirm the theoretical construction of virtual 
experiential marketing. The analysis process uses the help of Lisrel version 8.80.

Figure 1 Second-order Model

Result and Discussion
The following is the result of the data collection and analysis using Confirmatory Factor Analysis (CFA) 
to show how a measured variable represents an unmeasured latent construct.

Respondents

Table I shows the profile of respondents obtained from 140 respondents. Based on the data obtained, 
users in Second Life are mostly female (59.3%), with the highest age range of 21-30 years (32.1%) and 
31-40 years (37.1%). In terms of education, it is dominated by undergraduate degrees (47.1%) with 
private employee employment status (41.4%). Second Life users are dominated by old users who have 
joined for >5 years (65%), with an average playing time ranging from 1-2 hours (40%) and 2-4 hours 
(32.9) per day. The results of data acquisition show that users in Second Life are dominated by users in 
the adult category.
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Table I Respondent Profile
Profile   Frequency Percent

Gender Male 57 59.3%
  Female 83 40.7%
Age < 20 4 2.9%

21-30 45 32.1%
31-40 52 37.1%
41-50 27 19.3%

  > 51 12 8.6%
Education High school or below 12 8.6%

Diploma/Certificate 40 28.6%
Undergraduate Degree 66 47.1%

  Postgraduate Degree 22 15.7%
Occupation Junior/High school student 1 0.7%

College Student 9 6.4%
Postgraduate Student 1 0.7%
Private Employee 58 41.4%
Public sector employee 9 6.4%
Business owner 31 22.1%
Other 25 17.9%
Disabled 1 0.7%

  Retired 5 3.6%
Second Life age < 6 months 1 0.7%

6-12 months 4 2.9%
1-3 years 11 7.9%
3-5 years 33 23.6%

  > 5 years 91 65.0%
Online time (Per day) < 1 hour 14 10.0%

1-2 hours 56 40.0%
2-4 hours 46 32.9%
4-6 hours 16 11.4%

  > 6 hours 8 5.7%

Confirmatory Factor Analysis

The testing stage with CFA is first carried out by analyzing the loading factor and goodness of fit to estimate 
the suitability of the measurement model. Fit indices are referred to (Rufaidah, 2017) by measuring 
scores: GFI, AGFI, RMSEA, NFI, CFI, PNFI, and PGFI. Table II shows the results of the fit test that the 
model has a good fit: X2 = 137.48 with df = 121 (at α: 0.05), the critical value of the distribution: 147.6 > 
137.48 (X2), the model has a good fit. RMSEA ≤ 0.05 (gain: 0.031) fit. RMR < 0.1 (obtained: 0.028) fit. 
CFI ≥ 0.9 (gain: 0.98) fit. NFI ≥ 0.90 (gain: 0.92) fit. GFI ≥ 0.90 (earned: 0.90) fit (Hair et al., 2014: 579).
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Table II Results of Fit Indices
X2/df GFI AGFI RMSEA NFI CFI PNFI PGFI

1.136 0.9 0.86 0.031 0.92 0.98 0.72 0.64

Hypothesis testing refers to Hair et al. (2014: 667); namely, the hypothesis is accepted if the t-value 
is smaller than 1.96 and the loading factor is greater than 0.50. As for the CFA process in the first order, 
eight items were eliminated because they did not meet the t-value and loading factor (figure 2), including 
indicators: S3 and S5 (for SENSE), T4 and T5 (for THINK), A2 and A4 (for ACT), R2 (for RELATE), 
and TP4 (for TELEP).

Figure 2 First Order of Confirmatory Factor Analysis

While there are 18 items, based on the results of data processing in Figure 2, it is found that the 
measuring items can form six dimensions consisting of SENSE (3 items), FEEL (4 items), THINK (3 
items), ACT (2 items), RELATE (3 items), and TELEP (3 items). 

Table III Second Order of Confirmatory Factor Analysis

Second-order Latent Variables First-order latent t-value Loading Factor

virtual experiential marketing 
(VEM)

SENSE 4.92 0.77
FEEL 6.67 0.84
THINK 7.16 0.76
ACT 3.55 0.5
RELATE 4.78 0.58
TELEP 5.22 0.64

Table III shows that the t-values of SENSE, FEEL, THINK, ACT, RELATE, and TELEP have 
values greater than 1.96, while all loading factor (β) values in Table 3 have values greater than or equal to 
0.50. This indicates that virtual experiential marketing (VEM) can be operationalized as a second-order 
latent construct.
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Figure 3 Standardized Loading Factor

Convergent Validity and Reliability

In developing a measurement model, reliable and valid construct measurements are required by checking 
reliability and validity (Rufaidah, 2017). Measurement of reliability and internal consistency of the 
measured table variables can be assessed from Construct reliability (CR) using the formula with a cut-
off of 0.7 (Hair et al., 2014). Figure 2 shows that the CR value is greater than 0.7, namely SENSE CR: 
0.806; FEEL CR: 0.819; THINK CR: 0.786; ACT CR: 0.715; RELATE: 0.796; and TELEP CR: 0.740. 
Therefore, the constructs are declared reliable.

In CFA, convergent validity can be measured from the average variance extracted (AVE using the 
formula VE =  with a cut-off of 0.5 (Hair et al., 2014). Figure 2 shows that the AVE value is greater than 
0.5, namely SENSE AVE: 0.585; FEEL AVE: 0.534; THINK AVE: 0.555; ACT AVE: 0.558; RELATE 
AVE: 0.0.572; and TELEP AVE: 0.507. Therefore, the constructs are declared valid.

Measurements involving more than two constructs need to pay attention to one-dimensionality. 
Referring to Rufaidah (2017), CFI values of 0.9 or higher indicate a strong unidimensional scale. Table 
II shows the acquisition of a CFI value of 0.98> 0.90.
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Conclusion
The main finding in this study is the measurement of experiential marketing and telepresence, which is 
tested to form a latent construct of virtual experiential marketing (VEM) consisting of six dimensions, 
namely sense, feel, think, act, relate, and telepresence. The formation of the VEM construct allows 
businesspeople, researchers, companies, etc., to study and evaluate in depth how humans interact with 
objects, items, or prototypes, especially in virtual worlds. In addition, VEM can measure the extent to 
which the interaction can be considered a stimulus or real experience (penetrating the virtual world).

In today’s customer-oriented marketing world, VEM cannot be ignored. Knowing how a product 
or product representation is perceived by customers is a must to get an evaluation and determine the next 
marketing strategy. 

This study has limitations. As discussed earlier, the metaverse is still evolving, as is the virtual 
world as a representation of the metaverse. This development is spearheaded by the advancement 
of technology, which can increase the level of immersion. Therefore, the sense that is currently only 
effective in the sense of sight needs to be re-examined in the future. As technology develops, senses in 
the metaverse may involve hearing and touch.
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