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[bookmark: _Toc188358661][bookmark: _Toc188598611]Table W1: Metaverse definitions
	Study
	Definition 

	Suh (2023)
	A shared virtual space that people can move through and interact with, using a personalized avatar as they pursue communication and commerce with like-minded virtual friends

	Dwivedi et al. (2023)
	A massively scaled and interoperable network of real‐time rendered three dimensional (3D) virtual worlds that can be experienced synchronously and persistently by an effectively unlimited number of users with an individual sense of presence, and with continuity of data, such as identity, history, entitlements, objects, communications and payments

	D. Y. Kim et al. (2023)
	A three-dimensional virtual world inhabited by avatars of real people. The word ‘metaverse’ consists of the prefix ‘meta’, meaning ‘beyond’, and the suffix ‘verse’, meaning ‘universe’

	Yoo et al. (2023)
	An online collaborative shared space built of 3D environments that leverage high consumer immersion techniques to reduce the perception of technological mediation alongside transferrable and unique digital assets while allowing user-generated digital personas to interact with each other

	Kar and Varsha (2023)
	A dynamic and interconnected socioeconomic ecosystem that blends elements of the digital and physical worlds

	Taylor et al. (2024)
	A collection of completely immersive digital environments in which users may speak with each other via 3D avatars


[bookmark: _Toc188358662][bookmark: _Toc188598612]Source: Created by authors 




Table W2: Consumer well-becoming (CWBec) definitions
	Study
	Definition 

	Batat (2021)
	An outcome of consumption and a driving force that allows consumers to live experiential consumption experiences

	Xu and Zhang (2023)
	The everlasting process of producing and reproducing the well-being experience

	Eshaghi et al. (2023)
	The actual or imaginary future status of the consumer during a specific time and according to a plan



Source: Created by authors 

[bookmark: _Toc188598613]Table W3: Sociodemographic characteristic table (main study)
	Sociodemographic characteristic
	Count
	Percentage

	Gender
	
	

	Female
	82
	48%

	Male
	83
	49%

	Other
	3
	1.8%

	Total sample size (N):
	168
	

	Age
	
	

	18-24
	38
	22.6%

	25-34
	47
	27.9%

	35-44	
	43
	25.6%

	45-54
	19
	11.3%

	55-64
	12
	7.1%

	65-74
	8
	4.8%

	≥ 75
	1
	0.6%

	Family status
	
	

	Couple, no children
	28
	16.6%

	Family/single parent with children
	53
	31.5%

	Single
	63
	37.5%

	Young couple, no children
	14
	8.3%

	Other
	10
	6%

	Education
	
	

	Less than high school degree
	7
	4.2%

	High school graduate (high school diploma or equivalent including GED)
	42
	25%

	Some college but no degree
	29
	17.3%

	Associate degree in college (2 years)
	13
	7.7%

	Bachelor’s degree in college (4 years)
	59
	35%

	Master’s degree
	13
	7.7%

	Professional degree (JD, MD)
	1
	0.6%

	Doctoral degree
	4
	2.4%

	Employment status
	
	

	Full-time
	104
	62%

	Part-time
	32
	19%

	Unemployed
	15
	9%

	Other 
	17
	10%

	Income
	
	

	< $10,000
	5
	3%

	$10,000 to $19,999
	2
	1%

	$20,000 to $29,999
	7
	4.2%

	$30,000 to $39,999
	8
	4.8%

	$40,000 to $49,999
	8
	4.8%

	$50,000 to $59,999
	12
	7%

	$60,000 to $69,999
	17
	10.1%

	$70,000 to $79,999
	17
	10.1%

	$80,000 to $89,999
	10
	6%

	$90,000 to $99,999
	13
	7.8%

	$100,000 to $149,999
	34
	20.3%

	$150,000 or more
	35
	20.9%

	Metaverse platforms
	
	

	Axie Infinity
	1
	0.6%

	Decentraland
	1
	0.6%

	Fortnite
	36
	21.5%

	Horizon Worlds
	1
	0.6%

	Minecraft
	70
	41.7%

	Sandbox
	8
	4.8%

	NVIDIA
	11
	6.5%

	Unity
	8
	4.8%

	Star Atlas
	4
	2.4%

	Upland
	2
	1.2%

	Roblox
	26
	15.5%

	Metaverse usage length
	
	

	Less than 1 month
	13
	7.7%

	1 to 3 months
	15
	9%

	4 to 6 months
	21
	12.5%

	7 to 12 months
	45
	26.8%

	About 2 years
	32
	19%

	More than two years
	42
	25%


Note: The table shows a balanced gender distribution (49% male, 48% female) and the majority of participants aged between 18–44 years (76%). Education levels are relatively high, with 35% holding a bachelor’s degree and 25% being high school graduates. Employment is predominantly full-time (62%), and income levels are varied, with 41.2% earning $100,000 or more annually. In terms of metaverse engagement, Minecraft is the most popular platform (41.7%), and over half the participants have been using metaverse platforms for seven months or longer (51.8%).
Source: Created by authors 


	
	Item ID
	Missing
	Mean
	Median
	Scale min
	Scale max
	Observed min
	Observed max
	Standard deviation
	Excess kurtosis
	Skewness
	Cramér-von Mises p value

	ASLF1
	0
	3.21
	3
	1
	7
	1
	7
	1.43
	-0.80
	0.20
	0

	ASLF2
	0
	3.40
	3
	1
	7
	1
	7
	1.62
	-0.50
	0.45
	0

	ASLF3
	0
	3.27
	3
	1
	7
	1
	7
	1.56
	-0.53
	0.39
	0

	ISLF1
	0
	3.02
	3
	1
	7
	1
	7
	1.35
	-0.18
	0.46
	0

	ISLF2
	0
	3.24
	3
	1
	7
	1
	7
	1.49
	-0.27
	0.45
	0

	ISLF3
	0
	3.22
	3
	1
	7
	1
	7
	1.36
	-0.30
	0.40
	0

	CXMV1
	0
	2.62
	3
	1
	6
	1
	6
	1.04
	0.22
	0.42
	0

	CXMV2
	0
	2.75
	3
	1
	6
	1
	6
	1.07
	0.06
	0.48
	0

	CXMV3
	0
	2.62
	2
	1
	5
	1
	5
	1.00
	-0.65
	0.27
	0

	CXMV4
	0
	2.93
	3
	1
	7
	1
	7
	1.30
	0.25
	0.64
	0

	CXMV5
	0
	2.82
	3
	1
	7
	1
	7
	1.32
	0.36
	0.69
	0

	CXMV6
	0
	2.96
	3
	1
	6
	1
	6
	1.25
	-0.48
	0.21
	0

	CWBec1
	0
	3.62
	4
	1
	7
	1
	7
	1.32
	-0.02
	-0.02
	0

	CWBec2
	0
	3.64
	4
	1
	7
	1
	7
	1.42
	-0.29
	0.23
	0

	CWBec3
	0
	3.44
	4
	1
	7
	1
	7
	1.40
	-0.22
	0.36
	0

	CWBec4
	0
	3.35
	3
	1
	7
	1
	7
	1.41
	-0.02
	0.52
	0

	USIN1
	0
	3.30
	3
	1
	7
	1
	7
	1.53
	-0.23
	0.51
	0

	USIN2
	0
	3.34
	3
	1
	7
	1
	7
	1.54
	-0.34
	0.43
	0

	USIN3
	0
	3.40
	3
	1
	7
	1
	7
	1.49
	-0.27
	0.44
	0

	MUS1
	0
	2.56
	2
	1
	7
	1
	7
	1.23
	0.92
	0.93
	0

	MUS2
	0
	2.50
	2
	1
	7
	1
	7
	1.30
	1.46
	1.14
	0

	MUS3
	0
	2.36
	2
	1
	7
	1
	7
	1.24
	2.06
	1.22
	0


[bookmark: _Toc188358663][bookmark: _Toc188598614]Table W4: The descriptive statistics table (main study dataset)
Note: See manuscript Table I for the item statements and further estimates. Our dataset shows complete responses on a 1–7 scale with no missing data (Hair et al., 2022). The responses demonstrate consistency, with closely aligned mean and median values – for example, ASLF1 has a mean of 3.21 and median of 3.0. We found good variability in responses, with standard deviations ranging from 1.35 to 1.62. The data shows balanced response patterns, supported by acceptable kurtosis (ranging from -0.80 to -0.18) and skewness values (ranging from 0.20 to 0.46) (Hair et al., 2019). We acknowledge that MUS2 and MUS3 show moderate deviations from univariate normality. While these values are slightly above the ideal ±1 guideline, they remain within acceptable bounds for analysis using PLS-SEM, which does not assume multivariate normality and is robust to such distributional issues (Hair et al., 2022). Our sample size of 168 respondents meets PLS-SEM requirements, exceeding the minimum threshold of 10 times the number of indicators for our most complex construct (Hair et al., 2011). These features confirm our dataset’s suitability for structural modelling and hypothesis testing. Future studies employing larger and more diverse samples should demonstrate improved estimates. Source: Created by authors 
[bookmark: _Toc188358664][bookmark: _Toc188598615]Table W5: Post-hoc qualitative study protocol
Note: The post hoc study is structured to validate three fundamental aspects of the quantitative results: self-congruency, well-becoming and user similarity perceptions. Each 
	Research Questions
	Questions
	Justification and Expected Contribution

	How do users conceptualise and experience the relationship between their actual and ideal selves in the metaverse?
	1a. How does your avatar reflect your real self? (Your real self refers to who you are now.) Please elaborate on your answer with examples from your experience.
	This question examines the alignment between user’s avatars and their actual selves, addressing the construct of user-avatar self-congruity. Responses may provide qualitative support for the hypothesized link between self-congruity and CXMV in the research model.

	
	1b. How does your avatar reflect your ideal self? (Your ideal self refers to the person you aspire to be.) Please elaborate on your answer with examples from your experience.
	This question explores how avatars represent users' aspirations, further addressing self-congruity. Responses may highlight how aligning with the ideal self enhances immersive experiences and contributes to CXMV and CWBec.

	What aspects of customer experience in the metaverse contribute to their well-being in real life?

	2a. How has using the metaverse influenced your quality of life? Please elaborate on your answer with examples from your experience.
	This question focuses on the real-life impacts of metaverse experiences, connecting to the construct of well-being. Responses may provide qualitative evidence supporting the positive influence of CXMV on various life domains, as hypothesized in the research.

	
	2b. How has the metaverse helped you grow or improve in other areas of your life? Please elaborate on your answer with examples from your experience.
	This question investigates the dynamic, long-term impacts of metaverse interactions on personal growth, directly addressing the concept of CWBec. Responses may help validate the study’s claims about the evolving nature of metaverse user benefits.

	How do users understand and define a “typical metaverse user”?

	3a. How would you describe a typical metaverse user? Please elaborate on your answer with examples from your experience.
	This question explores users’ perceptions of a typical metaverse user. Responses will help clarify how users conceptualise others in the metaverse, providing context for interpreting perceived similarity and its influence on metaverse experiences.

	
	3b. How similar do you feel to other metaverse users? Please elaborate on your answer with examples from your experience.
	This question examines perceived user similarity, which moderates the relationship between self-congruity, CXMV, and outcomes. Responses may provide insights into how user similarity shapes individual engagement and satisfaction.

	
	3c. How does this similarity affect your metaverse experience? Please elaborate on your answer with examples from your experience.
	This question explores the effects of perceived similarity on CXMV and well-being, addressing the negative moderating role of user similarity. Responses will provide qualitative data to support findings about the challenges of homogeneity in metaverse interactions.


main research question is broken down into sub-questions to facilitate detailed qualitative data collection, from individual identity exploration (examining user-avatar self-congruity through real and ideal self-representation) to broader life impacts (investigating both immediate quality of life effects and long-term personal development) and finally to we-mode dynamics (exploring how perceived similarity influences user experience). The justification column explicitly connects each question to the study’s theoretical framework, particularly focusing on CXMV and CWBec constructs, ensuring that the qualitative data effectively complements the quantitative aspects of the research while providing rich insights into users' metaverse experiences and their real-world implications.
Source: Created by authors 

[bookmark: _Toc188358665][bookmark: _Toc188598616]Table W6: Qualitative analysis (post-hoc qualitative study)
	Code
	Analysis
	Quotes

	Avatar reflects real self
	[bookmark: _GoBack]The results of the qualitative study shows that participants align their avatars with their actual selves — either by physical characteristics, personality traits, or a combination of both. A major means of self-representation for some participants is physical resemblance, for example, gender, hair colour or body type. Others highlight that their avatars include aspects of their personality or behaviours, which increase their experience of self-congruity. This indicates that the alignment with the actual self in the metaverse is multifaceted, including both external and internal characteristics to create a connection between users and their avatars.

	"I do create my avatars to reflect me, but I do make them better. I am a middle-aged female. I will make my avatar more like my 25-year-old self vs my self now." (Participant 1, female, 53)
"My avatars are always male so that is a true reflection." (Participant 5, male, 43)
"Both my avatar and I are males and we have brown hair and Caucasian. Our eyes are brown and we are both thin. Both of us like to explore our environments and are curious of our worlds." (Participant 17, male, 39)
"I tried to make my avatar look like me in a way. The body type is how I see myself. Same goes for the hair. The clothing style is something I would wear." (Participant 19, male, 28)
"I find that I have made my avatar more like myself than I thought I would. Most of my personality and traits are in my avatar." (Participant 23, male, 54)
"My avatar reminds me of my real self mainly by how it looks. I try to choose avatars that look similar to me. I try to make my avatar look funny and nerdy." (Participant 28, male, 34)
"It’s a representation of my personal values and identity. For example, someone aiming for physical fitness might design a sleek, athletic avatar symbolizing their health journey." (Participant 30, male, 27)
"My avatar reflects some basic characteristics of my real self, such as gender, age, etc., but in many other aspects it reflect my ideal self, such as appearance and behaviours. Normally in the metaverse or virtual world I would prefer to be someone who cannot be in reality and do something I normally would not do, while in the meantime, keep some core characteristics of my real self so I can easily depict my avatar as still myself. " (Participant 31, male, 30)

	Avatar reflects ideal self
	The analysis shows that metaverse avatars serve as aspirational representations of users’ ideal selves. Many participants report using their avatars to express improved physical characteristics, such as appearance, fitness, or mobility, considered to be their idealised self. Beyond physical attributes, some participants create avatars reflecting qualities they wish to possess, such as risk-taking, humour, or greater capabilities. This suggests that metaverse platforms provide users with a chance to create an idealised version of themselves, allowing them to experiment with traits and characteristics they may wish to possess in real life.
	"My avatar isn't a true depiction of who I am, but rather an identity I can see myself enjoying. I have to look at it a lot, so I picked something that reflects my humorous side." (Participant 3, male, 54)
"My avatar resembles me. I do make the avatar better looking, have a better body, hair etc. I am in a fantasy land so even though I want to be me, I get to make an improved version of me." (Participant 1, female, 53)
"My avatar have advantages over my real self. It can be faster, stronger, have more stamina, etc." (Participant 3, male, 41) 
"My avatar is far more mobile and interactive than I am. My avatar is willing to take risks I wouldn't make and be a better me." (Participant 17, male, 39)
"It's somewhat exaggerated. It's like my ideal self. It's me, but the way I wish I looked." (Participant 19, male, 28)
"I truly think it looks like how I want to feel." (Participant 29, male, 46)
"I think I play better when the avatar is similar to my real physical self. I want my character to be more of the small but fast and intelligent type." (Participant 3, male, 41)

	Metaverse influence on overall quality of life
	The results highlighted that metaverse significantly impacts users' quality of life, with respondents pointing to this as key to their overall well-being. Many users describe metaverse as a form of escapism that relieves stress, anxiety, or depression — implying its therapeutic potential. It allows users to socialise, which can lead to a greater sense of belonging and less loneliness. Furthermore, the metaverse facilitates opportunities for self-improvement, such as acquiring new skills or developing confidence through virtual interactions. Metaverse offers instant and immediate relief from real-world challenges, plus, in the long run, enabling users to try new experiences or explore new identities. This combination of short-term escape and long-term progress shows the ways in which the metaverse influences multiple aspects of users’ lives, emphasising its potential as a transformative platform for well-being.
	"I like to escape into the metaverse to take my mind away from things I can't change. Even when I am away from the metaverse, I can still imagine myself there and use it as a sort of meditative state." (Participant 3, male, 54)
"It gives me something to work to improve on. Understanding what it takes to get better at something can help me become better at other things in life." (Participant 3, male, 41)
"So being able to interact with other people via the metaverse makes me more social than I would have been otherwise and makes me feel more connected to the world around me." (Participant 17, male, 39)
"It has helped with my mental health in a way. It's helped me overcome some anxiety. I feel a little less depressed because the game helps distract me." (Participant 19, male, 28)
"The metaverse can facilitate meaningful connections... Families can gather virtually... The metaverse can potentially break down social barriers... Meditation apps in the metaverse, or virtual therapy sessions, can help users cultivate mindfulness and cope with stress." (Participant 26, male, 25)
"It allows me to play as unique characters in a fun world with my online and real friends that I have met. I have a fun time playing games with my friends in the metaverse." (Participant 28, male, 34)
"It has made me a happier person because I get to escape the real world for a little bit. It isn't much but getting away makes a huge difference in my life…It makes me a lot happier than I used to be. I don't get frustrated with life as much as I used to. It is a great way to escape." (Participant 29, male, 46)
"Using the metaverse has enhanced my quality of life by providing new avenues for connection, creativity, and exploration." (Participant 30, male, 27)
"Using metaverse makes me feel escaping from my real life, and this makes mixed effects on my quality of life. I feel much more happy to try something different in my real life after experiencing the metaverse for a while and I found those bold movements (e.g., such as dealing with strangers and speak freely what I think & feel) made my life easier. " (Participant 31, male, 30)

	Metaverse and personal growth
	The analysis shows that the metaverse provides personal growth through various mechanisms that support multiple metrics of CWBec. The participants reported an improvement in social skills, strategic thinking, and creativity, along with the development of patience and empathy. The metaverse acts as a platform for overcoming personal challenges such as social anxiety and self-doubt by enabling interactions in a less judgmental and pressure-free environment. Some of them also mentioned that they had improved their social connections with others, strangers, and even friends, and bonding with family was strengthened. Participants reported learning new skills or developing skills, such as teamworking, improvement of language skills, strategic thinking and ability to make decisions quickly. Those kinds of skills are useful in different real-life situations, either professional or private. Creative interests inspired by the metaverse include designing virtual environments, trying out something new, including a new style. Most of these activities flow into real-life settings, enriching personal change. Users reported increased patience and awareness through meditation or thoughtful activities, hence improving their personal interactions and emotional well-being. These findings indicate that the metaverse holds great potential for personal growth, allowing its users to effectively bring virtual-level experiences into real life. All of them align with different aspects of CWBec.
	"It makes me a more pleasant person to be around. It gives me a certain patience I didn't exhibit before. It also gives me a way to bond with people that I normally would have little in common with." (Participant 3, male, 54)
"Helps with providing context around the world, especially when learning a different language." (Participant 20, male, 30)
"I enjoy interacting with my niece." (Participant 3, male, 43)
"There's a lot of teamwork involved. Players need to sync up their timing. This teamwork translates to real-life sports and other activities." (Participant 3, male, 41)
"It's helped me with my social anxiety. I can communicate with people online without worrying about being judged or seeing them again." (Participant 17, male, 39)
"I would say it has helped me work on being more social. Not really worrying too much about how I act around others. And just being myself." (Participant 19, male, 28)
"It has offered a bit of strategic thinking and quick thinking. I think it has helped in other areas of strategic choice-making in real life." (Participant 24, male, 39)
Platforms for learning new skills... practice speaking in front of crowds... Users can design and build virtual spaces, create digital art... Meditation apps... can help users cultivate mindfulness." (Participant 26, male, 25)
"It helps to meet people with less prejudice and to be part of events that, if physical, I may not be able to participate (networking mainly)." (Participant 21, male, 31)
People use the metaverse to connect and interact. (Participant 26, male, 25)
"I think it has offered some additional social interaction benefits" (Participant 24, male, 39)
"It has helped me create better social connections with friends and strangers. I am more willing to put myself out there and talk to people when I usually have problems doing that." (Participant 28, male, 34)
"It helped me get used to something I normally would not or do not dare to do in reality. I was not a very creative person before experiencing metaverse but while I was immersed into it I found myself becoming more creative with many new ideas, including build something uncommon by myself and try different combinations of dressing style. More importantly I tended to replicate these initiatives in reality after experiencing the metaverse, which gradually made me feel more like a different person." (Participant 31, male, 30)

	Perception of a typical metaverse user
	It appears participants generally perceive metaverse users as technologically proficient, creative people who use immersive experiences for entertainment, socialising or self-improvement. Most assume typical users are younger persons, especially teens and people in their twenties, though several participants mention middle-aged or diverse-age groups. The persona is often characterised as curious and innovative, with some participants highlighting personality traits like shyness or a tendency to use the metaverse to explore their alter ego or facets of their personality that they could not express in real life. Some answers reinforce stereotypes, such as social awkwardness or dissatisfaction with one’s identity in the real world, while others underline the inclusiveness of the platform for all kinds of interests and motivations, from professional growth to sociality. This point of view underlines a quite coherent vision of metaverse users: somehow diversified young people but joined by their interest in technology. These interpretations highlight the perception of a typical metaverse user is subjective.
	"Well, I can say it's really anyone. As I stated, I am a middle-aged woman. I think most people assume it's teenagers. I guess if I had to say who I thought was the biggest group, it would in fact be teenagers." (Participant 1, female, 53)

"If I was to try to stereotype a typical user in my imagination, I would think it was a mid-30s female who doesn't get out enough or is shy." (Participant 3, male, 54)
"Metaverse users are usually more intelligent than average. However they are also somewhat less agreeable socially in many cases." (Participant 3, male, 41)
"A kid or teenager around 12-18." (Participant 20, male, 30)
"I imagine most users are kids of various ages. Probably mostly teenagers, but plenty around my niece's age and younger..." (Participant 3, male, 43)
"Roblox is for all ages, but I feel like the typical user is young. I started playing because my nephew asked me to play." (Participant 19, male, 28)
"Other than younger segment, tech-savvy. However, from my experience with events we had different ages." (Participant 21, male, 31)
"Many of them are teenagers or adults in their twenties with bizarre comments and views on many things." (Participant 22, male, 73)
"I think that the typical user tends to want to be someone else or have an alter ego that is different from who they are in real life." (Participant 23, male, 54)
"A typical metaverse user is tech-savvy, curious, and creative, seeking immersive experiences for socializing, learning, entertainment, or professional growth. " (Participant 27, male, 42)
"I think a typical metaverse user is more on the tech nerd side of things. They enjoy trying out tech and talking to people in online games and universes. They are a little awkward and nerdy and funny." (Participant 28, male, 34)
"In my opinion a typical metaverse user is someone who would never be satisfied with who they really are in reality and those who would like to change. These users are more likely to seek for something different in the virtual world and normally do something really deviated from what a person normally do in reality. " (Participant 31, male, 30)

	Similarity to other metaverse users
	Participants report mixed perceptions of similarity to other metaverse users, varying in their influence on engagement and satisfaction. The majority identifies similarities in that they participate in the virtual world out of similar interests, purposes or desire for virtual interactions that create a feeling of connectedness and understanding. In most cases, such similarities enhance their experiences because users feel they are oriented toward similar goals: exploration, creativity or escape. It highlights not just the similarities that bind together people in virtual worlds but the gaps in age, playing style or degree of competitiveness that were noted to often prevent greater engagement. Besides such differences, many share the overarching purpose of experiencing fun, socialisation or new experiences in the metaverse. While similarity contributes more or less directly to satisfaction by creating community, some also value the diversity of backgrounds and perspectives that enrich their experiences with depth and variety.
	"While I am engaging online, I feel quite connected and have formed some real friendships. I do not think I am similar in reality, but as far as interests, I would say I am quite similar." (Participant 1, female, 53)
"I feel similar in that we understand the game in ways that other people don't. We have distinct lingo that makes sense in game that others wouldn't understand." (Participant 3, male, 41)
"I feel the same in terms of we are all human and trying to get along, but I don't feel any closeness or similarities beyond that we are all in this together." (Participant 17, male, 39)
"I feel a little dissimilar to most users. But it really depends on the type of games. I feel like I can't relate to the hyper-competitive users." (Participant 19, male, 28)
"Not really. Age gap is pretty weird. I try not to interact too much since it's heavily moderated, though they do appreciate someone with wisdom." (Participant 20, male, 30)
"As a casual user, I have more differences than similarities to the hardcore users. Many of them aren't gainfully employed, so they can afford copious amounts of time." (Participant 24, male, 39)
"I feel pretty similar to other metaverse users in many ways. We’re all here to connect, explore, and create something unique." (Participant 27, male, 42)
"I feel pretty similar to other metaverse users. I think I have a similar background and personality to a lot of them. I am a nerd too." (Participant 28, male, 34)
"I feel like we're there for the same reasons and just want to get away from life." (Participant 29, male, 46)
"I think I just like other users to a great extent. We would like to try something very different and unusual in the metaverse. For example, during my experience all users were allowed to build buildings by ourselves. I built something very uncommon which was even against physical laws in reality and I found other users created something even more "ridiculous", such that I sense that we are the same people who want to experience something different and uncommon in the virtual world, not just simple replication of reality." (Participant 31, male, 30)

	Effect of similarity on metaverse experience
	The perceived similarity among metaverse users influences the nature of the participants’ experiences, both positively and negatively. Several participants report that shared characteristics, interests or purpose promote a sense of community and belonging, increasing enjoyment. The structured nature of the metaverse environment is also highlighted as an equalising factor, enabling users to engage without real-world disparities like wealth or appearance. Some participants have noted, however, that homogeneity can be boring; too much sameness would be wearying and reduce variety in interaction. Others value the mix of similarity and difference in interacting with users who bring diversity to the interaction but still share a common purpose. Overall, while similarity generally increases satisfaction by facilitating connections, participants have pointed out the potential downsides of uniformity, suggesting diversity might be necessary to maintain enjoyable and vibrant experiences in the metaverse.
	"I have more fun if I am talking with someone similar. I do not like a jerk, or arrogant player. I want to play with people who are fun and friendly." (Participant 1, female, 53)
"Having the structure of the metaverse keeps people similar in ways we don't have in real society. The playing field is really leveled on so many different aspects. Like wealth or beauty." (Participant 3, male, 54)
"It is easier to get along with them. We understand the general expectations within the game environment." (Participant 3, male, 41)
"Since most people are looking for the same sort of experiences from the metaverse, I feel more connected to them, and it makes this more fun." (Participant 17, male, 39)
"I tend to gravitate towards games that are less competitive. I might drop out of games that are too intense. But I don't really mind the mix of players." (Participant 19, male, 28)
"People that have similar patterns or interests tend to follow like paths and that can be tiresome. " (Participant 23, male, 54)
"We have enough similarities in broad areas, like general culture and pop culture. That makes for fun casual banter." (Participant 24, male, 39)
"The similarity between me and others in the metaverse would likely enhance my experience by creating a sense of connection and community. " (Participant 27, male, 42)
"I think the similarity is usually a good thing. It makes it easy for me to connect with other users and have a good time, but I like to meet people that are different than me too." (Participant 28, male, 34)
"It doesn't affect it at all. I enjoy my time there just like everybody else. The only thing that might be different is how much time I'm in there." (Participant 29, male, 46)
"I think being similar to others in metaverse is a good experience to me. As I would like to try something new and uncommon in metaverse I would like to see others doing the same because this enhances my sense of belongingness in a new virtual reality." (Participant 31, male, 30)


Note: This table summarises the results of the thematic analysis from the post hoc study. It links each code to the research questions on self-congruity, well-becoming, and we-mode dynamics. The analysis column highlights how participants’ responses both support and enhance the quantitative findings, while verbatim quotes offer evidence and insights that connect theoretical concepts to real user experiences. We employed some of the respondent’s quotes in the manuscript. 
	Source: Created by authors 
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