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[bookmark: _Toc223167521]Web Appendix W1: Literature Review Search Protocol
Identification
Language: English             Time frame: No data restriction         
Document type: Journal articles
Key fields: Title or Abstract or keywords

Search Procedure

Language: Scopus
Boolean operation: (TITLE-ABS-KEY ( "well-being" OR "wellbeing" OR "quality of life" OR "life satisfaction" ) AND TITLE-ABS-KEY ( "metaverse" OR "virtual reality" OR "augmented reality" OR "mixed reality" OR "immersive technol*" ) ) AND (LIMIT-TO (DOCTYPE , "ar" ) ) AND (LIMIT-TO ( SRCTYPE, "j" ) ) AND (LIMIT-TO ( LANGUAGE, "English’ ) ) AND LIMIT-TO (SUBJAREA , "BUSI" ) OR LIMIT-TO ( SUBJEREA , "SOCI" OR LIMIT-TO ( SUBJAREA , "PSYC" ) ) = 807     

Searching the Literature

Language: 

· Well-being in not the focus of the study
· Immersive technologies are not the main focus of the study
· Published in ABDC A or A* ranked journals

Refining
Total no. of qualified records: 59
Included
Synthesis: 
· Review of the literature on immersive technologies & consumer well-being
· Identifying research gaps

Figure W1.1: Literature review search protocol.
Note. Adapted from “Scientific Procedures and Rationales for Systematic Literature Reviews (SPAR‐4‐SLR),” by J. Paul, W. M. Lim, A. O’Cass, A. W. Hao, and S. Bresciani, 2021, International Journal of Consumer Studies, 45(4), p. 6 (https://doi.org/10.1111/ijcs.12695). Copyright 2021 by Wiley.


Table W1.1: Literature review: Inclusion and exclusion criteria
	Criteria
	Inclusion
	Exclusion

	Study type
	Peer-reviewed journal articles
	Books, book chapters, theses, conference papers

	Language
	English
	Non-English

	Research design
	Qualitative and quantitative papers
	–

	Study focus
	Immersive technologies and consumer well-being as the main context and subject of study
	Immersive technologies and consumer well-being as the lens of the study


[bookmark: Thur]Note: Our search strategy was designed to identify reliable journal articles investigating the relationship between consumer well-being and immersive technologies. The keywords were selected through 1) collaborative brainstorming among the research team members, 2) searching for terms used in conceptually related studies, and 3) evaluating the outcomes of various search queries (Paul et al., 2021). Accordingly, the search was limited to English journal articles to ensure consistency in interpretation and the inclusion of high-quality, peer-reviewed initial sources. During the initial screening, the titles, abstracts, and keywords of the identified documents were evaluated to assess their relevance to the research objectives. Articles that explicitly addressed constructs related to well-being or immersive technologies and their implications within the domains of business, psychology, and social sciences were included. Non-peer-reviewed sources such as conference proceedings and gray literature were excluded to maintain academic rigor. Articles that mentioned keywords only superficially without contributing meaningful insights to construct conceptualization and operational definitions were also excluded. Moreover, we excluded articles unrelated to the study objectives, such as those addressing purely technical aspects of immersive technologies without considering societal, psychological, or business implications. Subsequently, a full-text review was conducted for articles that passed the initial screening to confirm their alignment with the study focus.


[bookmark: _Toc186633820][bookmark: _Toc223167522]Web Appendix W2: Exemplary Data from Qualitative Study 1a
Question: How does metaverse platform usage contribute to users’ well-being and quality of life?
Respondents: Total of 24 responses from the users of different metaverse platforms.
Examples of qualitative responses
The metaverse can assist with daily routine, work tasks, and even provide new ways for families to interact and engage together. (35-year-old male, frequent Roblox user)
Some platforms offer guided meditations, mental health support, and calming virtual environments that can reduce stress and anxiety. The metaverse encourages teamwork in innovative ways, which can make professional collaborations more fulfilling and enjoyable. (25-year-old female, frequent Roblox user)
Using the metaverse makes it easier to connect with others, even from far away. It gives unique spaces for learning, playing, and socializing, which can help mental and emotional health. Plus, it’s a fun way to try new things we might not get to do in real life. It really helps with relaxing and getting creative! (24-year-old female, frequent Sandbox user)
The metaverse is great for staying close to friends and family, even if they live far away. We can meet up virtually, play games, or just hang out, making it feel like we’re together. This can really help us feel less isolated and more socially connected. Plus, it’s a safe way to stay in touch without needing to travel. (28-year-old male, frequent Sandbox user)
I can see how it could also help with learning new things or just unwinding. There’s potential to improve work-life balance by offering flexible, virtual workspaces too. (25-year-old female, frequent Sandbox user)
Metaverse can offer flexible works and family life integration. It can offer new financial opportunities through virtual economies. (28-year-old male, frequent Sandbox user)
The metaverse can make it easier to stay in touch with friends and family, even if they’re away, which can improve social life. It also provides a space to relax and escape, helping to reduce stress. People can learn new things or try different hobbies, which can be good for personal growth. (49-year-old female, frequent Sandbox user)
The metaverse offers tons of ways to relax and unwind. Whether we’re exploring a peaceful virtual world, playing games, or just watching a virtual show, it’s a fun escape from daily stress. It can even improve our mood and creativity, making it a great tool for self-care. (24-year-old female, frequent Roblox user)
It also makes learning and exploring new interests really easy. We can attend virtual classes in metaverse, go to live events, or try out new hobbies from home. This makes learning more flexible and accessible. Plus, we can meet people with similar interests, building a sense of community. (26-year-old male, frequent Roblox user)
Metaverse platforms can provide opportunities for virtual social interactions, helping people connect with friends, family, and communities, especially for those who may be geographically isolated. (28-year-old male, frequent Sandbox user)
The metaverse can contribute to well-being in several ways. For example, it allows people to connect with others socially, even when they are physically distant, which can help with feelings of isolation. It also offers opportunities for learning, entertainment, and personal development, improving both psychological and leisure well-being. Additionally, the metaverse can assist with daily routine, work tasks, and even provide new ways for families to interact and engage together. (35-year-old male, frequent Roblox user)
Ease my day-to-day life like online virtual meeting, and it also a great entertainment by playing VR games. (32-year-old female, frequent Roblox user)


[bookmark: _Toc186633822][bookmark: _Toc223167523]Web Appendix W3: Confirmatory Tetrad Analysis and the Item Correlation Matrix of the Formatively Measured Metaverse Customer Experience (MVCX) Construct
Table W3.1: Confirmatory tetrad analysis partial least squares test: Metaverse customer experience measurement (Study 3)
	1_Metaverse Customer Experience
	Original sample
	M
	SD
	t−statistic
	p−value
	Bias
	CI lower
	CI upper
	Alpha adj.
	z(1−alpha)

	1: MVCX1,MVCX10,MVCX2,MVCX3
	0.01
	0.01
	0.03
	0.30
	0.76
	0.00
	−0.04
	0.06
	0.00
	2.98

	10: MVCX1,MVCX10,MVCX2,MVCX6
	0.00
	0.00
	0.03
	0.12
	0.91
	0.00
	−0.05
	0.06
	0.00
	2.98

	120: MVCX1,MVCX5,MVCX6,MVCX2
	−0.03
	−0.03
	0.03
	1.10
	0.27
	0.00
	−0.08
	0.02
	0.00
	2.98

	13: MVCX1,MVCX10,MVCX2,MVCX7
	0.01
	0.01
	0.03
	0.30
	0.76
	0.00
	−0.05
	0.06
	0.00
	2.98

	169: MVCX1,MVCX3,MVCX5,MVCX8
	0.03
	0.03
	0.03
	0.85
	0.39
	0.00
	−0.02
	0.07
	0.00
	2.98

	17: MVCX1,MVCX10,MVCX8,MVCX2
	0.01
	0.01
	0.03
	0.44
	0.66
	0.00
	−0.04
	0.06
	0.00
	2.98

	182: MVCX1,MVCX3,MVCX9,MVCX6
	−0.06
	−0.06
	0.03
	1.82
	0.07
	0.00
	−0.12
	−0.01
	0.00
	2.98

	2: MVCX1,MVCX10,MVCX3,MVCX2
	−0.02
	−0.02
	0.03
	0.46
	0.65
	0.00
	−0.07
	0.04
	0.00
	2.98

	20: MVCX1,MVCX10,MVCX9,MVCX2
	−0.02
	−0.02
	0.03
	0.50
	0.62
	0.00
	−0.07
	0.04
	0.00
	2.98

	205: MVCX1,MVCX4,MVCX6,MVCX7
	−0.06
	−0.06
	0.03
	1.96
	0.05
	0.00
	−0.12
	−0.01
	0.00
	2.98

	233: MVCX1,MVCX5,MVCX8,MVCX7
	0.00
	0.00
	0.03
	0.11
	0.91
	0.00
	−0.06
	0.05
	0.00
	2.98

	236: MVCX1,MVCX5,MVCX9,MVCX7
	−0.04
	−0.04
	0.04
	1.20
	0.23
	0.00
	−0.10
	0.02
	0.00
	2.98

	248: MVCX1,MVCX6,MVCX9,MVCX8
	0.03
	0.03
	0.03
	0.92
	0.36
	0.00
	−0.02
	0.08
	0.00
	2.98

	281: MVCX10,MVCX2,MVCX8,MVCX4
	0.00
	0.00
	0.03
	0.11
	0.92
	0.00
	−0.05
	0.05
	0.00
	2.98

	29: MVCX1,MVCX10,MVCX6,MVCX3
	0.02
	0.02
	0.03
	0.57
	0.57
	0.00
	−0.04
	0.07
	0.00
	2.98

	31: MVCX1,MVCX10,MVCX3,MVCX7
	−0.01
	−0.01
	0.04
	0.29
	0.77
	0.00
	−0.07
	0.05
	0.00
	2.98

	324: MVCX10,MVCX4,MVCX7,MVCX3
	0.00
	0.00
	0.03
	0.09
	0.93
	0.00
	−0.06
	0.05
	0.00
	2.98

	35: MVCX1,MVCX10,MVCX8,MVCX3
	0.01
	0.01
	0.03
	0.39
	0.70
	0.00
	−0.04
	0.06
	0.00
	2.98

	358: MVCX10,MVCX3,MVCX8,MVCX9
	0.01
	0.01
	0.03
	0.22
	0.82
	0.00
	−0.04
	0.05
	0.00
	2.98

	395: MVCX10,MVCX5,MVCX8,MVCX6
	−0.05
	−0.04
	0.03
	1.63
	0.10
	0.00
	−0.09
	0.00
	0.00
	2.98

	4: MVCX1,MVCX10,MVCX2,MVCX4
	0.01
	0.01
	0.04
	0.31
	0.75
	0.00
	−0.05
	0.07
	0.00
	2.98

	41: MVCX1,MVCX10,MVCX5,MVCX4
	0.05
	0.05
	0.03
	1.36
	0.17
	0.00
	−0.01
	0.10
	0.00
	2.98

	43: MVCX1,MVCX10,MVCX4,MVCX6
	0.08
	0.08
	0.04
	2.10
	0.04
	0.00
	0.02
	0.15
	0.00
	2.98

	434: MVCX2,MVCX3,MVCX9,MVCX4
	−0.02
	−0.02
	0.03
	0.49
	0.63
	0.00
	−0.07
	0.04
	0.00
	2.98

	47: MVCX1,MVCX10,MVCX7,MVCX4
	0.00
	0.00
	0.04
	0.02
	0.99
	0.00
	−0.07
	0.07
	0.00
	2.98

	50: MVCX1,MVCX10,MVCX8,MVCX4
	0.00
	0.00
	0.03
	0.09
	0.93
	0.00
	−0.05
	0.06
	0.00
	2.98

	526: MVCX3,MVCX4,MVCX5,MVCX6
	−0.01
	−0.01
	0.03
	0.29
	0.77
	0.00
	−0.06
	0.05
	0.00
	2.98

	6: MVCX1,MVCX2,MVCX4,MVCX10
	0.03
	0.03
	0.03
	0.81
	0.42
	0.00
	−0.03
	0.08
	0.00
	2.98

	60: MVCX1,MVCX5,MVCX7,MVCX10
	−0.04
	−0.04
	0.03
	1.17
	0.24
	0.00
	−0.10
	0.02
	0.00
	2.98

	64: MVCX1,MVCX10,MVCX5,MVCX9
	0.03
	0.03
	0.03
	0.84
	0.40
	0.00
	−0.03
	0.09
	0.00
	2.98

	66: MVCX1,MVCX5,MVCX9,MVCX10
	−0.04
	−0.04
	0.03
	1.26
	0.21
	0.00
	−0.10
	0.01
	0.00
	2.98

	7: MVCX1,MVCX10,MVCX2,MVCX5
	0.02
	0.02
	0.03
	0.46
	0.64
	0.00
	−0.04
	0.07
	0.00
	2.98

	71: MVCX1,MVCX10,MVCX8,MVCX6
	−0.01
	−0.01
	0.03
	0.45
	0.65
	0.00
	−0.06
	0.03
	0.00
	2.98

	80: MVCX1,MVCX10,MVCX9,MVCX7
	−0.02
	−0.02
	0.04
	0.56
	0.57
	0.00
	−0.09
	0.04
	0.00
	2.98

	91: MVCX1,MVCX2,MVCX3,MVCX6
	0.01
	0.01
	0.03
	0.22
	0.82
	0.00
	−0.05
	0.06
	0.00
	2.98


[bookmark: _Toc186633823]Note: MVCX1 to MVCX10 identifies the 10 measurement items of metaverse customer experience. The 10 items are available in the manuscript’s Table 2; the first item is MVCX1 and so on. 


Table W3.2: Item correlation matrix of the MVCX construct
	Items
	MVCX1
	MVCX2
	MVCX3
	MVCX4
	MVCX5
	MVCX6
	MVCX7
	MVCX8
	MVCX9
	MVCX10

	MVCX1
	1.00
	0.48
	0.51
	0.44
	0.43
	0.43
	0.51
	0.45
	0.50
	0.51

	MVCX2
	0.48
	1.00
	0.47
	0.47
	0.45
	0.39
	0.46
	0.45
	0.45
	0.49

	MVCX3
	0.51
	0.47
	1.00
	0.48
	0.46
	0.44
	0.47
	0.45
	0.48
	0.49

	MVCX4
	0.44
	0.47
	0.48
	1.00
	0.47
	0.47
	0.49
	0.44
	0.44
	0.49

	MVCX5
	0.43
	0.45
	0.46
	0.47
	1.00
	0.43
	0.44
	0.42
	0.44
	0.46

	MVCX6
	0.43
	0.39
	0.44
	0.47
	0.43
	1.00
	0.39
	0.35
	0.34
	0.42

	MVCX7
	0.51
	0.46
	0.47
	0.49
	0.44
	0.39
	1.00
	0.46
	0.44
	0.48

	MVCX8
	0.45
	0.45
	0.45
	0.44
	0.42
	0.35
	0.46
	1.00
	0.46
	0.46

	MVCX9
	0.50
	0.45
	0.48
	0.44
	0.44
	0.34
	0.44
	0.46
	1.00
	0.47

	MVCX10
	0.51
	0.49
	0.49
	0.49
	0.46
	0.42
	0.48
	0.46
	0.47
	1.00


 
	
[bookmark: _Toc186633824][bookmark: _Toc223167524]Web Appendix W4: Multigroup Analysis: Study 3
Table W4.1: Study 3 Compositional invariance test results (Group A ≤ 1 year; Group B > 1 year)
	Construct
	Original correlation
	Correlation permutation mean
	5.00%
	Permutation p-value

	MVCX
	0.976
	0.958
	0.926
	0.833

	User Well-being
	0.999
	0.999
	0.998
	0.376

	Metaverse usage intention
	1
	0.999
	0.997
	0.634


Note: MVCX: metaverse customer experience.
Table W4.2: Study 3 Bootstrap multigroup analysis (Group A ≤ 1 year; Group B > 1 year)
	Pathway
	Group A (≤ 1 year)
	Group B (> 1 year)

	
	2.5% 
	97.5% 
	2.5% 
	97.5% 

	MVCX  Metaverse usage intention
	0.50
	0.77
	0.12
	0.40

	MVCX  User Well-being
	0.69
	0.82
	0.45
	0.64

	User Well-being  Metaverse usage intention
	0.01
	0.34
	0.03
	0.38


[bookmark: _Toc510474712][bookmark: _Hlk80358223]Note: 95% bias-corrected and accelerated confidence interval. MVCX: metaverse customer experience.

Table W4.3: Study 3 Compositional invariance test results (Group A = Roblox Users; Group B = Sandbox users)
	Construct
	Original correlation
	Correlation permutation mean
	5.00%
	Permutation p value

	MVCX
	1
	1
	1
	0.226

	Metaverse Usage Intention
	1
	1
	1
	0.394

	User Well-being
	1
	1
	1
	0.178


Table W4.4: Study 3 Bootstrap multigroup analysis (Group A = Roblox users; Group B = Sandbox users)
	
	Difference (Platform = Roblox - Platform = Sandbox)
	1-tailed (Platform = Roblox vs Platform = Sandbox) p value
	2-tailed (Platform = Roblox vs Platform = Sandbox) p value

	MVCX  Metaverse Usage Intention
	0.047
	0.385
	0.769

	MVCX  User Well-being
	-0.126
	0.959
	0.081

	User Well-being  Metaverse Usage Intention
	-0.085
	0.699
	0.602



