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[Abstract]

Recently, a lot of discussions are underway in the field of introducing new technologies about the rapidly
growing metaverse. However, the degree of acceptance of metaverse users at the beginning of the introduction
is different from expectations, so research should be conducted for the continuous use of current real users
and service success. In this study, we would like to investigate the relationship between four experience factors
according to Metaverse's experiential economy theory, and perceived value and intention to continue use. A
survey was conducted on metaverse real-life veterans, and 177 questionnaires were finally analyzed. The collected
data were empirically analyzed using SPSS 25.0 and AMOS 21.0. As a result; First, it was found that all
the experience factors of the metaverse had a positive effect on the perceived value. Second, all of the experience
factors of metaverse were found to have a positive effect on the intention to continue use. Third, perceived
value was found to have a positive effect on the intention to continue use. Based on the analysis results, the
implications and limitations of this study were presented. Based on the analysis results, metaverse should provide
and develop various experience factors differentiated from reality to users. In addition, providing an experience

environment and value that metaverse users can perceive will increase users' intention to continue using it.

» Key words: Metaverse, Entertainment Experience, Education Experience, Escapist Experience,
Estheitc Experience, Perceived Value, Intention to Continue Use
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I. Introduction
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II. Preliminaries

1. Experience Factors(4Es)
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3. Intention to Continue Use
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III. The Proposed Scheme

1. Research Model and Hypotheses
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Fig. 1. Research Model
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Table 1. Meas

urement Items

Construct

Items

Sources

Entertainment
Experience

1. Games and missions in the
metaverse experience are fun.
2. The metaverse experience is a
diversion.

3. The metaverse experience is fun.
4. The metaverse experience is
interesting.

Education
Experience

1.1 learned something new while
experiencing the metaverse.

2. I learned by experiencing the
metaverse.

3. Experiencing the metaverse
made me curious.

4. The metaverse experience has
an educational element.

Escapist
Experience

1. The metaverse experience
provided a different experience.
2. 1 forgot the time while
experiencing the metaverse.

3. The metaverse experience felt
out of reality for a while.

4. The metaverse experience
helped relieve stress.

Estheitc
Experience

1. The metaverse experience is
emotional.

2. Metaverse seems to have tried
to implement it like real life.

3. 1 think I cared about the content
design in the metaverse.

4. The overall atmosphere of the
metaverse was attractive.

[5,11]

Perceived
Value

1. Metaverse services are worth it.
2. Metaverse offers great value.
3. Metaverse has higher benefits
against the effort it takes.

[2,18-20]

Intention to
Continue Use

1. I am willing to use Metaverse
again.

2. I will use the metaverse service
as often as I can.

3. I'm looking to use more
metaverse services.

4. 1 intend to continue using the
metaverse service in the future.

[27,28]
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4. Validity and Reliability of Measures
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Table 2. Confirmatory Factor analysis

3. Procedure
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Table 3. Factor Correlation Matrix

Construct (1) (2) (3) (4) (5) (6)
(1
Entertainment
Experience
2)
Education
Experience
(3)
Escapist
Experience
(4)
Estheitc
Experience
(5)
Perceived
Value
(6)
Intention to
Continue Use
Note: The diagonal bold is the AVE square root value

0.830

0.307™ | 0.841

0.297"|0.305™ | 0.842

0.222"|0.2377|0.218™| 0.812

0.390™ | 0.420™ | 0.420 | 0.318™| 0.844

0.433™|0.393™ | 0.433"|0.377™| 0.575" | 0.875

IV. Conclusions

1. Hypothesis testing
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Table 4. The results of hypotheses testing

Hypothesized Std.
path estimate
Entertainmen
Experience
H1 —
Perceived
Value
Education
Experience
H2 —
Perceived
Value
Escapist
Experience
H3 g
Perceived
Value
Estheitc
Experience
H4 —
Perceived
Value
Entertainmen
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H5 g
Intention to
Continue Use
Education
Experience
Hé g
Intention to
Continue Use
Escapist
Experience
H7 —
Intention to
Continue Use
Estheitc
Experience
H8 g
Intention to
Continue Use
Perceived
Value
H9 —
Intention to
Continue Use
x?=180.796, df=114, p=0.000, x*/df=1.586, GFI=0.903,

S.E. |t-value|p-value | Results

0.219 | 0.076 | 2.898 | 0.004 | Accepted

0.167 | 0.079 | 2.127 | 0.033 | Accepted

0.219 | 0.068 | 3.246 | 0.001 | Accepted

0.214 | 0.070 | 3.033 | 0.002 | Accepted

0.194 | 0.081 | 2.394 | 0.017 | Accepted

0.143 | 0.082 | 1.732 | 0.083 | Accepted

0.142 | 0.072 | 1.963 | 0.050 | Accepted

0.219 | 0.077 | 2.842 | 0.004 | Accepted

0.405 | 0.099 | 4.099 | 0.000 | Accepted

AGFI=0.854, RMR=0.046, TLI=0.954, CFI=0.965, RMSEA=0.058
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Fig. 2. Path Model

2. Conclusion and Discussion
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