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Abstract The purpose of this study is to verify the effect of experiential economy factors using
metaverse on the intention to accept advertisements reflecting new technologies. The subjects of this
study were those located in G Metropolitan City and J Province, and those who experienced metaverse.
From August 1 to September 10, 2022, 150 people participated in the survey without face-to-face.
Analysis methods were frequency analysis, factor analysis, reliability analysis, correlation analysis,
multiple regression analysis, and three-step mediated regression analysis. The conclusion is as follows.
First, the influence of metaverse experience on advertisement acceptance intention was shown in the
order of relational experience, educational experience, and escapist experience. Second, it was found
that the relational and educational experiences of metaverse partially mediate metaverse usefulness and
affect the advertisement acceptance intention. Third, it was found that the relational and educational
experiences of the metaverse partially mediate the metaverse presence and affect the advertisement
acceptance intention. Also, it was found that the metaverse's escapist experience completely mediates
the metaverse's presence and affects the advertisement acceptance intention. Fourth, it was found that
the escapist experience of metaverse completely mediates the ease of use of metaverse and affects the
advertisement acceptance intention. It is expected that this study will contribute to the construction of
a new platform in the advertising market using various platforms of metaverse.
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1. M2

wEpHAC] gt B IRY192 S H|tiH
AU AREE] AJZEo] 2t nlEe] YAE ERFS A
Aot 8ol A Foprtal itk 27ol= A4u|Y
of AH|Aet AR 5 A FGol| FT=E|YARE, A}
Zrofsh= 719do] S7telAA AYE dol gFet Ao
2 A= FAoR AN Sick vehAof digh
712 224 FAA 7N S AET &
Urh= A3t FRHE gPgo] 7hssithe ol 7]19lskar
uct. HEHAZE 3ol BA AEAE 71edoR
A5 =0l ALZloflA EEhd HEhH A9 EE-2 [
= o] AAE FH A wgE Aolrh. B=o] ml
o= M A} 22 TAY E3iEo] A ARE] Ayt
oA A 7e= BIoH & Aot

A A(XR: eXtended Reality)”7]& A17%49] 440
2 203047HA] A MAS GDP7F ¢F 1% 5,0009 €&
2 QS Zog di&E1, GDP A%l S4AA(AR)
F&o] oF 1z 929 @& AA 7|ojsi, 7MFEA
(VR) F-20] oF 4509 G282 5=t B3 g4
AXR) A 842 203097141 2F 2,300%F 1] L=k
g F=T Aog detal QueHl 2l F42 2%
T, EEAQ, Al, VR/AR 71& A%, Hd¥ £3) 7k
< " HAE ARG EEe] g 3R] A
7402 20209 7HI3 ARRIE Adskqint 2021400 5
= e A 7]ho] WEHA 7|4 Aol I A
AAS FE5H HEHA ERES SAI5H7] AR
o} F=9] wlEpHA A2 2021 9F 4439 $iQtoflA]
2025499l 4,5009] 9jqtog oF 108 o4 Z71et A
o= A=, wepHA AH|(2C)2F AFI2B), 2719] 4
27} w2 A A&k HEl e YA (metanomics) 2 B
e Aoz AGEH3).

LEuete QIEEQIHE Aol Breltelyl 7R
YEle} Zell=7} 2stu g fAE FA| Alge] 994
PAE APT 8ol Tt

Sy tAd mvo] 49 gito = <l T
o9} Bk5 mtjolrt adskarl QIAIRE, FAAPEE HA|
g SHoz JfHEo HAE Bl AR FEE 20208
2P HolA A B AP ARkE AFA|5kaL
o|F, F&EH199] §, HEHA S 5o 8 HAY G
I AR YA g R 7HESkE I QUoHAL

wep A oA W], AhAREAE, A, ofHH
&, S=g3AL AR LGHA 52 HlEf A

)

~

dehis 32 W 4 E B ofold A ol
A7 v 5L ST 1 4ES AFHAL wofeke
A ol87e] ABe FuttozA AkE IS 9l
o} E3 A BN BF0| KT MY e

a

detH A g0 iR Aoz #ekeg 7]
P27t Abde] ANkE AA|ste E3)ke2 At
AE AT i, WEEA 52 I Adste] 2
IZERIF] AAE B3 AlUA BES =X 3
1M = &5 5 7HEte S0t 33 W A=
5= HiASt] wEpH A o] 8Af o E S HHE o]
RIS deketal itk

e A A, 8, Ask ABlL, FHe A
o A9 E4e 7Y A9E RV BEEe 33t
o7 2o EE o8] Aeo] 7HIETIoIA A=
& 7H 2 FojHug AR APESLE AlmshiA =
gud e PHE FES o Ak

HEtH20] Ad2 o] 8 7hssHAl BAEEA A&
7] wEol shte] JEo® £ 4= Jlom, & de
ZA9 AP FH A ] WFA| WEolu oHIE I}
o 59 AATE 2 ot PAoE AHEHA 9l
o A9 AJE] S840 542 BiE AN Al A
2ol EEet BA= AolHal 5], AdAESIA A
AA 7S AEshe P2 ARlE S40lA 2] L
+ Ad 4] vAEo] BF oRE Thstte T
o= 2=zl stal ITHoe).

ojA Y feuh= HAE SF0A FaL Aol e}
ShaL glow, HEtAE A2 vltolz EofstH #
& ofolg] |, 7HFEZt 75, 7S 33 W FaL AA
9 B EREC R ]| MER AHAE 7551
aL Sl ARAR AlRelle 7 AEFAATE AL
2d, A8 JIEFIA, FHolE AL ¥E5S Fgsk=
& TAE 59 TS 5kl Sle AAolth

met s ddo] 73] Al Aetet] vks S
| 7P AIA s3] 2ol A= FZH]1 diEr A
oMM A2 A2 2, WA, HulH, 994 A
ABIH BAA A7 5= A9 & A 2 ZolH,
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ox O
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7192 A AA ol&2 7INte g AAH 7Kg FE
T & s A FHY vHAR S AFE Aot

A" A Al skt Z4AR EEAIQl 59 7]
<=3 g0l 7hsotEE 7MEAE WA ARt ARE
ZolsHA ko] o]&AteAl £2919] 713E FoT = 3
o} v A Fas ZHE U ofol’l vijA], e xmeEely}
AARE AFA] FE, SolBEAHA 5 A= 4E 1 5
o] AMEA AYE B3 AR AAL} dEo] s 7
A N A”l9] 5] QFHE) SHARE, HERA AY]
BAE 7I8te R gt Faro] IHE A= vvgk A%
oj2g olo] tigt A7t a3t AJHo|tt

olo] B A9 B wlefHAE 283 AFAFA
a1lo] A71&E w3t Fa $89wof uXE IFE
ASc= Aol olgfdt A+FE Boto] HEMAT} T
Fet EWEZ 8ot A AR A2 AHAE
FE5t=d 71ofstaAt gt ESE HlER AV 3FAL A
% QoI STEM(Science , Technology, Engineerin
g , Mathematics)#t 22 71& FHS & 4 A= 7]
AR L85 7|ggich

2. O|2x 1%
2.1 HEHHA M2t YSO=

2.1.1 N ZH 0|2

A AA(experience economy)= AS} AH|A
£ Thfste] $29)& A&l 27 oy, AHS T
ujsto] 4201 FEch= 429 FLxolH8].

BAA 7HA= [Fig. 113 Zo] HE&E F&0l4 Alx
F A= WAL, o]F RO AFo| AH|AE A
gEglor, Orhgos §RFY JEo] AE AR
WASHIHS]. AE A olE2 AdS ASp} AH|A
Qo= o8] 7IAE AlFeke AoR sk, ut
AREENA 7HE AaAZ17] 45 A7 elA A
AS FYottHs]. olHE AP 710 A&t
BAA 719k ZIoPAA A AA7E S5HE B
E AET 4 Al

A A o]&o] 5Tt o] T2 Av|H AF, LA
AY, 4294 Ad, oF A, w4 AL W, A
A, W5 5 TR AY Rofol] HRho =H] A5} A
H|Ao] gtk =84 Aol &&= ITH10]

of (N

d

Differentiated Stage
Experiences
Deliver
Services
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Undifferentiated

Market Premium
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[Fig. 1] The Progression of Economic Value

2.1.2 HEHHA A Q011 W9l

A2 A3 (esthetic experience)2 0|87} o}&
& 84F Ll AEEHA(11] o847t Addsol
Al &0l 7hett & 24o] F5E AEolA mlEl
{45 et 85k= Zlo|tH12l

TAA Ad(relational experience)2 7= Pine &
Gilmore[5]9] HEPHA Ao A=A k2 FES
Argsl= 2024 Schmitt[14]19] 34| A¥2} Brakus[15]
O] AB|H Aol FUsHAl AA€TH10]. T o]-8At
Ao AESl= A4 THSo] w2 A& oulstEE AHY
I AAE FRoke ARUE 243 dEfele 2=,
E3tet dZsto BEHEE P FFE ATHI0L.

A=k ¥ (escapist experience)2 AFA19] UAlo]|
Al Hlold ohE 89 Aol o] &A1 wEE RS
[e1o7 AZHTH5]. o]-&At ARl &gofA Hlof
Uil 42 971 Bk Eo] AR 23k Atk A
ojtH10]. 484 AP o= Ady usH AE B
t} o] 829 &Pt Fo] F=rt =rH13)

2+ A¥(entertainment experience)= 7 2
Feet DI FeEA 7P JssiaA &3t FHol
i, gvjet 349 Qe AR g, T T
=9 B 5 2 AL Boto] F5Ee AFeR
A[5], o] &AL Ao Qlsto] 7]&o] EA42 AJEi7t
AgElo] A& AgolrHi6l

W24 A|¥(educational experience) A&l
= A% A 9 Ve 55 A7) AR SA4
SO EA AFAQ] Zoy7t P = ofoF grH12]. o
A A AT ZETE 2R A Ve &5
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olAY thE AYATIAE vlepA AF 2AS 4
A A, dEH A, A A, 22 AY, 1S
2 APez FAEstal 7,101

BEGL dekE s o] g4 Aol Al AR
T =7k A Aidell18,10], A BELE of
827t 71§ BN SHe B AFo] AN
AFat 79 fASP AYHEE she Fole20). B
e olgAte] Azt Aot A w0z dlste] ol
879 et PEolEe] Yol A7) W] choyt
Folol 4 77} AgE3 YeH10).

22 Jla+82Y

71585 2(TAM: Technology Acceptance Model)
2 A& g4lo) mE ol A=Y & FE At
o|ZoltH21]. 7leE R Htjo]d] £8o%, A4
1} DMBY 895k, HHIY AR|A9] 89w 53 &
2 A=0] AP olgt A AxfolA 784
T} goldL Qg HEIE TV 41 £80%o] YRS 1]
2| 11[22], BAtd X7 Far9] 8o ko s JFE
HZH23]. F-8/93F Bo]/id2 o]-8AF9] HHtd o
gt B P mX|aL24], o849 AE Y
ot A JFF= vAITH25]

9B & [Fig. 219 Zo] thifAIgHgolA 7|82
4 Y2 o] &A= HES} e A5k HrH20l

Usefulness

Actual
Action

Action
Intention

Experience Attitude

Ease of Use

[Fig. 2] Technology Acceptance Model in a Multi-
Media Environment

3. g7 EA % 2HE

3.1 97 Uiy 2 A= 4

AN GFAAIL} J=of sk e A Y
A5 QAo g HolHEFEZ(convenient sampling)d}
o] AEXARE Aot AExRARE 202249 8¢ 1Y

AERE A 9719, o4 539, AFEREE 20 ©]
st 79, 304 359, 400 oJ4F 36oZ Ut

HEPAS B170] ATt Az 308 oY 62,
308 olAF 1417 wlet 417, 1A1ZF o]AF 2417k wlvt 28
g, 2417k o1&} 3AIZE BIgk 1478, 3417 o4 sHo=
Uelgt). olEo] Asshe FIFHS AE B 567,
59 AHE 289, AHIA QMY 257, AREA A A
209, 71golu]A] 79, 71el 14 o= YElitt,

(Table 1) Characteristics of Research Subjects

Category (N=150) N %
Male 97 64.7
Gender Female 53 | 353
20's or younger 79 52.7
age 30's 35 23.3
over 40's 36 24.0
less than 30 minutes 62 41.3
Metaverse 30 minutes to less than 1 hour 4 27.3
Experience 1 hour to less than 2 hours 28 18.7
Hours per Day 2 hours to less than 3 hours 14 9.3
more than 3 hours 5 3.3
Smartphone 68 453
laptop 18 12.0
ng:;zee tablet PC 17 | 113
Device desktop PC 24 16.0
game device 10 6.7
v 13 8.7
product advertisement 56 37.3
public interest information 28 18.7
Pref_erred service information 25 16.7

Advertisement - —
Types topic of social interest 20 13.3
corporate image 7 4.7
etc. 14 9.3

3.2 ZANEFR

HEpH A A 2212 Pine & Gilmore[5]17} A7+t
A 89S ol FL- 27, /3728, YAF129],
H2A[10] O] AR RAR=TE AT F2o 9A 5
“goto] AMESIGATE SR8l AWA A 35T, A
2 A 32, 42 AY 477, oFH AY 42T,
P A 3Eger st

B 89 = Davisl2113} IAHB019] 7[&44
T AFE 7|Hko g ojAjAl-olvlg 3113 HrgI[20],
ALS32001A ARSTE FAEFE AT FAof 9A
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AskAa, AELS Witmer & Singer[33]3} HJ2A]
[1019] ZAMETE AT SF4) 9 4755t ARSFR
o}, SH9 Rl 8ok 454, IE 45, -84 4
£, A8l 3EFo R A5t

= AEYS YAE 53 =2 He IR ¥
1-ollA] e I8y s o8 ATt 228 7t 79
< FRHoR = UATEE A5

3.3 ¢+ 74

HEP A AE-2 o] 8xHE9] AAA 7Ex|e}E ARt T
% oS He-oka34], 4HA9] FE-S FETHH3S5]
et A AP dEF2 A 3 g
H|ZH10]. 7le&sgnde gAld A7|&9 83
S A9t 0|20 2 FEoEE el HeEo| R84
I} ARg-goldo] gl ZHHECH36). ©] ol22 Ate]
AL Thto] -8219] g ejet wrto] ofsf A =u
Z2[37] A Bt Hl=S AAIT 4= ATH36).

J9ug gujA] oA 7Eeegnde] A
DMB, IPTV, ZHIY 5 theFst Ayt vltolE HHoks
o] 8A=9] Hie} Y5 FAoketl Fa% FFE Al
5317 HrH26).

o|9} 22 HMPATE FHO = [Fig. 317 2ol A+
13E AARI, g3t 22 7HdS AAISH

rO

Experience
R Economy Factors .

Esthetic
Experience

Parameter
(emme )T
Relational
Experience

E:
E:

4 Presence

Dependent
A___Variable O

J Acceptance
/ Intention HE

Tecapist
Experience

Entertainment
Experience
Educational
Experience

[Fig. 3] Model of Research

o 7HE 1. vEHA Al 8R12 Fa 89k 9
FE v Aol

o 7HE 2. WEA A 891 HEHA §-84S
7z FaL 8=l FFe v Aol

o 7HE 3. HEHA AW 8902 e A A
= gl pEQfeo] 9T v Zolt

o 7Hd 4 HEHA A 8902 A ARg-go]
g& R FaL 8o FFe mE Aol

3.4 2A dH
EAEAL SPSS Ver. 21.0 T2 7S 5h8510] B

Aot F5E(p)S 95% HIRtlA Elskeict.
A, AT o] 542 HIERAS HAsklth
A, 2 o] SEAS S 2R1EAE AAIS

a1, A== BA2 Cronbach Alphas ©l-85t3itt.
AR, &m0l tigt ZF W5 7H9] Hslske He

o} A= FBEARAS A
YA, 82l mA= et A A 2RA(HuH,

A, dg4, o=, w9 Ay JFES

Istaat A% HFeAEA S AAISHAT
A, dEt A AY 2913 800 BAeA

T84, &, A8l wijade gelshy] ¥

stof 354 HiiE]ARA 38l AAlskHh

= =
35 MK Q01 BN U NaT 2y 2
3.5.1 SEH9 201 B4 & ME|l: 24 Zut

(Table 2y} Zo] Z¥3] H[e}
u)d, IAH, d2H, oH, w8H)9] FEAR 79.314%
o1, A& AHo] 20.163%, TAA Aol 15.889%,
degkA Aol 15.881%, 224 A Ho] 15.129%, 15
A Ado] 12.252%=2 A2 SHH o= ERE

AZE 24 A= Cronbach Alpha #ollA Aol
Aol 841, IAA Aol .849, L& AFo] .880,
24 Aol .897, wF AFo] .861= eI

(Table 2) Results of Factor Analysis and Reliability
Analysis of Independent Variables

E Ingredient Variance | Cronbach
actor o

o|leo|e|@|e| ® | A
® al |.708

Esthetic a2 |.735 20.163 841
Experience | a3 | .563

@ ad 744
Relational ab .814 15.889 .849
Experience | a6 689

® a’ 729
Escapist |22 675 15.881 | .80
Experience ad 480

al0 .698

@ all .683
Entertainme | @12 .743

nt a3 155 15.129 .897
Experience | 514 551

® als 757
Educational | a16 516 | 12.252 .861
Experience | 317 A71
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3.5.2 ZAH40} P40 EME 201 24
A

(Table 3)3} Zo] FEHEHQ] 89w} vf7fss:
?l f-84, d&, ARE-8olde] FEARE 78.606%°]
1, 89%7} 25.303%, 787301 18.974%, @Eo]
17.357%, AR8-80]4o] 16.972%%2 A= EF%ich
AlFE B4 A= Cronbach Alpha 3ol $89%
923, -84 .887, &7 867, AH&-8ol4d .869= U
ERth.

(Table 3) Results of Factor Analysis and Reliability
Analysis of Parameter and Dependent

Variables
Ingredient Variance | Cronbach
Factor o
® | @ © (%) Alpha
al 776
® 2 | 746
Acceptance a - 25.303 .923
Intention a3 | 725
ad 776
ab .642
6 .753
@ a 18.974 | 887
Usefulness | a7 715
a8 441
a9 746
a10 688
Presence al 08 17.357 .867
al2 424
® al3 .580
Ease of Use ald 737 | 16.972 .869
alb .843

ARGt ZF WS 2H) Wstshe Wt =710
e A 24 A= (Table 499 £t

vEFH 2 Fal 8-0fmof] tiste] HERA A 89l
A3, A, 994, o2Hd, ¥8H) H(+H)9] 4
TEA7E Uebgtt. ot mEp A ol g0k o
Sto] HEp A 784, F24, AR8-8eld2 A(H A
TEA7E e

e A FaL -89 of| 7H w2 U 78
(782 2% YEIHAL, el 2 AEA(772), L5F
AA(719), TAA AH(703) 59 =& YT

(Table 4> Results of Correlation Analysis

1 2 3 4 5 6 7 8 9

1

6507 | 1
7757|6777 1
7807 | .6897|.781"| 1

796" | .6907 | 709" | 782" | 1

645" 703" | 678" | 6827 | .7197| 1

727" 7047 | 7177|7277 7277 | 7827 | 1

652" | .676"|.725" | 693" | .686" | .772" | 7417 | 1

Ol N[l |lw|IN|—

636" | 567" |.652" | 648" | .638" |.700" | 799" | .655 | 1

"X.05, "X.01, "X.001

1=Esthetic Experience, 2=Relational Experience,
3=Escapist Experience, 4=Entertainment Experience,
5=Educational Experience, 6=Acceptance Intention,
7=Usefulness, 8=Presence, 9=Ease of Use

4.2 MEfHA &1 28O0 Ciet 2|24 At

7Hd 19] WiEbA Ag 2RARKu]E, BAA, 993,
o, WEA)o] A4 P Sgoe] mAE o
FE AAH tEIHEEeR E45 Fil= (Table
5)°F 2t

S| A AR} S AAS, . L5 Lin 857 E
AHoR felgle HPH(R)OR Selskat thest
22 4L Agstel DBTARAL St

Y=G0t 61 X1t 5oXot GaXat BaXat BsXs

where, 4y=Constant

Y=Intention to Use,

Xi=Esthetic Experience, X,=Relational Experience,

Xs=Escapist Experience, Xs=Entertainment Experience,
Xs=Educational Experience

(Table 5)9} o] HY(R)L 62.1%(.62DE 3]F
Alo] g5}, Durbin-Watson #%e 29} 717to] Y
ERgon, FARMAGE 1.0& 235HA] Yo} thEFA
32 Qe AoE RIS

AmE Aol Fa 480w vX|= FFolAle
F3HAIS(Ho] -.038(=-.383, p=.702)F KTt I
o] it IAH Aol F1 48w vX= FF
o= EEZIAG(H)O] .306(=3.949, p=.000)F §-<]
S FgFo] Yehtal, d2H AFo] Pl =890 v
A& FFolrt=s BESAF()O] .197(22.118, p=.030)
2 oI5t ggo] Yehdth. o4 AFo] Fa 89
o A= JFoMEe EESHAF(HO] .090(=.903,
p=368)% FJ5t Jo] §iict. w&H Aol Fu
F8oxe X FPolAe EESHASR(9O] 328
(£=3.391, p=.001)Z o3t FFo] Hepsict.

o
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HEp 2 Aol 1 5golwe] v EEIAS
W7 w2 oz Felshd, BAA AY, 184 A9,
A2 AY 202 FFol Ue At vehieh

{Table 5) Results of Regression Analysis of Metaverse
Experience Factors and Acceptance Intention

Sta_ndard Tolerance
Factor Estimate t o Limit
Constant .901 .369
Esthetic Experience -.038 -.383 702 .263
Relational Experience .306 3.949 .000 439
Escapist Experience 197 2118 .036 .303
Entertainment Experience .090 .903 .368 .264
Educational Experience .328 3.391 .001 .281
Ap) 47.286(.000)
Durbin-Watson 1.874
Aladi. /) 1621(.608)

Dependent Variable: Acceptance Intention

4.3 MEHA REHO| IPEHEAN At

71 29] Hiet A AIE R1(HvA, TAH, dgd,
4, wsA)o] §-84L W= sho] Fal 89

o WA= JFFE AT 39A WA AES di=

(Table 6y} Zt}.

HEFHA a1 {8739 miias} Ao AR E= 3
AARE ohaa 2k

1ANA HlEbA AF 2R1(X), Xa, X3, X4 X5)°]
8Bl MAl= G R AT, 22ACA HER
2 A 89X, Xz, X3, X4 Xs)o] Bl 89%(Y)ol
U)X JF AR AF, 39ACIA |88l B 5
BOAE(Y)ll FYgt FaFol & woll SAAS(A, b
85, Ba, £5)7F BAHCR FORAE AT ol &
AHor [oloiH FEu7N, folobA] ko™ Ly
a3 lrkar & 4= Qi

Step 1. M=Got+81Xi+GoXot 5aXat GaXat GsXs

Step 21 Y=4ot B X+ 5Xot BaXat BaXat BoXs

Step 3: Y=8u+51Xi+8:Xa+ FaXa+BaXat foXs+M

where, =Constant

Y=Acceptance Intention, M=Usefulness

Xi=Esthetic Experience, X,=Relational Experience,
Xs=Escapist Experience, Xs=Entertainment Experience,
Xs=Educational Experience

3 ARG HEH(R)L 68.7%( 687 1
B, A Sl Ao Yo, #84

o] 3L $8olEe] H]A= FAZKIo! 5.478(p=.000)
2 9J5}ol(p(.05) 35 WiAHEI TR 2] S5
e

vletel 0] BAR AP 15kASH 2xkA0A 5o
GFol LRI, 3EAAE B S8 uX

ARKD°) 2.654(p=.009)2 frolato] Wepn2 -84
RRopRan Jebdch B8 vjes 384 A9
159} 29 AoA folg @Rgol LeRda, 3ukAolx
£ B3 $89% nAE SARKDC 2.765(5=000%
Soleto] werEs §84L SunaT} ek

A, Auld AY, QA AY, oBE AP o

Mz 270 F2a17) Fsisict.

> rIo flo ofm rSE

(Table 6) Results of Mediating Effect Analysis of
Metaverse Usefulness

Step 1 Step 2 Step 3
t 0 t 0 t 0
Constant 1.692 | .093 | .901 | .369 | .213 | .832
Esthetic Experience | 1.880 | .062 | -.383 | .702 | -1.263 | .209
Relational Experience | 3.435 | .001 | 3.949 | .000 | 2.654 | .009
Escapist Experience | 1.963 | .052 | 2.118 | .036 | 1.407 | .162
Entertainment Experience | 1.455 | .148 | .903 | .368 | .323 | .747
Educational Experience | 2.002 | .047 | 3.391 | .001 | 2.765 | .006

Factor

Usefulness 5.478 | .000
Ro) 56.534(.000) | 47.286(.000) | 52.343(.000)
Durbin-Watson 1.792 1.874 1.967
Alad. A) 1663(.651) 1621(.608) 687(.674)

Step 1 Dependent Variable: Usefulness
Step 2 & Step 3 Dependent Variable: Acceptance Intention
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Step 1. M=4v+81Xi+6Xo+B3Xst BuXatFsXs

Step 2! Y=60+8 Xt BoXot 53Xt BiXat GoXs

Step 31 Y=4ut B Xa+5Xot BaXat BaXat SoXstM

where, G=Constant

Y=Acceptance Intention, M=Presence

Xi=Esthetic Experience, X.=Relational Experience,
Xs=Escapist Experience, Xs=Entertainment Experience,
Xs=Educational Experience

3 FARGoIN AFH(R) 68.8%(.688)= 1+
B, TR AdE Qe ZoR YeEigow, A&y
o] il 8k HA= FA(H°] 5.541(p=.000)
2 Fostod(p<.05) 39A wiZNEAHRA 24 S5t
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o] YEhaL, 3dA0IAE FL 8% v
ARk 2.873(p=.005)2 FJote] HERH A
BEmAEIF deRdch Wepnao] dgF A
AL 2 AN A {3 FFFo] Ve, 3TA A
FaL 80 HA= SARKO] 581(p=.562)% 72
S} Qlot WiepH A HE2 v/ E I} bt
E3 HEP A 8A AH2 1949} 29A A folgt
FFo] HeEhaL, 3gAeA = Bl $89% HA =
AgH)o] 2.714(p=.007)& §-oJ5}o] HepHA @&
FEoH a7t Vet

SHARE, AWA AP eotd AP wifat 24
o] F=sHA] Fokglch

S

9/]

:

r 2
o
fF — rlo ofm o

ot
flo

-

rlo of

(Table 7> Results of Mediating Effect Analysis of
Metaverse Presence

Step 1 Step 2 Step 3
Factor

t P t P t P
Constant 2313 | .022 | 901 | .369 | -.078 | .938

Esthetic Experience | -.281 | .779 | -.383 | .702 | -.291 | .771
Relational Experience | 2.980 | .003 | 3.949 | .000 | 2.873 | .005
Escapist Experience | 3.721 | .000 | 2.118 | .036 | .581 | .562
Entertainment Experience | 1.225 | 222 | 903 | .368 | 424 | 672
Educational Experience | 2.098 | .038 | 3.391 | .001 | 2.714 | .007

Presence 5.541 | .000
Ao 46.363(.000) | 47.286(.000) | 52.652(.000)
Durbin-Watson 1.831 1.874 1.965
Aladj. A) 617(.604) .621(.608) .688(.675)

Step 1 Dependent Variable: Presence
Step 2 & Step 3 Dependent Variable: Acceptance Intention
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Step 10 M=go+81X1+80Xo+ B3Xa+ BuXa+B6Xs

Step 2: Y=4o+ 5 Xi+8:Xo+ FaXa+ BuXat BoXs

Step 3: Y=40+8Xi+8:Xo+ Kot BuXat BoXs+M

where, G=Constant

Y=acceptance intention, M=Ease of Use

Xi=Esthetic Experience, X,=Relational Experience,

Xs=Escapist Experience, Xs=Entertainment Experience,
Xs=Educational Experience

3 AEFNA AEE(R)L 66.9%(669)E L}
BN, o aAAdL gle Ao=E YEhton, ARS-&
o]AJo] gal =golxof mX|= BAIRH)O] 4.557(p=.000)
2 RoJ510l(p(.05) 3T vifSIARA 2o S5}
P

vl A 0] dH AH- 19AI9F 2TA A F-ogt
FEol Herdal, 3gACIAE B 8= vAE &

> rr

A Dol 1.347(p=.180)= 5-2J5HA] o} HiEMHA A}
ggolde ufE} ehd
(Table 8) Results of Mediating Effect Analysis of
Metaverse Ease of Use
Step 1 Step 2 Step 3
Factor
¢ o t 0 ¢ 0
Constant 2.642 | .009 | .901 369 | -.042 | .967

Esthetic Experience | .991 323 | =383 | .702 | -.782 | .435
Relational Experience | .971 | .333 | 3.949 | .000 | 3.830 | .000
Escapist Experience | 2.336 | .021 | 2.118 | .036 | 1.347 | .180
Entertainment Experience | 1.405 | .162 | .903 | .368 | .427 | .670
Educational Experience | 1.690 | .093 | 3.391 | .001 | 2.945 | .004

Ease of Use 4,557 | .000

Ro) 29.495(.000) | 47.286(.000) | 48.275(.000)
Durbin-Watson 2.107 1.874 1.805

Alad. A) 506(.489) 1621(.608) 1669(.656)

Step 1 Dependent Variable: Ease of Use
Step 2 & Step 3 Dependent Variable: Acceptance Intention
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