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L e §REE H0 2 AuAjo] et 5 SHEO 2 vk 20) 24 ARGl o] GFL vl A A
212 Aok}, o2 g0 2 vleh 2 Ak HAel A 2] AnlAhe] Alel2] mAUZ-L Selst At stk i o]
A T vlleb 20k AT AIRHER] A4 Ag oo G T PAHe) AYRloR A SIS A,
Uol7} An|zpe] A9l SAITH §5 SRE.0 2 k| 2.0] 24 AF§-o] iz Afolo] Aulake] 21 G847} 2|2 o] ¢
Fol4, BAE o] A%0 Wl A2 i Ze] 24T A2 2 AT dlZshict, ol A5 22 2t
7] Sisto] HPATE S0 2 G 71 W ATREAL BT, Lol SREA AR TE FEote] e LS HET 7

ol e 2HIAE ez HlolHE Atk S-S AARIAH. 7Hde 4% A3 /1 A2 A2 7893
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A2k o) ol el FHH 02 AgatEon, AZHH -G8 A2 o] Gl PAB ] FAAL FeFS nl A
202 SIE Uolr BAE E%O S S0 slepel o] AT A I BN A Kol

o} HEH02 A ST ZEO 2 wleh 0] 2|44 Aol Afolef 4l H0] 2|ZHE 84T A2k o] g
ol 217t 0e] BABAE 4.0 thAHe A9l 5714 A2l ol o] ke A8 Aol

mh:l

FHO : HEMH A, 7|28 2E, 2AFE, XEH A8E, AELIS /=t

I.AM2 AA AL & e A FARE Fde 7H
o] FME de 5 Al HorH HEA
e A(Metaverse)® 29 = 11 Yme o]  © 9 H WS, Al nido], AHHAUE, &
ook J2l20je WelMetyst $F S Ay EENE T WS Gl AwEa At 59
olgte ojmE AY GUH A(Universe)’t Z23E] FEArdolA AMAAES F5 EHELZA Y
o] TEo1% &/ o] 2(Mystakidis, 2022; Ramadan, sl 2o FEokal gl 2HAbEe] HA' 7
2023), A4 B2 AAe OAE AA 2gw == 88N 78ekl FEReR <l 4H]
At PEAAS ouFhLee et al, 2021). = 28] TS =N HAE goor o
e At el P4t BeE e g 2R WSHIZIRIA(Shah & Murthi, 2021), %
oz 225 FAATL o]—14 AAMAe] s 7 HEHAE GAE AN ABRE] S
o %xﬁ—a}_ e AL drgS i Barrera oot SIS WIAIA fFEAES AEE A
()

HU

& Shah, 2023). 7]%¢] WAoo = ?lgﬁ A7) Al oA E tH(Austin, 2021; Yoo et al., 2023). ©]
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of wret AmjIAES wEH A
Asolsl whelHeln g A%
F817] Slaf st Qe o8 Sol, o5 v
FYUZZ(Uniglo)y= teIF=iZE At

A Q1

ol 2} AXT] Q(Mojang Studios)2te] dHS F
3 el ZE =S ARG, npelag T
E W "qAE AlALE A fUS= wigeld
slstedch. E9h edel @A Ddce 74
(Gucci)= EEF2(Roblox)2He] F& &l 4
A 4] OAY WAL AT ZRAEE

Z13¥sAtH(Yoo et al., 2023).
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Weinberger, 2022), HEFH A9 THAH 7|22l
e =9ok= AFE°]l FE oF1 SH
(Dincelli & Yayla, 2022; Mystakidis, 2022). 4o}
7F frEArd e WOl wEtH Aottt o=
wzys SEdlAel Ao 9 Ad A8, A0
o Heba weF &, W A4 A9 Agt T
g0l FHAAS dFs0] F&2 £YHAL 2

TH(Barrera & Shah, 2023; Dwivedi et al., 2023;

Ramadan, 2023; Yoo et al., 2023). ©]2{gt S
A APATFoM= HEHAE {5 EHFCR
B8] T 4T Fel9) A7 Rkl
AL EAH. A& 7|0l WEHAE
frEwofol A &85 H SiM= ABlAREol H]
HUAE §F BRECRA A&HoR Ags
He Fol Bashy 7E AFATolM= 4|
AE0) olalgt A4 ALOEE ZAHIAE &
=2 Folo] A=A FlstH = Aot AdiA

o7 RESHIH

W AsEel g Qe BEE wee @
AR 7147 Begh gAY
o) & A9str] flsto 71& oE@(TAM
technology acceptance model)®]|2h= ©]22 JLX &
285t QJth(Al-Adwan et al., 2023; Oyman et
, 2022; Sagnier et al., 2020). 7| &8 2 o)A
r A]7]%OH EH?')‘]— /\]-_Q_;(]-Qq oﬂEH]—O o Z]71—£|
8T 4= ﬁo]ﬂoi—rﬂ A2t EHE

offf b o hu

o —H

A= fertal ArshH ﬁ71%°ﬂ EHBJ 7H
ool HEd e T ofF & Y= H-

(Davis, 1986; Davis et al., 1989; Davis & Venkatesh,
1996). L2y B2 AT = ARGl o
= Aol 7 Adgait ¥
i zgeto 2zte] B A=
o W3t YW AT Urk(Alfadda &
Mahdi, 2021; Oyman et al., 2022). °]&|gt 7]&
7ol 2 Wikl A *}ﬁZPPJ EEE

31 QJtk(Millar & Tesser, 1986; Ostrom, 1969;
Petty & Cacioppo, 1986). 12{4} 7|&-8& o
A Aot HEs dHA o= HI5H] wel
e gRdolne] Aelagel e 4ge A

st#olets B2 9let.
B QT GRS delA] weh 2ol o

oS FFT W ohiet HAATLI} FHAE

ARE Bests] glstel Fa=ch. 744



A&
2 Aol FFe F= FAAA ABgadd E’rv“ﬂﬂhlﬁré 7R AW R S o]
= MY d4ld(personal innovativenessy= AAsH 2t HAS Tl 2 dFIHE frE EAEL
et M dAEe Mz JEALE 2 Vs 24 WEHAE 2857 9% o]8Fol AR
= Potso] E8ote MUY Adez A9H A AAS AXSHLA .
H(Kim et al., 2010), 7]Q] FAlAo] = AH|zt

L JAAC A7EE 27 T Ao

=5 th(Agarwal & Prasad, 1998). H|EfH A
oFgt
o 1o

l‘lf‘ u

o}
d44 A7lese] sgHol FEE e
o]7] wj-&Eof(Barrera & Shah, 2023), 7Sl 414 1 FAO| A o] IEPH A
o] 2 AH[AE HEHA JeS S E
ANE7F F7F 4 qlek Bk opyet B oA Wet AL 1990 T AHeAaE Al @ 7MY
= AlZleol Hiet AQlel YTt AFA & A7k, HARE A ooldE T3 #EH AFH
AHE=AE A¥ste 7les8Rde Bl eR  wolade] 28 54 gofoltk(Barrera & Shah,
M AT wEbE o] iRt AHRRS] X532 2023). o]7]A] HEpH AL oftelz EIHE F
AHEOE Abolofl A Q1x] ZWHO] 8159l AZ4EH RSl 43 Atold] A Ei FEaE|FH s4)
€74 B AZHE o8 goldd Hix=Tt A&st AgeR HIEOom(Allbeck & Badler, 1998;

[e)

T =

of wi7id Aolzh= A8 WAYSS QIS Perlin & Goldberg, 1996), %7]9] WEfH Ao o
A Gk gobrt £ AL |5 ERdNA @ et spge] Bk Qs el AlA
7o et ey SHo g AAEAS HdAS o] }Ygog HIolI¥tk(Barrera & Shah, 2023).

A SHAT. AEAL ditdor wE gl AE,  o]F ggwao] digk 4L &t MY B3
=Y g tAtede] JHg o] (Athanasopoulou, o]k e A4S AAAolEHe EAo] HaA
2009; Rafiq et al., 2013), & W4 AtoloflA Yel Aol it & E°] Frey et al.(2008)-> HEH
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et al., 2005; Macintosh, 2007). HlE== 54 thi = 1o JEARA| A O] A

of digt 7fcle] FHA HrI=E ojn|slr] wjRo éE,iLO_E A3l 912, Dionisio et al.(2013)
(Ki & Hon, 2012), & dFoA= HEd SHO 3DE %L**El VIAAIE T HEHIR
2 IAEES A4t d+1E g5t UﬂE‘r £ HAFSHL Qlot. wlEH Aof tigh 2|

oot 2 OE%LOML o9 A=A :% 9 @Q—E T 7HE BRtolghe dAleA |
Aotz shgith. ¢4 2 ATl AHARY ot 45 AZAAole= NP EALS ALHL
iRl Aol & %‘?i%&i/ﬂ«l HEtH A 2 fEsta gl & wEkH Ao it 2419]
et Z]&A ARgOlLo] ojuHTt FFS F=H] Ol b A4 (extended reality; XR) 7]&S &8
AHHE 12t 5?"1‘3} ooz 2 doMe 7le st M @43 28 $4e §HstE
F8ndS vigo 2 217tE {5843 22 o] Ao 7 A Eti(Barrera & Shah, 2023). 9l &
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o], Lee et al.(2021)2 <QIEY 2 AV|&, 181
s A4 7] gdeR < EYAd ¥
7 o] E3Eo] yehd 7MY E o2 wE
HAS HARSEY Qlrh. ol A" wepH Aof gt
ME2 @7 AIZF shte] dAlH Ho= 4HE]
2= F351 JATH (Yoo et al., 2023), APEAS
&ofl HIEFH 0] Fgo] A[Xte] SFof whet Al
742 ZHolA EAAR] Wt QS Sl

g ok A AR =, 7] wigH Al ide T

O] 7Hd AA A et §HA, o] % HEkH
A e 7V AIAY dS ddE] v
AP 948 BHoR wHsg. © A
=, 2719 WEHA E2 &% 7P 33
olefs S4E AT U . o] Hehy
A= A %(Vlrtual reality; VR)¥} S74dA

]

N AEA EAo| 1Ex
B AE AEE B0l @A FEo St
A %E‘?l oftzt ARelAll Aoago] WSt
AL 7rZ3th(Barrera & Shah, 2023).
oj=et et A= A FARRE 42 Hd
Bub ofyel o] Thssithe HollA
2 Wy Q1A (Mehrotra et al., 2024),
FGollAe] HEtH A F-g2 FA7A]
T o|FofRA Qlrh. 53] Aokl A
HEFH A 0] o] AJds] o] Folxl W,
Aol M= et o] A o]o] oA A
TQLTH(Ball, 2022; Damar, 2022). #EtH
g fE8HolA= VR B ART T2
|2 &85t AB[AE HEH 2o 24
HE2 sh= Zo] 755 (Mehrotra et al.,
2024), &AH|Ab= 29 HAE AANA A=
UEtH= ofatetE Abgste] fEdal 9 1A
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BYHSH= o2 ofHIENET} ALRIA] A28
Y3t 4~ Qlth(Donath, 2002; Kim et al., 2023). 1}
o7} Wt Ae HAAFI AL} [AFSHA Amf
A=ziy Z2Aor He "olHQles AR}
T 7V AIAE Eoll ARA doAgol od
T L= Yt Mehrotra et al., 2024). ©]E
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2 AF3tcH(Golf-Papez et al., 2022; Gretzel &
Murphy, 2019; Han et al., 2022). WlElsA0] &
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Tt= o] o] Qlth(Mehrotra et al., 2024). E3F
gl ez BEe fEBAe] A
4+ 9E A7 olge AFHED. o
2 oA 3D #Fo=
del g BRe BUoRA 28T
f’j QYoo et al., 2023). HEFH
qepa BalE UEL
Zﬂﬁ‘)ﬂ it A FoE sl8sh=
20 O = (Accenture, 2022; Boyd & Ellison, 2007;
Goyal, 2024; Yoo et al., 2023) skt AR
oA 3D £EEG] 74S Aetel Thrdt o
dgo TPl dAE 9T 5 Ao
(Gartner, 2021; Yoo et al., 2023). & 5°] =%
e delel HlA|o}7H(Balenciaga)= HIT .2 Al
o 7HEAR] Epic Games?t @2lsto] AlY E&0]
ofofl Al Ald W HHE7F 28 4 e g =
A ofol'llS A5 th(Tashjian, 2021). AH|A}F
SHoME HEH s FEAA7E AlSst= B
Ao digt Fof7|8lE AlFshe olde 7M.
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HEIHAS 283 Q5 ZZo| X&E ALROZO| 3 7fols Aol gg | 5
2= nAofA dAZ tAE HE2A4L  al, 1989; Igbaria et al., 1989; Lu et al., 2003;
(Persona)= A|3ste] @xetel oyt fxd & Mathieson, 1991).
7k Atole] A&HQ n Ao 735 AFE 5 ZergRde oAHor ond PrEo
UZ ¥ oofle}, &AMt gAY HE2adE B AHske agle] FellA] Auls e o]
Q}5to] AfAlTre] oSk AElAS TAS 4 9 = (Theory of Reasoned Action; TRA)S 7|5to 2
E&5 A9 AEFS WEol AFE 4 Aok olx  FHEUAK(Davis et al,, 1989). 24 FFolE
g e A ATEHE Fo tiste] 1oz 2 Hikel PFS HSAIZIAL Jom, AET} H]
HEl o 22 & olFold & Q= 1/ 7l &, 9k, A5 A 942 FAste] i
35 AFL & AUth(Yoo et al., 2023). Wb F A ARSTAE Ao A= Adsta ok
EQA = fEHASE S8 o 92 4 9l o] (Fishbein & Ajzen, 1975). 7]&5 8RO AL E
23t o]Hd-& g55t7] flste] AHAEC] WEHH A AV]ES AREStE e FEol Qlo] HiEE
AE 5 EHECE 8T 5 JEE FXS HA 84= QIAste] xotsty Sl B ofyet
+ Zeo| Fasitt olggt A7&e] it HiEE Pk Ad =
2 QIS ARt & Ve R E2 Al7]&
2. 7|s+8R2H gt =g AdstE Ald 7|Hke] @2lS 29l
stz 9ls A PaolEolA FAHE AMF
2L 71&] et ARl 82 5T & 82059 A AT S st
ATt g 7ol ARE tiAAEolAl WobEe]  (Davis et al., 2024), o]t 4”&l it =
A2 Fe NS RFE I RS E 5 3Ue  E A¥Ysh F 7 4 adle=s A4H /-8
ZAolt}, o]y gt o= zZ oA AFo|A Atebd  A(perceived usefulness)Zt 2|ZtE o]g go]4
Ve MEdosA ST A4S Folal #A  (perceived ease of use)= A|FbTh A7 Azt
£ HET 71eS MNdsks o ettt aFAR H 5842 Jidlel B4 AlVleS ARESHH A
S ST = S W oofyt AlFofA FFt 7t 919 ] o] FAFE Aoj#tal AZste @
/YT 7les Ndoted 229 AYS & =29 AEE WIS, A4 olg Bold2 &
Mo sge £ Qe o]FHL HojgtthDavis A A7]&S AREShE Ao sl AloA & =
et al,, 2024). o]t o]f=2 At 40 FF W2 o] WasHA] & Aolgty ¥e ZALE UE
APATFo s 4421 A17E E JHFA 7 Wrh(Davis et al., 2024; Lu et al., 2003). 7]&4
= S @Asto] ARl ZleagE AYstr] o SRES B Q] UiF e A ¥ HE, ¥Fo
3t thofst o]2A AxES AIg] YthAjzen,  Eol IFL nAE FA | QF Q918 EF
1985; 1991; Davis, 1989; Davis et al, 1989;  o}7] §Igt 7|¥2 ZHst=d &8 (Davis et
Mathieson, 1991; Moore, 1987; Taylor & Todd, al., 1989), ol&= 7|a4gRdS S 7icle] Al
1995). ©] & 7|4 nde JHEA S @ dy dZ" QF g<lo] 4l7|&of tigt Ji%1e
g YAH A7)zl dig AQle] #8335 7t 48 Aol nAle TS AEE & dve A
A 7rAdstn Zpestn] Agke A Aiste B oA FQsi iy B 4 9th(Davis et al., 2024).
dx WolEofZ 1 QItk(Davis, 1989; Davis et



6| 5T H30H HM12

A5tal th(Lu et al, 2005). ©]<}
=

Rogers(1983)+= 4141 HRIE2

ot

al., 1999; Cowart et al.,, 2008; Jackson et al.,
1997; Kanfer & Heggestad, 1997, Webster &
Martocchio, 1992), A17]& $89x et WA
MAAQ EAL APgloz AAR ATES

dHo s HZSHITHLu et al, 2005).
Jildolels gole M=SHA ojdit= o
2 FRIZME Fote= Q1o 852 ough
CH(Hirschman, 1980). mr2hA] 7HQlo] oM t= tf
M= A2 Ak &2 7 Fsk= Aol disf ¢
apt A RIZI7E g4l = AdFe] ol Ax<l
215 YERdlTh o]2gt Zile] B-fot g4 A
T AR1e g4l = AAE A=Y F8

oF Asjgelog QA& Qlt(Karjaluoto et al.,
2019; Patil et al., 2020; Slade et al., 2014). 7i<%!
gJA1/do] thsll Agarwal and Prasad(1998)= X
71&9] goll 24& gFo] Az JR7ES
AEstEE JHQle] xR AL Atst o,

=g AQAAT ekt th2 Aol Ae
A5t ke 5 g A1) 918 B4 Aol
2 %t of

Aet A E4e 7HAe Aoz dist
Ql FAde BEA4er Qs |4l

e

) o,
e
55 Hir

Hol WobA A2 7]&o|
& Y5t (Brusch & Rappel, 2020),
e 4 Ue d"of dis) 9% &
HH-S-HcH(Lu et al., 2005). ©]2 <15) &4l
< 7leol 7L Qe fEe 7
A5 45t al S (Abubakre et al, 2022;
Cheng, 2014), 7144+ thgt Q14jo] FHH 0
2 GA4Ho] Aas gl BAT WA

57171 W Hth(Soliman et al., 2019). ]2t =

o > rlo ro 44 rix

——}

Holl A Q1 gAlAgo] =2 MR HEHAE
Zgote] 4MS ForN I 5 de S
A7 Ao But oz, HEHAE SE8513S
o A& 4 Sl "ol FFoto] Bt PdHE &
3 AHS 7ged Aog J=g 4 gtk gtH
Q1 FA1Ago] =2 el ®iskE A4 8%
4 7] wjZol(Senali et al.,, 2023; Tech, 2020),
A71&0] 7HAAL Qe AlAE EFAS FAISHA
U 52 Aot H3%S Ho|H(Cheng, 2014),
o] =2 Q1L YJA7ES AHESHHA A
2 &Fol Ut EART B2 o, oA |
A HAFygoez s sl 29dd HAH A
elS 4 d5H ®ch(Hamari et al., 2016; Senali et

al., 2023). whebd A9l FAe] B2 uf Aele
NEE BE] 95 Bag H=d HAA
Apglo] @A e ® ohet oslel FHA
Q) A HE AR 4 ok ol A

st}

2 g A
gol Edom Qs we A FNHS A &
e debs J14S B9 45 SRES 4
T 1 /e BES] 93 moln wt
QA7 welo] APEA P Ao JZT
itk ol 414l e A 13A e



ZNQIT} Bl ste] 7]leyt HRE FJHE FUsH
EHEE g 7)ol diste] HL g4
A3-& PAdotal(Agarwal & Prasad, 1998), A&
1 4RSSt AolE JHAA §loH
(Cowart et al., 2008), Z}412] ztot G| Ao digh
AWAT  AAS  §A5HET FthRoy &
Rabbanee, 2015). wata] Ao =2
M2 71eS A@otaa o= F914-2 nhelst
7] QstH, 9] BHES SEot= A
ot AEAYE FPsH] &
2021; Wang & Yan, 2022). ©]2]3t AH= A7
= o|&ste W AVese 01%3}04 Ely
AWE BT x5 Hr o
TFolMde w29 7HE& *”40} E‘r

o Nas
SRRE

=
719] 03%1011*1% A5 *J%‘Oﬂ*i *Jﬂ%—% ’Z}%
& A IS 5 U A 4 A, 2 52
olu]| 5}t A1 9K Davis, 1989), ©]3-2] ALo|AL= 2]
A Aot =7 o1 B AV |eS &
SN A 5 A IS SHAA T
2l Avtg 1 |

et al.,, 2016; Daragmeh et al., 2021; Singh &
Sinha, 2020). AH[AF= AIFQ A7|&S AME

b I Sy [ S

o)A Qok A A wage
%ﬂh BT A dse Agd E ofY
Ao M= H7IScHLu et al,
APALo| A= ot WAt QAo
AELe] 8 ZFET S Felsta Q)

oS E©°] Calisir and Calisir(2004)2] Ao A=

N7 ALgare] A7k §-840] mEo] 3
o7 ZH25t7 9)8-L Sl 9l 0™, Al-Sharafi
7 Aula Aol 2t

22 37_11 A7 F7tE =
1stedt(2024)— s <]
o] 27 41

Lo

¢

n > R
L 30 rlo
o oM dlo
=
R
N,

PG

oz &gsto] 2 .FE T
22 gyete Aud e Aol
2 SITHAIl-Adwan et al., 2023).
5 EAECRA S| e

TH9 7|5

&ojo ok
U o
o)
2
>
Jo

o,

)
lo

M g
N
oz
10
B
of,
Fk?l
mlo

o)

&2or

(Dwivedi et al., 2022) u:}aw AH| A=
tol o 7Hde] adEdE ¥

o
=2 =
£
= N

e [y o

) OOHI‘]

lzl
=
2 o

ol
2L

N E o i o > i oo
J¥
(o]
o

il ol

ok S
m]{ OlZO E
ot

)
i)
)
o,
ox,
ot Jo
fll

RE

rEl

o

<
L B
L

=<

o

Q

al., 2024),
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et al., 2018; Srivastava & Kaul, 2014).

S A2 ol§ golde A8At 4l 7]
st JEAGEL SAT ) FUH 12 o]

ool Awo] tidt Aele] BIHE vrehe

—

of g

0% w2
flo I'UI'U
ins
Lol

i)

N

N

rlo
le

rg

=2,

>

lo,

r



8| 5T H30H H1%

(Davis, 1989), AH&A7F 41 7]e& AHESH] 4
ol g §ig 7]l e Bol F7t

Sl= o2 7}A3cH(Tahar et al., 2020). W ERH]
o]§ gold2 AHEAL H

2}
It 7lee HA ol8d # Aee ugtt
(Al-Adwan et al., 2023). 5 ZHE o2 HEt
HAE E8ote AdelA Azte o] gold2
AREZL7} HlEp Ao A &85k Aol o]¥A] &
A HEPHAS FESH] Qe 2 ko] das
2 gt L7le Az HWIFSE 4 Qtk(Yu et
al., 2024). A17]& 9 oo 7]Hket Af AH]

= FJJ%O olAde] AFLA] ERAYL &2 of

6}71] 1 = < ]75. ’;‘Eﬂoﬂf\i
ojg|-Zo] WAt 417]& & o] 7|9ttt =g
Ae| 2o tigt B3/do]l F7 oAl Hroh(Mikolon
et al,, 2015). A17]&3} ofof Z7|RFeh AH|A9] F
7He B A4 e S7HA7IH, AHR)
+ O &5ty flo B2 &9 QAAA FHe}
o5 Ag5t7] It AHde 27SHA H(Kreye
et al., 2015). I1Z4E50] &

+ AB|2e] digt B5HAAE slastA] X5
2 & AEskA] ESHA Hof T 9 Al
T 22 TAEE 8<dlo] %
Anugrah(2020)= A17]&
oA 7]l digt A2t o]-§ §olA

Kol
\gl—é—% Z7 7110 Q&S Sl o, Wistedt
=

Al
(]

§ gol4o] WANZS Fof BAH Y]
FL FE AL AFST gk o AY HPAT
ML A71& BAY A7E ol golye
BAEY $ES BY & 9eS FAtT It

o]

fr
=
D
)
[
3

& Aol AE S A8
oA HAE TeHE
of olg golgo] dotx|A =
A 714e BEH= Aol dF AXH Ao
Ags] £nET A0 7159 g hF o
a7} ot 7]

S
&=
A

ek 6
st

t

A Slse] Fi dae Ass e B
oPUet wlErH A0 F1&E 275 BEeHA 2
O Qo) WE g ARt ot HE 214
4 A49e Wag sk A4S A8} He
2o B o] A T o] el olf
AH|ALY] A2 o] § Golde WAEH 2o

IAH oz 285} =)
£ Q7oA olelst ZUe Fgstel e

g A,

N

714 3. R & BEUELEM HEIH A X|ZE F&Y
K=Xn] ol

t2 4 7S EHNZ22 M HEIH A X[ZHE 0|8 &
o2 A2 385 S¢S 0lE A0

i
o
fru
ol
el
=

O,

= =<
o™ (Chen et al., 2013), F A Aol 2]
< T TASHAY &2 T

i,
Hoox ok

oz odd Koo M omn o

L

0L o2 oo ou
o
%
o,
2
=2
Rn i
olt
-ol,
2
T
L
X,
ro,
P
N

g Mo
o,
N
N
oli
el

o]th(Crosby et al., 1990). wHatA]
Ao figt 83 9 7|gAere 2EsH=
oF 70 UTh(Chen et al., 2013). o]2{gh A
de A8 7 At 71 Atole] ¥4
2k oby2k(Naudé & Buttle, 2000), 713} 4-H]
wetof| 4] A (Adjei & Clark, 2010), 4H]Zte}
BAS Afolof A o] FHA(Xie et al., 2017), A%]o]

avlAet 2etel £HEAE Aol Y A

iy
HH

o

—



HEMHAS B3 Q5 ZHES| XSH ALRO=0 Th3 QAo g | 9
A 2oty Ao BAEEE S5t ol i AEHe2 BAE fAsHIE &
o SHIsk] Qs WARES A5k a9l o & oulstH, WARAE Sl 7HXE 1Ak S
sto] thoFstAl Aletstal Qlct. o E 59 Morgan = &7 & Yt (Moorman et al., 1993; Morgan
and Hunt(1994y= A% 9 2¢le pAZ20] 314 & Hunt, 1994). =2 TA 2] FA4 & Fx]2] 7
Q9107 AQkslal ¢l S, Storbacka et al.(1994)= oA 71 HHE PFejolw TAE T3 EY
T 9 =9, AT, 2SS WAEEY aa = G5 floiA 4 5 ol Tt A
2 gkl o Iy #AEES Tl 9l 20| AP A o]FoA= Aol Bastrt
= T2 AFoAE Alg] 9 gk 549 A 7t (Dwyer et al., 1987). T3 &2 FAH A
A 29 IAEES vtgsts AR 84 et BEess 2AY # ofye BAE Fl
7FEskal QIth(Antwi, 2021; De Canniére et al., T AFAQ BHAS dS £+ Qg stegte
2010; Yang et al., 2010). TAE FAo] HAAE 2ok A2/ dF

A2 23l

AZAol gt A

o

an)
=
o
=
ga
o
S
o
e
'\/
=}
—-
o
N
—_

o,
of >
reh i N o i

ol 7}

word o Yehs gddoew A
TFEot BAE THA7]7] flsf =
e th(Hsieh & Hiang, 2004; Morgan et al.,
1994). A=E |47 AsiM= BAE FAst
He iAol diet AF7E stge] Hojop st
(Doney & Cannon, 1997; Morgan & Hunt, 1994),
A= o] o] FobAH A gl tigh &40l
A8 B ooty FA=7F 979 th(Chaudhuri
& Holbrook, 2001). FFAH e 2 =L HAE +

—

Lund, 1985; Morgan & Hunt, 1994).
ol ARLE P TAAE] 54

Fo2A 9 HEH 2

Z
S

Hir

SeEo ey weh s
L ot ZA 54

Ut Aoz dzd & 9

g7}
oz AT
8] %
HAg A
EA5E
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pu—
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)

el
=
Z1

Za
S

B

o2 AHgoH:

I~

=

FolAdE theol Hae Aster,

=
=
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ZTXIO O
EEE#%

ZM HEIH A XEH AL =0
= 02 AoIL.

7t 5. HIEFH 20f TSt AFEXLS| 2HA
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ATBolAL Ale] Hald Aol Jee v
= A (stimulus) 2915°] 7] A (organism)Z} Q!
A E Bl s elets TS (response)= ©]
Zol Qeiel BAL BHSE AR /A5
3 o™, o]F S-O-R modelZ2 HAHsSt Act
(Mehrabian & Russell, 1974). S-O-R model®]| 4]
Aol QS B2AZIA sk 890 & {7
AA Q1 A0 e E AdPst= alolnt. o]t
=2 Mde S oRA SRR ofyet
(Kabadayi et al., 2023; Schill & Godefroit-Winkel,
2022), 7HR1e] AAolt EA, AH2A 8y &
ol QoA 5% A=dHE &4t & + 3
= YEZH a9k EFHrHAlanadoly & Salem,
2022; Lee & Gan, 2020; Liu et al., 2023;
Palamidovska-Sterjadovska et al., 2024). =3+

AA= A27 A1) BF Aol WAt T

O

A2 Sdoln, A= tigh A=A, /124, A4H
Al QR1ES ¥ttt npx|uto 2 whg-o {7
Ao e Soff stz PsH Z2AE 9n
SHh(Chang et al., 2014). &2 Aol AetH 7}
A9 F70E9] &A= S-0-R model®] o]E7
TR AAAA 4 9ok il FAA4e 55 B

4

=
AL o2 A 9] HEPHAE A= AREALS]

22 ghgo] AP 4= Sl WHEA aglo]H(Lee
et al., 2022), T2tA 2o &35k= Qlo|tt E
g A7E {8441 AZ4HE o 8o, BAE
Ax Mol Al SHA TAYsh= 8
Bt ol 2l Antwi, 2021; Davis, 1989), 2]
AR P SHO gglez A

Ith(Davis et al., 1989). Hat ol]z} o]z|3t

o 2 1o rlo
A

B VA A )

AN
ge Jlesgnds olgd Txety AAY
ok o] & Hig o g 2 AFoMe d&TtsilE
Selsh] 97 el A4S Askar.
7Hd 6. XIZHE SBHT BB A HALD
S EBUBo2 M OlEAS NEH A8 E
2 oisxoz ojsig Holch

=
0 golyd




72 7. X ZHE 0| & 80l du H#AZE2 4 Mg Tt AZRtehr, <o AE ZReiA 4l
1 /RS EAUF22M HEIHAO| X|HH AL

o|EE &Mooz nj7fE Z{o|LC}

~ =

oAtk A7)
2 Aol Aokl S Agos <1y AZE ol§ §olde wEehag AMgdtel &
1>9] ATmAe At Fote e sk, “ue A 59
493k g A ol 4 ek, e
2% w5 AHgste] agshe Ao dohd
m A+ VA ggow Z4Ht BY BARAS 5
Aot S1a w9 AlE, B9lo] BAED 319
1. FA7H 0 Y3t ME 2 ars AYATE vigor Z3RYGS A

o|N
o
do
e
-

AZ= Ma et al.(2022)9] ATE HIE
N

. = g1
B APoAL VEsgnde FHos 45 USISt LE8)(2022)9 Oﬂ?—i Ao 2 i

ZREo A dlehH Aol %A Apgolwe] A EHHAE FRT Aol diE wES =an, <y

A G440l HlAE Jdgg ATty A" T UEHAA et Al l ohah wrEgict,

24 9 279 ol gol4, WAELe] mAY M WIEHAS Sl £ o] dRld AH

& alsheA] Blsknat stk ol & $15) ot 7 u}u WM B AHgEtA o,
49 d7rds 445 “u=
15

of

e

s viEAsh AsgEe A
Foigold @ U= dlEbEAdq ATeke AE] FHE 4

s F@nr, Uk dEEMAE S8 SAHs A

7]

85 237k 9] AL S E AT Aol w50

goto] ARgstaer ¢4 AN A4S SAst e AT 5 Aol 7] 2Fe Ao
S13] He et al.(2018)7} Lashari et al(2021)9] & FTh == FAQ1(2021) H A% 2](2021)9]
TN B ZAHAAE = 4712 BFL Agst 97E HRCER ‘U W7 AT dEH
A, o)k FAHoR “U= Yo e vlmz W5 B2 ofFe] Aok, “u= W7t At HE
A" Y2 71ES AFgsts Hookr, «up= af WA dis) 2 BAHS 7ML ok, v Wb
2 714L AYs= AL Zolgithr, «up= A BT HIEF 2O tis) A HART o] 3717
2& 7% & AP, U R Jee = F= AR mARe R, e As &8
Agsts Aol wAglo] flok olth thgew ¥ e SHES A& AHEO ke Singh et
HeEtH AS 885t 95 ZZo] 27y 984 al.(2021)2} Ma et al.(2022), AT A] £](2023)9] A
W} 2|2t o]-§ 8o]Ad-2 Davis(1989)e] Aol TE HE O R “UEe HEHAE S8 a2
AFeE B3 viegto 2 =A 5|9t} ;Liﬂm oz  Z|HeE & oAt “Ue 4BS o HE
AZtE 4840« 4SO wet HAS AL ARE Aoty “Ue &5 HE
sl Al ogsitty AzFgt “urL uﬂ 25 Tl AEe A Aolvh e 37HA] £
B AS B8 Wa2y 474 498 4 Qopr, o = AR SESAH. RE AEEd2 FAE
= o Aas So) 44e §8Ho2 3 4 gl (Likert) 53 HES F3 SAEA.
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2 AFolde HNEe S5 fel 22t
A AZEA AZ7IEE 2835t HlolHE 3

SI7L Sero] 24415 287)e) dlolHE Al2ls
° 2

Atk Ao AHgE dlolH o ITFEAHY EAS
A JAJo] 187 (35.8%) 22 oA 3357
(64.2%) Tt A3ek. Aol Z--ol= 20H7F 209
H(40.0%)2 7FF Eta, 30tH7t 2087(39.8%),
40Ti7F 1058 (20.2%)C.2 gel=|gich 257t
255 TEste] 2009 @ o] AolA] 400t
2 ujgto] 236 (45.2%) 0.2 thpE AR5,
2005+ @ \FF 1077(20.5%), 4005 ¥ o]AFo]| A
600%F 91 1|9t 1017(19.3%), 600 Q1 o] Aol A
8007+ ¢ 1|t 507(9.6%), 8005 ¥ o]Ato] 2878
(5.4%) o2 AL SHALS] wEfH A A}
£ Hizel sty 4 13 m|gho] 213%(40.8%)
o J Wk, o 1304 33] Atolrt 1447
(27.5%), 5 13]91A4 23] Atol7t 659 (12.5%), =
23]0l A 43] Ato]7t 599 (11.3%), & 13|04 23]
ALOI7} 4178(7.9%)2] &A= YERgTh npzjeto
2 {5 EHEo=EHN Ao & v B
JNAE EFSH= 5o Rt A AHEES
Aol 2 SHAE 35982 HA| F 68.8%F
Zlstg o, 2ESAE 136'9(26.1%), ©]ZH
L 997(19.0%), AIZAEE 36™8(6.9%), H O]
AR Fefo]Z2 57%(10.9%), 71EF 98(1.7%)&
]

Iv. 241}

1. #87dofl gt M21d o EpEd

& Larcker, 1981; Nunnally, 1978). $HEIGAL
CFAYA Yetd mdle] Hg: 249} g7 Zt

Aol tat B2 YN BAH Fo4E,

0.5 oS Uetl=A1E ERlsto] TgAor
7} 90 W (Hair et al., 2010), THEFFAS 7}

st7] fJs Ztzhe] AR g AR A
A7de] AVE AlF 362 Hlaste] AVE Alg
= ol o Aglst=AE ]It th(Fornell &
Larcker, 1981). ?tH, 2 oA TAZEES

=

S75t7] flof wrE A=, 295 2344 A48
9l(second-order factor)C. 2 XSt wEhA
2 AFNA = 21 aRIEAS Fastro oF
A BAEA iRt 221 1A QRIEAS 79
Stof Wk A=, =<0 Ao #AEES T
Ast=2E 2159l thHair et al., 2010). THAE
Aol it 22F 1A QRlFAS At Ay B
4o Ag+= AAFoR #8715 oEo R

SHO1 ] QI TH( x 2=90.04, df=24, p=0.00, CFI=.982,

GFI=963, NFI=975, IFI=982, TLI=.972, RMR=

018, RMSEA=.073). E3t IAIEHS FA4ot=

Z17+0] 519 Q159 BES A= FAAL
=

2 f95t3lal, CRI AVE 2| 7]&E2 425}
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ATk <;E 1>o|A BAZH digt 23} 1A @
A ] AE A ST

CFA BAZA7 2do] ALl x2=832.56(df=
220, p=.00), GFI=.871, CFI=.933, NFI=911, TLI=
923, RMR=.032, RMSEA=.0732& 3}¢15]g] o H
Hutdog 49 7].&01- Fog qE}u—ﬂr u:@_},
7 FANE Y] ERA TS BE3 A= T

Hog folgt SEolglon, A4 U SUeY
o A

ot otd, welgA-S Blsh Ax ZF LAY
O] AVE A& ol 4 WS AtolollA yret
o ATEAIRE B AslskE ZoR FRIE I
waba Aprdoe] W LA E] A
of tigk A=A} etdA-S SRS <E 2>
AE Z91d @ARNANE, T3 <E 3>4
= wdEedAd 29E 2ld 4 Qo
2. 71448F At
B Ao ME Axrdofs AAH ZAFAZ
)

o Ao BEe] 919 FEIRA 2U
(structural equation modeling: SEM)= €83}
o FEEAL 5T A1Rde] RdAPEE
AmE Av x2=1,174.29(df=225, p=.00), GFI=

38

A= 7 %
o= wwom

o] 75 ZHES

/?-)] 7

>,
2,

=

o re i o rl
o[N
N
N
>,

)
% o
oo
9
ox

_1_401'm

rr ru*

sho] A1gAe] A9l &
hahﬂu Aze g8

A

A
)

T, 7 28 Bote]

oA slhie) 712)
aOE 041—0}%}

oz a%fz_ 2 opget A
stols

ansc, abie s M SIAE 55 29
T

o4 wEpH 2ol ek AbaAte] TR

N
N
il
filo
b
IN
o
ol
o
>,
Obo
B
lo
=\.‘=
ro,
_l&
o_>|:

843, CFI=.896, NFI=.875, TLI=.883, RMSEA= 22 A8 oL E ZIIA Ao 7 o5ttt 7t
0902 gelEgon], AutHor »87bsT 4 A 59 BAATNE @AED] A&4H AgE
T2 el of thet 2o FHHo=z gt #ab ofyzt
<E 1> 21532 22} &1 QQlEXM
oK \ CR AVE Cronbach‘s a
HAZH 0.970 0.916 0.939
o= 0.963"
Alg| 0.879"
=¢ 0.925"

X=90.04(df=24, p=0.00), CFI=.982, GFI=.963, NFI=.975, IFI=.982, TLI=.972, RMR=.018, RMSEA=.073.

“p<.01.
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<E 2> 01 2018 M 23}
TAoNd \ t-value CR AVE Cronbach‘s a
0.732 -
THol SHAIA 0815 16.863 905 706 844
0.808 16.843
0.682 14.391
0.843 -
2|2tel 228X 0.807 21991 936 786 .890
0.807 21.890
0.815 22.142
0.809 -
2|z 0.772 17.796 .888 726 822
018 &0ld
0.741 16.916
0.757 -
0.767 18.647
0.722 17.417
0.791 19.138
A=A 0.826 20.112 965 755 939
0.835 20.288
0.837 20.483
0.798 19.268
0.817 19.848
0.898 -
A& AR E 0.893 29.825 948 860 819
0.834 25.727
x2: 832.56(df= 220, p=.00), GFI=.871, CFI=.933, NFI= 911, TLI=.923, RMR=.032, RMSEA=.073.
<H 3> THEEIEY At
M SD 1 2 3 4 5
17Kl S4lH 3.677 0.666 840
2. 2|2tel 24 3.189 0.861 177 887
3. Z|ZtE 0|8 204 3.327 0.805 196" 519" 852
4. HASE 3.123 0.778 1827 4717 4227 .869
5. A& At2o|E 3.239 0.935 228" 584" 488" 569" 927
“p<.01
FAHCE [Fo0HQl Aow YEYTH(f= 0.762, o <® 4>E Sof 2% nasg 5t
p<ol). ol wiet M sE FHEHom A= AP Aws FAT 4 et
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<E 4714435 21
Path cit:flili(iii‘zlint t-value Result
H1 7HRI SAle — 2| 2HE RE4 448 8.535" Accepted
H2 ZHel Sild — 2[2ZHE 0|8 80|14 506 8.787" Accepted
H3 A4E FEH - HAZSE 616 11936 Accepted
H4 A|24E 018 BolY — HAFZE 317 6.407" Accepted
HS HAZE - ASH AEL 762 15307 Accepted

= 1,174.29(df= 225, p= .00), GFI= 843, CFI= .896, NFI= 875, TLI= 883, RMSEA=.090.

*k

p<.01.

?]5te] Hayes(2017)7} AJAI$H PROCESS macro &
& &85ttt PROCESS macro WH2 HE
AE#d (bootstrapping) HAS 7|Hto 2 sl 3
A2 wj7HET}H(a three-path mediated effect)E A
et 3 AR wi/fave ddo] mienE &
gsto] gl 4= s ¥ ofyel, AH o= A
Al w7 IR ANE HAE Sk A
7Hs-olth(Taylor et al., 2008). & Ao A= |2t
H §-84 AZE ol gold, BAZEY] i
gelstz] flsf AHRRe] HQ] A
AZ oA HEH A0 Z|&52 ARG
Ol Afolof 2|ZtH {871 WAEH]

+ BECH 6 AZ4H ol&
At BAEFHo] AEHo=w wiioh= HE(H
nel 5 AN Aze Hae AReAd E¢
PROCESS macro model 62 A=i5}31 500071 2]

AMELI 95% 5720 REAEY TS A

MW

WS
&

op b
e}

re

AT % ek,

oo A7 olf Goliu PAEAY
SthE 42E 16 g8 xol A9l H4l
A, M1 A17He ol gol4d, Mol TAEA 1
23 Yol %4 AFGOIEE 47} Felste] B4
o skt £AE A AT A5
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<E 5> 2|ZtE 84t BAISA A%

ChSOi7H=2t 22t

Path coefficient Indirect effects
2+ 22
t(:‘??é_/‘;‘_l 2t 7;'0% 2 Tf-g jS ; Estimate Cliow Clhigh
0l Si4ld 3268 1724 .0804"
2|z2te e2M .5904" 23307
24A =2 7343"

Total indirect effect 3444 .2480 4373
X—>Ml—Y .0761 .0399 1193
X—M2—Y 1266 .0751 1814

X—Ml—-M2—Y 1416 .0914 1951

X=7HQ ALY, Y=AEH ALE O =, MI=2|ZHE REY, M2=2HF2.

i TS o,

"p<.05, ""p<.01, N=296, Bootstrap resampling=5,000.

AHEO|E Atolo]l Z|ZtE o] § ol TdAHe oz oS3t

2 wW/HE SHA] Zote AL2 Yehd BtH(coeff  A|ZHH o]§ golA
=0.0188, CI=[—0.0225, 0.0569]), THAEZ o] & W7 E k] AvE

T FoHQl AR ZRIE Ytk coeff=

0.1312, CI=[0.0592, 0.2083]). =5t 7|¢l HAIAHL

A7+ o]g gol it TAFEE AEHo= f V.38

Note] &4 Apgole] g nA= AL g

15+ tH(coeff=0.1951, CI=[0.1383, 0.2580]). =} 1. ¢dne|
A ZH1 AT fF EHFOEA] HEH A

et 2|&5H ARRO L Atolo] 2|7t o]§ §o] 2 dte

A BAELC] dETFHAGdEE +3E A g /5 =

<& 6> |ZtEl 0| 80|t BAISAL| ALKCHS0H7 =2t Zat

Path coefficient Indirect effects
2te 22
Ot gé_c')ijlg 3'|:|-71t|0% 2 Tf-g jS ; Estimate Cllow Clhigh
20l 34l 3908" 1469 .0797"
2|2t=l 0|8 80|M .5588" .0480
24A =2 89327
Total indirect effect .3450 2596 4344
X—>Ml—Y .0188 -.0225 .0569
X—M2—Y 1312 .0592 2083
X—Ml—-M2—Y 1951 1383 2580

X=74Q ALY, Y=AEH A8 O &=, MI=A|ZHE 80|, M2=2H S 2

=y =2-

"p<.05, “"p<.01, N=296, Bootstrap resampling=5,000.
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(Ng, 2022; Weinberger, 2022), H] =Y
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(Al-Adwan et al., 2023; Oyman et al.,
2022; Sagnier et al., 2020), &2 APAF A=
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The Influence of Personal Innovativeness on the Intention to
Continue Using the Metaverse as a Distribution Platform:
Verification of the Serial Multiple Mediation Effect Based on the
Technology Acceptance Model

Myoung-Soung Lee*, Jei Young Lee**

ABSTRACT

Purpose: In the retail industry, there is growing interest in utilizing the metaverse as a distribution platform.
However, academic discussions on the metaverse as a distribution platform are still in the early stages. This study
aims to expand the understanding of the metaverse from the perspective of the retail industry and address the
limitations of previous research. Specifically, based on the technology acceptance model, we propose specific
antecedent factors that influence consumers' intention to continue using the metaverse as a distribution platform
and investigate the psychological processes involved to identify the underlying mechanisms. To this end, this
study examines how consumers' personal innovativeness affects their intention to continue using the metaverse as
a distribution platform. Additionally, our study explores whether perceived usefulness, perceived ease of use, and
relationship quality have a serial multiple mediation effect between personal innovativeness and the intention to
continue using the metaverse as a distribution platform. Through these empirical analyses, our study aims to

provide both theoretical and practical implications for utilizing the metaverse as a distribution platform.

Research design, data, and methodology: To achieve the purpose of this study, hypotheses and a research model
were developed based on previous studies. Additionally, 522 responses were collected from consumers with
experience using the metaverse as a distribution platform through an online survey agency. Structural equation
modeling was employed to test the hypotheses, while the PROCESS macro analysis method was used to examine

the serial multiple mediation effects.

Results: The analysis results of the hypotheses revealed that personal innovativeness positively affected both

perceived usefulness and perceived ease of use, and that both perceived usefulness and perceived ease of use
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positively influenced relationship quality. Furthermore, it was found that relationship quality increased the
consumers’ intention to continue using the metaverse as a distribution platform. Finally, two psychological
mechanisms were identified: one path where perceived usefulness and relationship quality sequentially mediated
the relationship between personal innovativeness and the intention to continue using the metaverse as a
distribution platform, and another path where perceived ease of use and relationship quality sequentially

mediated this relationship.

Conclusions: This study offers various academic and practical implications based on the research results. First,
our study expands the scope of research by conducting an empirical study on utilizing the metaverse as a
distribution platform. Second, our study confirms the psychological process by which consumers' personal
innovativeness affects their intention to continue using the metaverse as a distribution platform, thereby
enhancing the understanding of consumer behavior in accepting and continuously using the metaverse. Third, our
study introduces a research differentiation by replacing the technology-related attitude in the technology
acceptance model with relationship quality. Fourth, our findings confirm that personal innovativeness is crucial
for increasing the intention to continuously use the metaverse as a distribution platform, and our study also

discusses practical methods based on these results.

Keywords: Metaverse, Technology Acceptance Model, Relationship Quality, Continuous Use Intention, Serial Multiple
Mediation Effects



