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A Study on the Impact of Metaverse Characteristics on Perceived Value and
Intention to Use Metaverse: Focusing on the Moderating Effect of Market

Mavenism

Minjung Kim

Assistant Professor, Department of Advertising & Public Relations, Dongeui University

Mina Lee

Associate Professor, Department of Advertising & Public Relations, Kookmin University

Based on the Technology Acceptance Model and the Value—based Adoption model, this study aimed to examine
the effects of Metaverse's characteristics, perceived benefits, and perceived risk factors on perceived value and
intention to use Metaverse, In particular, it was expected that the consumer's personal characteristic, market
mavenism, would moderate the relationship between the characteristics of Metaverse and the perceived value, To
examine the relationships, a survey was conducted on 246 college students, This study found that perceived
usefulness and perceived enjoyment of Metaverse had a significant influence on the perceived value, and the
perceived value had a positive effect on the intention to use Metaverse. In addition, the moderating effect of
market mavenism was also confirmed, The positive (+) effect of market mavenism was found on the relationship
between content quality/perceived enjoyment and the perceived value, whereas the negative (—) moderating effect
was significant on the relationship between interactivity/perceived usefulness and the perceived value, The re—
sults of this study provide strategic guidelines for the utilization of Metaverse contents based on understanding

of consumer characteristics,

Key words: Metaverse, Value—based Adoption model, Market mavenism, Intention to use Metaverse
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