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ABSTRACT

Purpose: The purpose of this study is to investigate how the type of virtual reality content production affects
the interaction and immersion that is a virtual reality characteristic, and to provide the platform companies
and content producers with the basic information necessary to provide the production and service of content
suitable for VR characteristics.

Methods: Based on the data collected in the survey, multiple regression analysis and hierarchical regression
analysis were used. The measurement tools used in this study were studied through three—dimensional compo—
sition, including the characteristics and interaction and immersion of content produced in 2D, 3D and 360°,
which are elements of virtual reality characteristics.

Results: The results of this study are as follows. Among the types of content production, content produced
with 2D and 360 technologies was found to affect immersion, while content produced in 3D affected interaction.
Motion sickness has been investigated to affect both immersion and interaction.

Conclusion: Service-provided platform enterprises and content—-making enterprises should consider con-
tent—-making and providing services that suit service characteristics and purposes, taking into account the

characteristics of interaction and immersion in content—-making investment and service delivery.
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5, &, Hvo], AJ2E Hl=U 2 A2 5 kel Ak okl A o] ES ZdiskaL gtk 2 E Wkt TS
&2 (Virtual Reality: VR), 5734 (Augmented Reality: ARl T3t #Alo] SA sl g 7180, =334
(Mixed Reality: MR)7FA] 7FAlaFAA] o]-82ke] =917 @ (Immersive Experience)& Al&8h= Au]2 Bl 7]7]
of Wk 7|7t AR AL Sl

ZVEY7F 2 E 3 “Top 10 Strategic Technology For 201904 A4S 93k 71<o] 2k tA " H|=
Yz AEA 755 9% A md 7R AAHAY S VR A o] EEAAE SAoE AR
Aol Eofylom o Heo| 2~k P &Y, HTC, A4, LG 5 B t71dE0] ~vfEES
e AGshe 2ot 848 AFstal vk #E A ofF 27] vl whE o] o s 9l ke, o

23}18t7]%7]3)97191(2018) HaAfol mEm 2022 F2W AR/VREAFoke] A} AT
|

2 A% Soith ey v A Evkaba, 97 ol ERA, WEE, dEE & 9 Aol 54
I e IRl AL o] FolAaL YA Ak of= oA, W] & AREe] Budhe 93] sidstA] Rein
Hlg tuto] o] 74, B-53 ZRl=, seglojo] @A, 2R Q14 5 5 gdd Al 79 Aem A
ek 53], 12 st=dlo] ol w8 3 de] FRxe] Bz Anjate] vk ARE f27F o B 2 A AR
24S oA e glo] W A ARl 2AE A% A% A7t aTEnal & 5 YA, 2018)
olelg FWM & AT £A4E vt o] AlAstaLAL ek AA, dAATAME= VR Ve 543 A
2 el A ok Ak FaEe] gont A FRl=o] AF 844 A4S w#d A vEe Aol
ojell £ Aelr= Zrlx A FHS FHORE VRO 78 54 4TS vAE 2908 EEstan g &
A, VR 72 54& AAWF7E obd m/iwsR sted FRl= A2 {3 whel 5o zhelE HolE=A] B VR A
H| 2 o] 0] g2 A1Ql Avrt wizfe] 2dadeA foud S AwsheA] wA st} o vpA e
w 79 AaE T VR AHIAE Alwehs 29 719 2R A 719l VR 540l g 2Rl=e] Akt
MU =5 A Fehe Basd 7|2 BHE At gk ojefd A B4 9AS 913 R 3.6.1, psych, car®l?]
A5 o]& BAS AT

2.1 7M3aAd

THEA S AAS AT BEdSHA = S olgkal BARIEA Ao ARSFH oA, 2015).
A ‘Virtual Reality’ ¢ #5238 2JujQl ‘Artificial Reality #= 8]+ Myron Krueger7} 19834 “<l3-&4
(Artificial Reality)”o]g}= Holl A A& et 2 Fol 1986\ =] 7AFFE #8kxk<1 Jaron Lanier?} @A12] 7}
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FEAE Sk @eldl Virtual Reality' S A5 ARESE ol da] 2rolA] Hglon daolns THddA olgta
W5 ATHaL8-, 2019)

PR R 719 dres Ay TPEAe] Aol vedt Aotk 7 7Y Sl =oHu
itk WA, 71E A SHlA TPEAAE HamRA vute] 84 T)Ee] o] 24 Erh aela 49 T
A Sl x 7}@@@% e 2 =X (telepresence)dl W AdS 4 o= FK(Sheridan, 1992). = ©]-8-4
7F AFEHE Qed o el TPHAAE THe el AAlm EAsks AA™ A4ste] Adshs A o
th & $44 =4 Oﬂ 4] Brooks(1999):= 7Hg@de] &4=Ql vl 7k 7<) 7ids 5 A= A4 4
2, 7 5 23E F3l 7P Al =dA7IE Hasdel, 2 7HE Aloke Adshs A dd Y AlLE
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o
AR = uia]g} A A9 wEks AAzreZ Adsl= EF) ,\]z\al YRls 717k
Skal frAshs HloEjHo] s -5 A| o]

Schuemie et al.(2004)= 7Hd@dolet o] Aot s 2k-8-0] 7}1’5‘3}3—’ =473 Q% X]‘J‘ a5 7lsoleka Ao
8k%lom, Ryan(2001) 9A] 7HdA A2 AFE 9f&l AAdE daae3 59 FPo= 4osteltt. Sherman and
Craig(2018)9] AAl 7pddAe] old: AEdo]2, ofEFgA el P tjA](Understanding Virtual Reality:
Interface, Application, and Design) ol 4] 7} A8 o] &=} X9} %S 7HA] 8t F=me Fadty &t
S8 oY 7A4E Fal 7P Al EFeAY EAlete =2E T 4SS A AE AlEgoldow 9 E
wAletar Bejapgitt. Aol (2016)= HFH Al=golA A 7PEEitat o] 8 1o FSARS o] FE Ve
B2A, A ORE PAE THEETIlA o] &aks AAY s FE AMAE =7 A g3t Sk A

7o ZIy= (Presence)% AFsle &3 Zlsolgtn /MdA s 7%]9]5}913}
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FEE(2018)2 A mrol9] 3k FHolal, A3ka THgEA
FHEE Foto] AR v=wow QIgk o] 7] A7 27| Bt 7}*&?8% 7171 7*4 *Piﬂﬁolﬂ‘rl 4«16P9i
o}k ¢HH Y T4 SHS AR, Steuer(1992)= VR Al&E SHAA Ao dFHed 7MEEAS e
mtjol o} vlaste] B3 4 9le Aol A MRS BOJE Attt 1 Adshs Algo] ey Ty E2E Y
ahe AAA e AlEdeldE E7e] T doletal ok

Heim(1994)& 7Hd@A o] A4 efnof tfgh Aelld 244 52 58 HolA 7Hdad s EAsts A4 5
HFE = =g AR} 3 Hzbo] tiAshes WAlS &&dhs Ae Bl o] Ak 7HE Al AAlR EAEe
A" k= Alolekal gt Fejshd sPdd Mol @A AlAISE fARE R0l ks ate s HAFH Ve
oj-gall QlEAor nhEo] F& 7HE] AAIE oWFth Table 1.2 7 Al tigh #d A45¢] AolE 42d
Aolt},

Table 1. Virtual Reality Definition
Researcher Content
Steuer(1992) A real or simulated environment in which the perceptual person experiences
telepresence.

Heim(1994) A substance that exists in nature or in effect.

Brooks(1999) Experience how users are effectively immersed in an instant virtual world

Schuemie, et al.(2004) Technology that enables interaction with users and provides immersion experience

Ryan(2001) Computer generated interaction and immersion experience
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Researcher Content

A simulation that is described in terms of function and that virtual reality is not
Burdea and static, but replaces the user's mouth force (details, sound commands) with
Coiffet(2003) information generated by computer graphics, making the participant feel confident
that they are in reality.

It's a world of cyberspace where the three—-dimensional imaginary space or
situation in a computer is created realistically and not subject to reality, and through
Jung, Hyunhee(2003) the body's sensory organs and the mental world, users can feel real by immersing
themselves as if they were in the virtual world, and it's a sensory information
space based on interaction.

A technology that creates interaction between users and virtual space created by
Kim, Ikjae(2016) a computer system, a convergence technology that provides users with the same
presences as they do in real space through the five senses of the human body.

A medium consisting of interactive computer simulations that sense the user's
location and behavior, exchange feedback, and feel as if they exist or are immersed
in the virtual world through one or more senses.

Sherman and
Craig(2018)

VR EElzo] i 917 VR 7149 Bl s e A7k st ofeld VR Aulse] 438 SlaA
Sl gl= A2k elgel we} 2D, 3D, 180% Ii=gv}, 360% v=2hvl, 3D

=
180, 3D 360° ZUEE RIS gom, o824 o4 faol whet Agl, 5, W, PHA4, vhI, Hrksia,
ARUE, A}, FBa g2

J2 2 Fd 4 vk VRAIY &kl tigh Mgy 27]d7 2 dis 5(2017)9]
S o]FA - A #(2018) “360 VR E-Sports S AIE
| b G50 A AFTE Stk e o] A - o]dA(2018)E “THEAA
Al]l Abde] AEjA Wk oS E g A S A7ea, v (2019)2 THFEA 78 ARl AW 845
F7Pshs ATFE A8 1 9 YA Y2019 “VRAIY o] &2k w3 A+E 71%#%3%@ Ao
ATE TP, ‘Nl SR V|er &R o] 7|E RdEt VRAYS 54 B o] &R 5 A
gake v frelsttt = A 23E W)
ol¢lell iz 3D G/ FEAFe] AAH B FPol et QAT (ol R, 2013)5-E “VR F3te] =2 FSHTE el
th3k oI H(QA e, 2017), “d3F Akdah Ak VR Zel=9] Ao etk A (A9, 2018) 5 VR g3}l o3k
=
]_

{15+ AAIZF 360VR 3D Stereo

X

juics
2

A

O

QF7k Fushl A4S w Qe 9w A 7 VR3} =3 360° Aok ol g3 VR 28
27k F453) Fhele] AR 199 )43 A @)e 360° A VR Zelzel wat ATl wa
PAo] FE 1 geh. VRe| AU Eah % shel $gel sl 3607} B RANE 2exe] B0zt A
A2 )F ol 23RS ol vhe Yol FEF £ 9T B 230 PATRY GPL Az o)
spen|, A e Ae] 43 H& 13310t A Gelulds] 178158 16:99) FH=A e Aol
FAol A s gste] Aol £ 239 101 1.85:19) FAZH| 7L ALSHATHERE, 2018). 360° 93
| O Aol AV Q1A 17t 3 T0%HEE Alztel o)t Ho] w o ge A7 Aelol] A8 9}

ST VRE® = 360°942 Wre 2 & uitt HMDE 2H83lal AlAS sk weke 2 5 VRo| A7t
vha E91g7e] XL ALgtel A Aokt JRASE AR B 5 oM, VRENZI shdsir & 44 F
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shts vk2 O W2 Aloke Frdshs Aol & 4 Avh(alg-g, 2019).

/IE BYYE 2 IS B 240 YE AT A BRI AP 23 A Ao
H =

A A A ol AT o] DA 300 A AT el
Aok M) SRR G E AT s o !
92 ofuja AAael v 2

A 2D =
A5 AT 260 e P S A 5

2.3 7MFEA AulA

7]— N A Au| gt 71 A @] (Head Mounted Display : HDM)E o]-83] 2o A t}ekdk VRAS, VRA
o] VREAE 2D, 3D 5 gl o)X g Zel=2 A|gs] 2= Z9E Aqn| 224 Figure 1.9 20] KT Super VR,
SKT VR, LGU+ VR AH]2E ofu]gitt,

Super VR Pass
238} - 24 - DHY FUY HMDS
BEO YUY VR 2ULE NGEACIBY & T MA

-

i
e 0 TN o0 mums
- P~ =
<%,

LS VR AH 2% 360° Al 94 & M2 43S & e ZH=E Algsta, 1 9 71E 753 v
2 A% (Video On Demand : VOD) Aol A 01719l 943}, =2ku}, ofjywo]d 52 thekst 2D, 3D 94 28l
= AH|2=E AFskaL Ak

FEU vpolgs AT kel ol mFs Abgro] WobAAl, FAAbEel FeA 4 4 e VROVEE
A)ARGAEA) T A FHEE &5 WEa vk SKEHFS A 249 545H 49 129704 Wdete A
3] '2020 LCK(F L 28 #A= HaAdx Fgop) # AISS EHldR & F %S 'FX VR A& Z3}gl
oh HZ VR ellA & A& 90747] BFE AAZE AsASH: Aotk Mty Asdn 22 78 47 A
A 237, ofb2A FHE, 5 I 55 A dEshE 360% VR ASAE 819l KTe 434S
283 MH|AS HAHola gtk KTE 7918 VR AH| 29 'FHVR'S 8K(Z2a3td) 2Eg Yo g A4 H%E A
&otal itk KT+ VREZEIZ AJZAR] opullH B E S} 3 g, Blix & ¢ i w349 K o5 &
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Z-golgt Ao FH AFET 7 A Abole] AP L ARA FuTt £FE s Aol Al B QA A He
zZhgo] B9lo] a3ts St & & e Holth

2.5 =% (Immersion)

Peterson(2005), Chen(2010), Vella-Brodrick(2009) <] A8 Aol A =¢ie] Aule] 54 & 72 29 4
o] Qe EAFS TFF F AS EPITE Goffman(2013)S AW ‘[F'9] 5Ae] slom x4 HF3
24 45 THehs 29 Ak At BYS VREA) 54 F e 29 Ak ¥4 $0st A
vl Q471 Z7FE QY BE = 9ltk(Han, et. al, 2016). o] W&o E9]& Ao AH]A o] § WHEL =3 o]

A2k F89HBae, et al., 2013). &, 92 917t #ZH(individual feels), Zo] ¥4 (deeply involved), ¢!
A& g8 (cognitively efficient), & 552 %ﬂﬁ(hlgh level of enjoyment), %< % 7](highly motivated)=
Aesks A4 e glar & 4= 9otk Csikszentmihalyi(1990)9] el A Flow' @ of® dof] E-5Fako] 217 wh
A Zol7he dolgtal glet, of= Atgo]l E7% 45 AR v =4 5 e ' SE2% seP L vl R =7
ot} 18 B2 Csikszentmihalyi(1990)2] ‘B¢’ ol& & 3 20] AA2F A ApAle] 9ol whxd Eof7hHA] 24l
of Agk &7k AFte] 55, ARl tigk A4 Sl el A B AElE 23t Csikszentmihalyi(1998)] 4|4
‘& #7](Finding flow) oA = €47 1583 2750 =298 & e s85 S50l BHsil=t tgle] 8

58 Ael(blissful state)2hal &FSith

E52lo] A4 @ AEX Nakamura and Csikszentmihalyi(2014)= 3% gt J5 =& 47, A7ke] ¢
(distortion of time), A0l =7 = 9 7}x] 29 EAS Aoketdt). Csikszentmihalyi(1998)= ™ aHsl 23
SAE S5 A8l 716 23}, o] A 3 HAn s & 2rle d53 olgke As ¢ HIAH AE]
(20112 oW FAARA S AAH R AbaL, Il F8, dehs B3 AA A B4} 1A B, 24 5
2ol ], WEe B3, S, TAAQ =)t 9 sl gnE T e EARE dvlste A4H &
PN el =, Aol JF, A7) 544 43, 7o) ) ow HEsioinh Aefstd =dold Ale e

! 4 3, A2y
= Apolol] Aale] gjol bl st AFe JUE Pk Adelnn @ 4 gk

2.6 Huo](Motion Sickness)

3D Zelxe] 343 7t 20009 So] tAE Gt

3D PAG7del VR "] A7t e mfd el = 3
QG A, dasdo] Anle] 24 Fow %7—11%0 o dzo} oA & @ =uA B AWE dA9%
spA S A o A | Sl Ak E=EH =g, 2012). 3D Fde AT W) BAsh= A4 =g
vz FUA2 ARl f2l7F AL BA B At 3D HaZdelddM B @AM /2 Aert o
AeHA] 7] wieelehal AFE A Jekel @A, 2011). A 9149] 712 de & skl 9% w3 Q8% ool H]
2 g7del Apol]l FRtAIAHBinocular Disparity)E S8l A& =717] fleiM= <o) 54 &2 Yol wet o
it e o] asiti @il =134, 2012). A GGl 1 Aglet 24 Ade dAse A
o] 7] wiizol AlZHA EAl7E AekA] A, 3D HlaZdeld M 2R A R S BEUXTL dojd &
grell §171 wiZell 3

Aol 3D tzEgo] 78 7wl A= olel st wAl7F HAS L Jrk(Er Rl =5, 2012).
3DFIAS] HuA Ulgel &3l 3D FHHE 7ke-d 53] #49] diido] Haugdys gRlo=E Azt
(Photosensitive Seizures), G4F Eu|(VIMS, Visually Induced Motion Sickness), 412+ Z(VFESI, Visual Fatigue
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from Stereoscopic Images) o] AtHHAF ], 2011). ¥ 7+44 22(Photosensitive Seizures)S A JA4-S
#E53ro 2 BAsHE B2 g FER A, FHsta A0 Y B 3 A EZJYOE]I JHEU} 7ol ’\]{bﬂr
4 7t ]

7 A o8 FES A= A _};Go 22| o3& WAs= 7F

e o r

)
Uk.E_H

Zdo] 9%], Frame Rate)¥} €l 291 (Flicker)o] 4
(VIMS, Visually Induced Motion Sickness)+ O‘Zﬂ FAHS AEsto 24 ofy|E = Hu ] Jog *‘ﬂb OV]E

1
hu

= =9
S0 TR SAE T S vk deA slor, did Ao fasy o] 91(Object 5 HE, Object
&F H5), ¥E 21 8JARA A9, AH 9 D AAE aU, AR, A1 AL A S1ADl ofel Gk
© AoE Busa qu(lAE, 2010). ol#gk 7j=A S EAE S587] A% vk A AR E AL 9l
ol T Wl B¥E T A=, ThlEte] I WEFE ARl nlE dlSato] Alztake] RAGE SQdvhd A
oju Hulell thek T Fb= 7|HE = lvks - AYE EATTHELE-E,2019). 7HEEANA olopr] sh=
v g9 FHRA ] AR} 7170l M iheehs BeEE] EdA M mARE AAA AREE 2R

DNO
-3
K
i)
2
iy

(Customer Satisfaction)

uARELE 1 dS Aokl 9lo], 9ol Cardozo(1965)2] Aol A 71do] Al&-ak Mu] 2o s
o] el 3} 7)) =] 7ke] zpolE ek Aolekal &4l Howard and Sheth(1969)% Tul2p7} A28k tj7}ol
A BAe] HAvka Az el &gt

Westbrook and Reilly(1983)= 74g 54 AlFo|vt AH| 2 2 ot 7| 5] e} A AL, o]
Sl oA dojui= Aol et A4 A9 wh-golgkal A o)st3 21, Engel and Black well(1982)2 A&l oot
o] I tigte] dig ApH A A3 X H vk Bkt A8k o™, Swan and Oliver(1989)& I ARFES A
B AH 28] oo} ARell gk Adt B 3o oigh FaA<] el dis Sojo] HLEE v, AR|A

o)

ey AN dkgoR WL FAHY AHS, ENESS HXJQ] e whedsitia goJsiglon,
Parasuraman®]| 291 (1994) 19| &5 4 7]do| 38X 1 A= 53 M| 29 AFuj7} o] =11 17
o] Az 7te] A&EE AHE 1 wEo g Aolssitt

Oliver(1993)& 170l ERAYE Age & A He Add 425 71¢} vjuet Friegtes SHez
g Aofstar e, ol BA FE ] MdS diste] o] Aol 23 wHEAQ] AYE S8l FAHE &
H] A ZA3% Hrtetes 34 1AW= (cumulative customer satisfaction)e] 7ldo] =35 9t)

A, 17 gL aMo] A3E A& AE T ARAE Fuidt Y-S ngo R s PAE geln
ol FHA HUIR AHodokal 4 Qluh

A2

3.1 dvmy W HEA 74

Al el S Aol B4} WA GBI U A A ol 4T Aol
v aofol} ol 474191 %0 KA A% o
kel Mol Rolueys skl TH 4 itk dhek PR e 7]e) 49 A7l VRel 714



: The Effect of Virtual Reality Content Production Types on Customer Satisfaction 441

Lee et al

i ket e

H] Gol Mol FudaAE F= A9

e

[e)
&

Bl

J)

"

Bl

=
T

gl= = 2D, 3D, 360°

i
1

R

&

| VR Z"l= Mu| 2ol AF

=
:rfO

b s,

A QS

N
v

N

Lol

t}.

|

e

Al 8

o
=

™

LI,_L

B

[e>

Figure 2.9]

v
3 o
S e}
=
2 E
i 88
5 S
= O m
© ]
=
il o ;. L
Ta /N
TN
@ / —
T
r\ Y
?
& 2
c
! 5
G i
il @
g E
= E
"~ ]
LN rd
W m A
| N T B AN
\ .
' s //r.ﬁ w g
; ;T 2
T il B i W :
| Fa% .\/;/ |
.......... TR Ve G N ("
T N7 B
c
]
t
=
o
0w
£E& |o a 2
=y ~
ar "
1
I
&
£
o
v

Figure 2. Research Model

o]

H

, 3D(3=3), 360

)

Q1 2D

oy

| ~a2 A Fshs WA os FAE e,

3]

PRSP} Foi AR o

Far, YR A58 Likert 7

Mg AlE

H

3.2 A77Hde| A

2D 9747 3D s

KeR
-

(2011)

?_

d Azl wA|

ps

o] 7} A]

b gom o

H

(2017)+ 360

A
H
K

EERERE

S

A Aepolu} elodel ZA| F5

%

& A

o

]

X

El
oy

Hal Ae] A3g wEow 7y

ojef g

1
.

Tl A

=



442 J Korean Soc Qual Manag Vol. 48, No. 3: 433-451, September 2020

3.2.1 EH= A $37 JoAE L 29

ol A AlE s

g &

284 (interactivity)< w7l

go 2 7dsteE ki (Steuer, 1992).
olgfa B 4 kA, 2019; Sheridan, 1992; Zeltzer, 1992). &

o] Ao} A7)

773

=
k)

Jo

A AAeke) AA7F

L
.

A ol 84

(e}
s 5

360 Zhee}

KeX
.

F+(2018)

7} i)

= Afole] AUA &

12

Al

W]

s

&

VR XL &2 o] 4

s

=
=

talom, VR &

9

TYEsE =

jpuse]

12}

Z7} 99.4

87.6%

bek. oleld AT

9

1(15.4%),

wgoz ol g

3

DE

=

gl

T(17%), VR TA/AA/Hvtata &

3

DE

96.8™

7(15.4%) 2.2 YEhta

#(17.4%) & e}

=
=

PR

3

bz

VR #33/d3y/el = Zel=7} 885

oj

el 71 Als

9]

AR B J|hAd B

13§ ol A Kotler(2000)=

X
it

sl

2 Ao

s}
o

3} 7| jAI7ke] 2jolo)

5

ojn]-g-3} 1]

- E
T

WEEEA T A7

p
L

w74l 2t vep

S

1 ZAolth(Howard and Sheth, 1969, Kim et al., 2012). Z33(2018)

Z
A0l

Bt 2

4 %

|

A

gl

o

I

o]

a4

o

VS
&

e

W]

il
—_——

)

i
W]

o}J

shiet. wepd olel @ 9T 2

2 9oz Agarha

ol



Lee et al : The Effect of Virtual Reality Content Production Types on Customer Satisfaction 443
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Table 2. Variables and Their Operational Definition

22 A o] Table 2.9} #o]

No Variable name Operational Definition Reference
1 Contents Content type provided by VR content service El:;gSewoong(ZOM),
Production Type | (2D, 3D, 360°) ShengJun(2008)

This refers to interaction between users and

Jang, Hyungjun(2018),
Sherman and

2 Interaction terminal devices for the use of VR content Craig(2018),
services. Schuemie, et al.(2004),
Ryan(2001)
. . ) Nam, Sunsook(2017),
It means various emotions that arouse joy and .
3 Immersion interest by falling in love with VR contents Disztinger(2017),
erst service Y & Sung, Naksook(2012),
' Chen, et al.(2010)
4 Motion Sickn This refers to the feeling of dizziness, mass Rongrong Qiao(2018),
oto CKNEss noise, etc. while using VR contents service. Jang, Hyungjun(2018)
Customer Indicates the psychological satisfaction that the Chea and Luo(2008),
5 user will be aware of through the use of VR | Bhattacherjee,

Satisfaction

content services.

A.(2001)

b
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95 25 ANFYI, A 71 20200 79 16205E 20201 89 2974 AASGIE) AESTE Lol
AL Ea) DA on], AFEAH B4 SPSS 250 verd ol§ale] BAL AT, HEL 13410
State] A % =

BAE d5ate] 2547 QAL BT $HL A9Iste] 8549 EES ol§3to] AT-E AW
A

o
th R 3.6.1 vera &l T84S AAeH3lem, psych #7149} card} 7141 & o] &ato] A= 4 2 B
A

1.2 Be) ATATY B4

2 AT AFEAIRA 54 B3 597 (69.4%), 9142 267(30.6%) & HAd ] vlTol of 39%8 % EA U
ERstt). A# % 542 vk 294 ©]3} 69(7.06%), 5t 3941 o8} 69(7.06%), Bt 494 o]5} 337 (38.82%), 7t 504
o] A0 o R oF 47%<] HlFS At T3 SHAIES] YA 544 S vFo] 89(9.41%), HE/AHr
2178(24.71%), 31AFeo] 3978(45.88%), A4 SAMAF 598(5.88%), 71EF SARA7E 1278(14.12%) 9

4.3 A2 B HE

4.3.1 A= 37t

Aol WaE ko] LA S Hrtele Zo= d 54 Al 593 is 48 T dE 7Fsd S oms
715222 Cronbach’s Alpha 7155 AF&-3H, Nunally(1978)2] &dtol uwp=s A= ko] 1
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0

Table 3. Results of Reliability Analysis of Measurement Items

Composition concept Cronbach’s a Items
2D 0.65 4
3D 0.61 3
360° 0.62 3
Immersion 0.69 3
Interaction 0.60 3
Motion sickness 0.62 4
Customer Satisfaction level 0.63 3

4

Hoo e VR 2el29] 8-S 2D, 3D, 360°% TR, B 9 AeFaAdy) ua
WA QRIEAS AASIT BFdAde A5} = Ad S 5%

B 2 B oA ool Agk(Eigen Value) 1045 7|02 Hig

WAE AHESEITE Hair(1995)9] Aol w2 g 1A Aol 0.3013d A4 HAagh Fofr|d 8-S

AYm 0.50173d 745 e froln g e ds Adnhal Bokth 2 At A a1 AR WU o R 04
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40]74Q1 o7 F738t3itt. Barlette] 734 A3
L0EA 0] At WFE P FEacle] AP & ¢ vk E A9 SAYE 2R3 A= Table
4.9} 2ot
Table 4. Results of Factor Analysis of Survey ltems
Factor
Variable | Category 2D 3D 360 Immersion | Interaction sli\gigzgs Sggztfzr(;ieorn
X2D1 0.927
o X2D2 0.898
X2D3 0.924
X2D4 0.961
X3D1 0.956
3D X3D3 0.698
X3D4 0.647
FUL 0.609
360 FU3 0.59
FU4 0.931
) M1 0.645
mmersio | Iy 0.922
M3 0.575
) IN1 0.907
Interactio N2 0.761
! IN3 0.529
MM1 0.789
Motion MM2 0.739
sickness MM3 0.863
MM4 0.911
Customer SS1 0.939
Satisfacti SS2 0.658
on SS3 0.622

4.4 7HHE A%

B AT FPIL23(VR 2W= A% f30) A8 4BAEHN o F FFS 01 W Rolth] AFE 9
sto] T8 A AAlsgh 7] B89 EA A9k Table 5.5 gom], VR 2929] 2D, 3D, 360°4]1]
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H| 2~ o m| g Faks mAA] &= 102 YEbth 3D AH|27Kt=2.044) 2D AR]2=(1.834) Bt} 2| gH& W
A H E2 Ao BAE etk VR ZHl= 9 T 2D(t=1.834)9} 360° AH|2(t=-0.131)+= FInek G
S vAA g Ao YehEth

Table 5. Multiple Return Analysis Results for VR Content Types and Interactions

Ind dent Non-standardization factor Sierifi

ndependen ignificance .

variable B Standard t probability R R F Result

error

(Constant) 1.723 1.216 1.417 0.071
2D 0.115 0.063 1.834 0.070 Reject
3D 0.518 0.253 2.044 0.044 0.139 | 0.106 | 4.268 | Accept
360° -0.040 0.304 -0.131 0.895 Reject

B g 7145 6(VR Z8l= A7 3 0] AbEAte] B9of fron|gt o5 )" Aolthe] AES $ate] v}

A8 T3 AASIAT 7141,2,39] 3]FHAEA A= Table 6.3 2om, VR Sdl=9] 2D, 3D, 360°4 1]

& 5 2D} 360° A B 27F tgke] Z47F 2.5099F 3.1922 2] 35 0.05Wll A &l Folwgt Jaks wA= A
e
=il

Table 6. Results of Multiple Regression Analysis on VR Content Types and Immersion

Independent Non-standardization factor Significance
variable B Standard ¢ probability R R a Result
error
(Constant) -1.267 0.980 -1.293 0.426
2D 0.127 0.050 2.509 0.014 Accept
3D 0.323 0.204 1.582 0.117 0.352 | 0.328 | 14.35 | Reject
360° 0.784 0.245 3.192 0.002 Accept

>., ~
o0
s
~
=
op
X
lo
g
O,
.\_,
foi
o
o
ox

Table 7. Multiple Return Analysis Results on the Impact of User Immersion and Interaction on Customer
Satisfaction

Ind dent Non-standardization factor Sierifi Hvooth
ndependen ignificance . ypothe
variable B Standard t probability R R : sis
error
(Constant) 2.128 0.423 5.021 0.000
Immersion 0.261 0.085 3.065 0.002 Accept
- 0.323 | 0.307 200 F——m—

Interaction 0.293 0.079 3.694 0.000 Accept
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Table 8. An Analysis of the Control Effect of Motion sickness on Interaction and Service Satisfaction

Dependent variable: Customer satisfaction

Significance .
2 2
Input sequence B R AR AF probability Hypothesis

Immersion 0.383 0.201 0.192 20.5 0.000
2 Motion sickness -0.029 0.206 0.186 10.41 0.5

- - Accept

g | Immersion * Motion | =) ;40 0.263 0.235 9.396 0.016

sickness

710080 7F B3} 12 wiEatol o] Ao 2HE I} QS &401@)3 AZ7] 98 9AA FARAE A
} -0.132)8t} 7] wio] Hul= B
AEHRE vxE Aoz vehgrh Tk fodE 000l A REAEES s R?o] 0.025% 7kt
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=z

Table 9. An Analysis of the Control Effect of Motion Sickness on Immersion and Customer Satisfaction

Dependent variable: Customer satisfaction

Significance .
2 2
Input sequence B R AR AF probability Hypothesis
Interaction 0.387 0.238 0.228 25.33 0.000
2 Motion sickness 0.012 0.239 0.219 12.56 0.777
Accept
Interaction *
3 Motion sickness 0.132 0.264 0.236 9.459 0.000
5. 2 &

VR 4RSS Sle) Bk @77 ol FolAm Qi b, 716 wRlAE vl AAT A% wdst
7, VR o] &l o wiv|7|o] AHe 7440 Byl AEst A3} wE e AEEA sol T4 A7EA A
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AR, A QTN TFA SR e A2 B QA AT FPolg AR WS Ba B Ao 4
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