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Abstract The purpose of this study is to examine the factors influencing the intention to use the Metaverse
from various angles based on the Extended Technology Acceptance Model and Value-based Adoption Model.
Specifically, we examined whether there is a difference in perception of the Metaverse and in factors affecting
the intention to use the Metaverse between the Metaverse experienced and non-experienced. For this purpose,
the variables were classified into the technical characteristics of the Metaverse (interactivity, content quality),
perceived benefits (perceived usefulness, perceived enjoyment), and perceived sacrifices (perceived risk, perceived
complexity) and a survey was conducted with university students. The findings of this study indicate that the
perceived interactivity, usefulness, and enjoyment of the Metaverse had a major impact on the intention to use
the Metaverse for those without Metaverse experience, whereas enjoyment of the Metaverse had the greatest
impact on the intention to use the Metaverse for those with Metaverse experience. Based on the study results,
we provided marketing strategy implications for continuous growth and development of the Metaverse industry.
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