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[Abstraci]

This study examined the factors that affect the satisfaction of consumers of mobile augmented reality-based online performances
in order to suggest implications necessary for finding a way for the domestic performance industry to take a new leap forward
in a non-face-to-face environment. Accordingly, a survey was conducted on 225 college students who had experience watching
online performance based on mobile augmented reality, and the results were derived. First of all, Perceived augmented reality had
a positive relationship with perceived usefulness and perceived enjoyment. Perceived augmented reality did not have a significant
effect on user satisfaction, but perceived informativeness showed a positive relationship with perceived usefulness and perceived
enjoyment. Perceived informativeness did not significantly affect user satisfaction, but perceived usefulness and perceived
enjoyment showed a positive relationship with user satisfaction. In order to increase user satisfaction of mobile augmented
reality-based online performances, a communication strategy that can increase perceived usefulness and perceived enjoyment is
required. This study will be meaningful in that it derives the implications necessary for seeking a new leap forward and value for

the domestic performance industry in an non-face-to-face environment.
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Table 1. Confirmative analysis

[e)
5

S.E.

03. | actually felt like watching a
performance in the real world <
Perceived augmentation

.68

02. | felt as if an augmented
reality—-based online performance
had moved into my room <«
Perceived augmentation

.83

12

10.58x*x

01. | felt like the augmented
reality-based online performance
was real < Perceived augmentation

.83

11

10.60% =

07. The augmented reality—based
online performance showed the
information | was expecting <«
Perceived informativeness

.81

06. Augmented reality—based online
performances provided me with
detailed information about musicals
< Perceived informativeness

.73

.07

12.03%*x

05. Augmented reality—based online
performances gave me complete
information about musicals <«
Perceived informativeness

.81

.07

14.20% %+

04. Augmented reality—based online
performances  provided helpful
information to me < Perceived
informativeness

.82

.07

14.02% %+

12. Augmented reality—based online
performances are helpful for
viewing < Perceived usefulness

74

11. Augmented reality—based online
performances are effective <«
Perceived usefulness

.51

.09

7.67xx%

10. Online performances based on
augmented reality are useful <
Perceived usefulness

72

.08

11.10%%*

09. Augmented reality—based online
performances increase efficiency <
Perceived usefulness

.76

.08

11.83%#x

08. Augmented reality—based online
performances satisfy my needs «
Perceived usefulness

.75

.09

11.63%*x

15. It is fun to watch augmented
reality—-based online performances
< Perceived enjoyment

.78

14. It is pleasant to watch augmented
reality—based online performances <
Perceived enjoyment

.73

.08

11.76% %

13. It is interesting to watch
augmented  reality-based  online
performances < Perceived enjoyment

.80

.08

12.95% %

18. Overall, I am happy with the
augmented reality-based online
performance < User’s satisfaction

72

17. For me, the augmented
reality-based online performance
was a satisfying experience <«
User’s satisfaction

.76

.10

11.06% =

16. It gave me pleasure to experience
an augmented reality—based online
performance < User’s satisfaction

.86

.09

12.22%%x

%% p<.0071

973
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Table 2. Correlation analysis

1 2 8 4
1. Perceived augmentation
2. Perceived informativeness | .55 -
3. Perceived usefulness B2xx | 79xx -
4. Perceived enjoyment B7xx | T2xx | T6x* -
5. User’s satisfaction B4xx | Bhxx | T3xx | TTxx
*x p<.01

4-2 JIMAHS

o AolA] e 7S TR Slste] A 25 (path
analysis) & AAIBISICE F8 7HE S FAOR AW o
©] Table 37} 2t} 714 19} Azt 2|24 S73dAo] 27}
o 84900 v A= JekS A n gt 1 A9 X7 TE
A2 A7V fr8A300 BAA O ol AA dFS v A
© 2 VERGTHBE=23, =5.48, p<.001). 7} 29} Hadste] x| 7}
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Table 3. Path analysis

B S.E t
Perceived augmentation —
H1 . .23 | .03 5.48%xx
Perceived usefulness
Ho Perce!ved augmentatlon > o4l o4 465
Perceived enjoyment
H3 Percsalvedv augvmentatlon e 071 04 143
User’s satisfaction
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Fig. 1. Path model
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