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[Abstract]

This study illuminates the impact of Perceived Usefulness(PU), Perceived Ease of Use(PEOU), Perceived Content Quality(PCQ),
on the attitude toward using ZEPETO(ATZ) and the behavioral intention to use ZEPETO(BIUZ) using the Extended Technology
Acceptance Model for analyzing the usability and user experience of ZEPETO. The hypotheses are verified through conducting a
series of survey for Generation Z and correlation analyses. Both avatar creation and customization turn out to be the cores of
ZEPETO usability. The avatar with the ideal appearance I pursue and the avatar that reflects the user's taste or identity(PU), avatar
creation using AR function and avatar customization(PEOU), the freedom of avatar customization and the graphic quality of avatar
(PCAQ) have correlations with DOS and BIUZ. The attitude toward using ZEPETO(DOS & DOI) has a positive effect of the
behavioral intention to use ZEPETO(BIUZ). This research contributes to the development of the ecosystem of a healthy Metaverse
industry by providing insights into user experience and the research methodology for usability of Metaverse.
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E 1. AFANZ|EHE HEMA JHY (B4 SR, 2021)
Table 1. Definition of Metaverse concepts by
researchers(institutions) (Source: Sang Yeol Han,
2021)
Researchers

Concept of Metaverse
A virtual world where everyone uses avatars to
engage in social, economic, and cultural
activities.
IA virtual reality space where social and economic
opportunities are given like living virtual worlds or

Kang Min Song et
al. (2006)

Jin Kyung Ahn et

al. (2007) )
real life
It is not a simple three—dimensional virtual
ASF (2007) space, but a space where virtual space and

reality actively interact, and the method itself
It refers to any phenomenon in which daily life is
Seong Eun Seo | moving and expanding into the digital world to

(2008) satisfy the needs that are lacking in the analog
world.

Sang Kyun Kim [The convergence of a virtually enhanced physical

(2020) reality with a physically permanent virtual space

A virtual space environment containing objects,
residents, and relationships that exist in a
virtually defined time.

IEEE (2013)
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Table 2. Research model and variables used in the
previous studies
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Table 3. ETAM and operational definition of variables in the

Researchers &

Variables for Metaverse Studies
research model

Sunkyung Park & | perceived usefulness, perceived ease of use,

Yoon Ji Kang intention to use, perceived pleasure,
(2021), TAM interaction, self—efficacy, social influence
Ji Hee Oh content quality, perceived enjoyment, social

(2021), ETAM influence, self-efficacy

use motivations(information acquisition,

usefulness, interaction, self-expression,

enjoyment), satisfaction, continuous use
intention

Ji Hee Oh
(2022), ETAM

Kyungwha continuance intention, combined experiences
Whang et al. (aesthetic, education, entertainment, escape,
(2021) relate)
Jun Kim & Jae usefulness, interactivity, playfulness,
Hyun You telepresence, perceived value, continued
(2021), VAM usage intention
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. \ } E
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Use - ZEPT0 |  twUsZEPETO  |:

(PEOU) (ATZ) BIUZ)

Perceived

Content Quality '

(PCQ)
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Fig. 3. The research model using ETAM in this research

this study
Variables (Redefinition) Factors
PU Self-Expression, Interaction and

Socializing, Creation and Creativity,
Business Value and Profitability,
Playfulness

(The usefulness of
ZEPETO)

Avatar creation and freedom,
Interaction with others, Content
PEOU creation and creator activity, Use of
(Ease of use of ZEPETO) | jam currency and coins, Connection
between virtual world and reality,
Intuitive user interface

PCQ
(The quality of the content
that ZEPETO provides)

Avatar, Motion and AR recognition,
Communication and network system

ATZ
(The degree of attitude
toward using ZEPETO)

Degree of satisfaction, Degree of
immersion, Degree of fatigue

Intention to reuse ZEPETO, Intention to
recommend ZEPETO to others,
Intention to use other Metaverse

platform

BIUZ
(The behavioral intention
to use ZEPETO)

3-397 74
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o] 7pdolt}. o] 7} ETAME] 3l412]¢1 Helel
F84(PU), S1A|H o]8-8o]4(PEOV), S1X|H Zdl= &
(PCQT} ©]§ H=(AUZ)2] W=(DOS) ko] Ad3aA|

218 F-823(PU), A o]&-8°] 4 (PEOU), 1A%
FAPCQI AEA a5 o8 | =(BIUZ) 7he] 33t
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Table 3. Hypothesis settings

No. Hypothesis

H1 PU has a correlation with DOS
H2 PEOU has a correlation with DOS
H3 PCQ has a correlation with DOS
H4 PU has a correlation with BIUZ
H5 PEOU has a correlation with BIUZ
H6 PCQ has a correlation with BIUZ
H7 DOS has a correlation with BIUZ
H8 DOl has a correlation with BIUZ
H9 DOF has a correlation with BIUZ
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Table 5. Composition of questionnaires for the 1st and
2nd preliminary surveys

Session 1! Survey Elements 2" Survey Elements
Demographic —age —age, gender, occupation
information ’ ’
—Previous experiences
with Metaverse
—Information source of
Metaverse
-Type of Metaverse
platform used
—Frequency of using
Metaverse
. ) —Motivation for using
—Previous experience
. Metaverse
with Metaverse
. —Core element of
—Information source
Metaverse
of Metaverse
—Feature of Metaverse
-Type of Metaverse
—Sucess factors of
platform used
—Frequency of usin Metaverse
Metaverse a 4 9 —Strengh & weakness of
Metaverse
usage o Metaverse
—Activities on
—Value of Metaverse
Metaverse ; ”
—Areas suitable for using
—Preference for
. Metaverse
activities "
LT —Activities on Metaverse
—Participation RN
; . —Participation in 3D
experiences in the .
content production
events on held on o )
M —Motivation for producing
etaverse
3D content
—Participation in making
profit
—Usage of digital currency
—Using digital currency on
Metaverse
—Causes of discomfort
and displeasure using
Metaverse
—the degree of
Attitude satisfaction on the —Degree of satisfaction
toward Metaverse activities —Factors of satisfaction
Metaverse —the degree of —Degree of immersion
(ATM) satisfaction on the —Factors of immersion
Metaverse events
Behaviorial )
. . . —Intention to use
Intention to —the intention to
Metaverse
use recommend )
—Intention to recommend
Metaverse Metaverse to others
(BIUM) Metaverse to others

A, HER 2 T8 o] 8 AT, o]8Ee] w2 ERFE, o8 d
% 9 o] Eje} wy AEFAL F 2l A 13E]
At 1= AR AERARE 20224 1¢
(202.01.05-2022.01.19)° 25 &<k & 57%o] g
H, A, o] 8 A, o]§ HE, A&H PF o]§ o= 5
HaE 1052 FAEINCHGE 5>, YAE 54 H®
(Likert Scale)9} Ae1e] #-ako] AR&HJeH73]. 12} AR

AEZANA AL B
7] e, 27 A
AR, AR el

FolZH91.2%)7F ZA el &
Al A} mew ¢
A-EASA AR, vEp 2 o) g,

=
A

=
A
[e]

HEPH 2~ AR, o8 BlEe} A& dE o8 9% 5 F
24709 F3lo] EFHJQIUCE 5>, 12k AP AEFA ) 5
A5 Aeld Tl ZAE 54 HE(Likert Scale)7} AF
SEk. A AERAE 20229 3€YE O 4€
(2022.03.21-2022.04.05) 25 5 & 5194o] Hojglom,
o4 9] ¥]E(70.6%) °] ‘F/3(29.4%) BT} ZATH 74 ].

H 6. 3%t ME=AL 28

Table 6. Components of the 3rd Questionnaire

Variables 3" Survey Elements

Demographic

information —age, gender, occupation

—Information source of ZEPETO
—Frequency of using ZEPETO
—Motivations for using ZEPETO
—Funtions of ZEPETO

ZEPETO usage

—Self—-Expression

Perceived —Interaction and Socializing
Usefulness —Creation and Creativity
(PU) —Business Value and Profitability

—Playfulness

—Avatar creation and freedom
—Interaction with others

Perceived Easy —Content creation and creator activity

of Use )

(PEOU) —U§e of Jem cur(ency and coins .

—Connection between virtual world and reality
—Intuitive user interface

Perceived Avatar

Content . - -
Quality Motion regogmnon and AR recognition
(PCQ) Communication and network system

The degree of satisfaction (DOS)
The degree of immersion (DOI)

Attitude toward The degree of fatigue (DOF)

ZI(E:TEZT)O —Factors of satisfaction (FOS)
~Factors of immersion (FOI)
—Factors of fatigue (FOF)
Behaviorial )
Intention to - Intention to use ZEPETO (BIUZ)
—Intention to recommend ZEPETO to others

use ZEPETO

(BIUZ) (IRZO)
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(20.8%)3F= EAS HAth AHES F8 o8 T2 AZHE= A, o] BT AVE ~Fr o] 184
ohule} 70171(52.19%) % $, WIS 5 oE R AL F o g A7 RS} oS £ A0 olaE 4 Urk
©1(39.6%), "y AY, AHE €= 5 JPE3 €9
(29.2%) 5ol 24915 AwAer, o5 Al 7M1 5715 A E 8. PEOUOI| Ch3h HIT 24 Zn}
o] A EoA o] ed] B 7)5(olutel F11]7)(79.2%), 1 Table 8. The Frequency Analysis Results of PEOU
ol 5 o) = }27 E]—?SJ 9 T Detailed )
U A, AME €= 5 7P ©51(43.8%), 31, M A Factors of Elements R(;t)l)o
g 5 oME H YA} %}04(33.3%))4 U] g}, PEOU
A Avatar creation using AR function 58.4
vatar
7. PUOI Chst Hlz 24 A} creation and Photo-based avatar creation 58.3
Table 7. The Frequency Analysis Results of PU freedom Avatar customization 83.3
Detailed Ratio Building relationships with new users 66.7
Factors Elements o ) - -
of PU (%) Interaction Strengthen the relationship between 541
ith oth friend d int ’
The avatar with the ideal appearance | pursue | 58.3 with others rénds and acquaintances
Self- | Interacting with your favorite artists or fans| 73.0
Expressi The avatar that reflect; the user's taste or 70.9 c S— Svido boon| 646
on identity Content ontent creation in photo and video boot .
3D items that fit user’s taste or personality 541 creation and | Production of 3D items such as avatar 58 4
t t ’
Interactio Real-time interaction with other users 56.3 erti/i?; costumes
i 43.
n and Building relationships with new people 60.5 World (map) creation 38
Socializin Ease of use of gems and coins 54.2
g Building communities 58.4 .
Use of Jam Ease of acquiring currency gems and 35.4
The support for avatar costumes and item currency coins ]
Creati i 77.1 and coins
reatéon creation, space maps Convenience of converting acquired gems 25,0
Cr:;‘tivity The support for building virtual space 70.9 and coins into cash in reality '
Rediscovering my abilities as a creator 60.4 Expansion of the self and the realm of
) activity into the virtual world through 70.9
The monetary value generated from the 7 Connection
) : 3.0 avatars
Business | creation of user-generated content (UGC) between
Value - - - - virtual world | The connection between experience and 58 3
and Financial beneflts through SQHIHQ avatar 75.0 and reality reality in ZEPETO .
Profitabili costumes, item production, etc. AT : T— m e
ty High sales growth potential through ZEPETO 66.6 vitua environment that replaces reafity .
advertisement : Use of the ZEPETO application 62.5
The pleasure of purchasing products that Intuitive user Ease of learning to use ZEPETO 56.3
cannot be purchased in real life ars interface
P Space exploration and content use 813
The enjoyment of creating avatars, items and through simple operation '
Playfulne 60.4
ss costumes
Thle pleasuvre qf taking pictures with friends xﬂgﬂ; o] ./] % ] L,]_ qu]/dJ,]_ bultesha) g_cﬂ [ R=: ?_/\é%
while participating in games, performances, 50.0 B e .
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(81.3%); oulEle] A2, & So] mA9] Al ~e]L; A|¥|
E9] P AR Al 2=8l ARE- 3H7(37.5%).

# 9. PCQo it Bz =4 Zx}
Table 9. The Frequency Analysis Results of PCQ

Detailed Ratio
Factors of Elements (%)
PCQ °

The freedom of avatar customization 81.3

Avatar quality - -
The graphic quality of avatar 56.3

The similarity between the avatar
created by the AR face recognition 51.2

Motion and AR function and me

recognition -

The naturalness of the avatar’'s gesture

; 58.3
and dance motion
o The stability of the system use 375
Communicati environment :
on and - —

network The technical stability of avatar change

system and moving to the world map or 29.2

mini—game

F 10. Ol BB =(ATZ)oll CHESH Bl 24 Zo}
Table 10. The Frequency Analysis Results of ATZ and BIUZ

dlEe] dErt b Sk Sde] 543 ddd
T 11>9] B, BT dkes A ES o8-8k
Bt TRl G2 sl B ARSAeke] Eahg Bl
Froll et o o E907he AT e B S
HolA QAE F-8799] 8218 Wlwg I 12>, e
¢ EdmelM AplEddel 7H SH om ke vk,
A g 3& 7P w2 wES A5

tilo

o] 25% A= AVIEES o]&shiA] 1] ZFHFOF)
=, 3D ZLYF o= I3k X2 3(47.9%), A T =
gl >=o) 5748h= Fau35.4%), AHEAF QlEfwo] 0] Eteh
(33.3%) 5°] F£ 9210 eyttt

E 11. DOIof| ciE Bz 24 Znt
Table 11. The Frequency Analysis Results of the Degree
of Immersion

Detailed Immersion Factors th'o
(%)
| forgot my existence while using ZEPETO 8.4

| did not feel the passing of time while using ZEPETO 33.3

While using ZEPETO, | forgot that | exist in reality 14.6

| focused on content or creative activities while using 54 2
ZEPETO ’

| focused on interaction and interaction with other users 52 1
while using ZEPETO ’

AT B ek 224 A% o] & owe] A AT ES U]

i 3l 2|4 o] & o] - >~ ZEgx
Factors Detailed Factors of ATZ ini/tl)o = ]‘_' 18 SI=(BIVZ, 41.7%) 2= B viEhH 2 Z25
: of that o]8 2%(64.6%)7F A AAEHASH, HFwte]
Ao bos 2 TR HE(45.8%)% ERlel oigh wEps Af ow
towar
ZEPETO Dol a7 (IRZO)ell thal] Blara] A2 uk-g-2 BT 10>,
(AT2) DOF 35.0
i = | | HA
Factors Detailed Factors of BIUZ F‘;il/t')o E 12, UER A el vk 24 2
2 Table 12. The Frequency Analysis Results of Satisfaction
Behaviorial Intention to reuse ZEPETO a7 and Immersion in Terms of PU Factors
Intention to Intention to recommend ZEPETO to ) )
use ZEPETO others 45.8 Factors DOS Ratio (%) | DOI Ratio (%)
(BIUZ) Intention to use other Metaverse platform | 64.6 Self-expression 29.2 1.7
Interaction and socializing 12.5 16.7
EAEe] HEE(54.2%)= A= Wil TR oM <GE Creation and creativity 27.1 20.8
10>, T 2R1(FOS) 0.2 ojle}l 7] 2Eujo]d Q45 o] Business value and
28 A7) EA4(29.200) 3 ZEl= A2 2 ofo]8] A2} Sof profitability 120 ‘2
2O)(27.1%)0] FL8 TS Q1o & AAEHUTH =Yk o Playfulness 18.8 16.7
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A7 x4 948 F {HJAPUL DOS, PEOULt
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1) PU, PEOU, PCQ¢} DOS 7+ A4 2 7k8 A=
H1. PU$} DOS 7t A=a37

PUSE DOS 7He] S A RudGE 13>, 41 PU
o 2l A B A, Srefal =y 7] B el
I S k) AR mEEA esl7] dlel, H1&
71700 PUS| 2915 7hed| Aﬂ 7HAe] Al 811
DOS 3t 3aA)7E B B 2]l A7 A oAk
53] A7IsEdgel Al 211 7k A}%XH Aot A
Aol wtedel ofuteHr=.502, p<.OD7F BH 7 7H4] Al -
8800l Hlel] fFelaraze] Al AAERA. o] A= Wk &
A Aate] o] 8- g71elA ohiber A4 Bl AAEmtel, 12

aL oputel AL mlo]s E5k A|FAg o] AHES] F
8 WS golol T wEn ZHd 7P EA A Q) kS
m2 2 Tlsolehs ARE SuklE) k.
H 13. PU2} DOS 7t AM2HEHA|(*p<.05, **p<.01)
Table 13. Correlation between PU and DOS
Detailed el
B —— Elements on with
DOS
The avatar with the ideal appearance | 0.502%x
pursue
Self-Expressi | The avatar that reflects the user's taste
: ; 0.363*
on or identity
3D items that fit user’s taste or
i 0.34*
personality
' Real-time interaction with other users | 0.495x*
Interaction
and Building relationships with new people 0.22
Socializing Building communities 0.229
ZEPETO supports avatar costumes
. h 0.206
and item creation, space maps.
) ZEPETO supports creating virtual
Creanon .and space maps that | want. 0.244
Creativity
ZEPETO allows me to discover my
abilities as a creator that | was not 0.229
aware of.
Creating user—generated content
(UGC) in ZEPETO generates monatary | 0.043
value.
Business In the ZEPETO Shop, you can obtain
Value and . . X )
R financial benefits by making avatar 0.027
Profitability .
costumes and items.
If you advertise on ZEPETO, there is a
X . ; 0.003
high potential for growth in sales.
The pleasure of purchasing products 0.8
that cannot be purchased in real life ’
The enjoyment of creating avatars,
) 0.096
items and costumes
Playfulness
The pleasure of taking pictures with
friends while participating in games, 0.479%+

performances, and fan meetings on
the virtual space map
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R AdEe vkl o], 7P 19] Aol A Al 819)
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H12 7124 it

H2. PEOU$ DOS 3t ]

PEOU®} DOSZF] gt aAl el tigh 4] A<t 14>]

°)&hd, PEOUY] 291= 7}%&1 Al 7He] A% 2913 DOS
I ARBATE B mEE 91 foputel A4 B AT S
. Bi} AR Rk %‘4 Aol A o]-g-8o)/do] 71
24 B7HEARE  ohker AZE R (r=.330,
p<. 05)° AR 715& o] &gt ofute} ABA(r=.289, p<.05),
AR 7]4ke] opnlel A (r=.339, p<.05)3} A3 Fol5F
o gl o FHAAE 7Hch

H 14. PEOUSt DOS 7} AR (*p<.05, **p<.01)
Table 14. Correlation between PEOU and DOS

Detailed Correlati
Factors of Elements on with
PEOU DOS
Avatar creation using AR function 0.289*
Avatar creation Photo—based avatar creation 0.339%
and freedom
Avatar customization 0.33~
Building relationships with new users 0.256
others a
Interacting with your favorite artists or
0.117
fans
Content creang mtﬁhoto and video 0.328+
Content 00
creation and | Production of 3D items such as avatar 0.254
creator activity costumes ’
World (map) creation 0.271
Ease of use of gems and coins 0.382**
Use of Zem Ease of acquiring currency gems and 0.299+
currency and coins ’
coins . . .
Convenience of converting acquired
o . . 0.166
gems and coins into cash in reality
Expansion of the self and the realm of
activity into the virtual world through 0.256
Connection avatars
between virtual The connection between experience
world and and reality in ZEPETO ~0.042
reality
A virtual enwronment that replaces 0.307+
reality
Use of the ZEPETO application 0.414%%
Intuitive user Ease of learning to use ZEPETO 0.073
interface ;
Space exploration and content use
, . 0.386**
through simple operation
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E 15. PCQ2t DOS 7F AF2babA|(+p<.05, **p<.01)
Table 15. Correlation between PCQ and DOS

Detailed Correlatio
Factors of Elements n with
PCQ DOS
The freedom of avatar customization | 0.399x**
Avatar quality - -
The graphic quality of avatar 0.573*

The similarity between the avatar
created by the AR face recognition 0.352*

Motion and AR function and me

recognition
The naturalness of the avatar’s
i 0.407*x
gesture and dance motion
The stability of the system use 0.399%+
Communicati environment .
on and - -
network The technical stability of avatar

system change and moving to the world map | 0.442x**
or mini—-game

2) PU, PEOU, PCQ¢} BIUZ 7+ AH#aA #3714 A

olN

H4. PU%} BIUZ 7+ A2

M EtH 20l CHEF ALAL 28 AT MBI E ZAEZS SR

PUS} BIUZ 7+e] Al S Ao R 16>, A%
A3t g o 2ol &

Aol ghsi=gl o dAaAr mEE 9o, 314
QRlel A= AR A QQIvk WEo)] fojn| gk IS 1)
Aok o] = =
2 7] 5L a0 g o] Al ajlell o
Ak, g
WA mEH A k]

ok A71E@d 9] A, W FZel 7ige] vk 3D ofe]
Sl(r=.367, p<.05)°] U] 5 aLlel] Hlsl f-2ol4=0] Yok
o, FeAg g adeeld SHdds ARUE 94
((r=.347, p<.05)°] WHA] 5 8310l Blaf freja<zo] Wil
A AL #8173 9] 785, 7Pdeit WelA A9, 4, v
ol FojehdM s IS @71719] S (r=.614,
p<.O0D A= Tl = gl AlE Tl et =
w(r.514, p<.ODo] W=teel] S Q1 = WA

1%
o
>
fr

>
0%
rfy
o
-
N
N

H 16. PU2R} BIUZ 7+ AEHEA|(*p<.05, **p<.01)
Table 16. Correlation between PU and BIUZ

. Correlatio
Detailed i
Eagins of U Elements n with

BIUZ
The avatar with the ideal appearance | 0.449%
pursue
Self-Expressio | The avatar that reflects the user's taste 0.500%+
n or identity
3D items that fit user's taste or 0.367+
personality
) Real-time interaction with other users | 0.463+**
Interaction
and Building relationships with new people | 0.373x**
Socializing

Building communities 0.347%

Support for avatar costumes and item

creation, space maps 0.179
Creation and : SP P
Creativity Support for building virtual space -0.023
Rediscovering my abilities as a creator| 0.246
The monetary value generated from
the creation of user—generated 0.106
content (UGC)
Business Financial benefits through selling
Value and . )
L avatar costumes, item production, 0.248
Profitability
etc.
High sales growth potential through 0.152
ZEPETO advertisement ’
The pleasure of purchasing products 0.514%x
that cannot be purchased in real life ’
The enjoyment of creating avatars,
) 0.238
items and costumes
Playfulness
The pleasure of taking pictures with
friends while participating in games, 0.61 4%

performances, and fan meetings on
the virtual space map

H5. PEOUS} BIUZ 7+ AHi#A)
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PEOU®} BIUZ Zzte] JHAAE AHREUEKE 17>,
PEOU®| opvlel A3 Bl 2 e] 9ol AR 755 o4&
3 olulel AA(r=.3.28, p<.05)T olutel #xEjnjolA
(r=.335, p<.05)°] BIUZS} &) AaaAE 71t el
o] A5 Ag ZHoM= M2 ALgxIele] BA FAdw 2
T AQ1 ko] #A At Fdd (=312, p<.05) 2
2 BIUZOl 93-S vtk Zelx 3= 9@ Fg]dolE] &
dAE EE B Hte Rioae Zelx A 2Hr=32,
p<.05); A stHef 5121 ARgolA= A 57919] ARE-HEA
(r=4, p<.05); 7PIAAIS}H @] AAdNAE ohiteE
TS Aolel &F Ao P MARe =582,
p<.01)F RS A F= 7387 (r=.358, p<.05); vk
Auto g {4 QlE o]0 A3y A= AW E o Z2
o)A 0] 8(r=.592, p<.01) 5o BIUZS} AAaAE 715

U Aoz i Al Q19 BIUZSE F-ofn| ek daks vl

PCQe} BIUZ 7Fe] Zd3ktA| 41 ZAzlel] ofehi<3t 18>,
ohulel Bis) A= o vy Ao R o]Fdt we] 7]&H
S AlLlgh v x] PCQO| AllF- 2.21vt BIUZS} -] v]
S ARIAE 7] Wil H6 A= A] E3ck opu}
B} F29] A9, 24 9 AR Q14 o] 77} oputele] 1] F
A(r=.398, p<.0De] oplele] AR HA2Ewlo] A
((r=.363, p<.05)°ll vl&l BIUZl #-2jv]gh ak=S vzt
24 9 AR 214 8214 = AR Q1] 75 o= A ohil
Efe} upee] frapgdo] ohutere] AR, & T AR B
AR BIUZ theh froldee] =4 Yelgon]. 54l 4
HIESFS] el P41 Al2gl AR 3174 a]1ke]
BIUZS} fr<]m] st g2t & 7H o

E 18. PCQS} BIUZ 7+ AHHEH|(*p<.05, **p<.01)

Howz Hh: Aelxz] £k 3 71X Zuj2$ Apale Table 18. Correlation between PCQ and BIUZ
AE] g wE B4 Aol JhHOZ £ uES Deraled Correlation
) 3 B Factors of Elements with BIUZ
Y5 Folshz ol ~EY MEIe] F54-8(73.0%) 7 PCQ
ek 22 T o '3 9 ZElx 0]8(81.3%)°] Avatar quality |Leireedom of avatar customization | 0.362+
N oo U A The graphic quality of avatar 0.398+*
BIUZOﬂ &= E] A X3 Ao= *“Ei/v\[ = Aotk The similarity between the avatar
. created by the AR face recognition 0.4%x
= DL * ok Motion af“.d AR function and me
¥ 17. PEOUS BIUZ 7F &2 (*p<.05, **p<.01) recognition ;
. The naturalness of the avatar’s
Table 17. Correlation between PEOU and BIUZ gesture and dance motion 0.289+
Detailed Correlatio The stability of the system use 0.353+
Factors of Elements n with Communicatio environment )
PEOU BIUZ n and network | The technical stability of avatar
Avatar Avatar creation using AR function 0.328* system change and moving to the world map 0.097
creation and Photo—based avatar creation 0.278 or mini—-game
freedom Avatar customization 0.355%
Building relationships with new users | 0.312= H7-H9. ATZS} BIUZ 7+ A8
) Strengthen the relationship between
Interaction . ) 0.312%
. friends and acquaintances
with others - - - - 1 S =] o] A}y
Interacting with yfc;]rsfavonte artists or | () 55 alx|eto 2 ATZO] A 7FA] A5 2213} BIUZ 7o) A3
b1l b Al o] AL T () 7
Content creation in photo and video 0.30% Ak A 7hde] A< 195, DOS }_ BIUZ %, 12}
Content booth : a1 DOISH BIUZ 3t frefm| gk A7 =gl w7k
creation and Production of 3D items such as 37 o e JE)Rut) = RS T x
creator activity avatar costumes 0.102 H7J+<H8L j _'E](}iri' &4, DOF= BIUZZ‘ c°e= #] |
World (map) creation 0.138 A "/?\_é\ﬂ7] W“"—:‘Oﬂy H9+= 7]ZJ"E] %\4]:]' O] AE 53 Z‘ﬂllﬂE
Ease of use of gems and coins 0.4%% o] I3 AFE t)3dk DOSS} DOI) BIUZO gt §-9
Use of Jem | Ease of acquiring currency gems and n1&k cdakal o] ol=g] o)
currency and coins 0.217 12 el A=
coins Convenience of converting acquired 0.061
gems and coins into cash in reality ) E 19. ATz BIUZ 7+ AMZFEHA|(*p<.05, **p<.01)
Expansion of the self and the realm of Table 19. Correlation between ATZ and BIUZ
c ’ activity into the virtual world through | 0.582x % = c =
onnection . orrelation
) avatars Detailed Factors of BIUZ .
between virtual The connection between experience Factors - Ll B2
wc;(;l:”i/nd and reality in ZEPETO 0.185 Intention to use ZEPETO 0.559*x
A virtual environment that replaces 0.358+ DOS Intention to recommend ZEPETO to 0.61
reality : : others )
Use of the ZEPETO application | 0.592+«+ Intention to use ZEPETO 0.682x~
Intuitive user Ease of learning to use ZEPETO 0.246 Dol Intention to recommend ZEPETO to 0.579%*
interface Space exploration and content use | () ,45 __others
through simple operation : Intention to use ZEPETO 0.076
DOF Intention to recommend ZEPETO to
others 0.139
H6. PCQ$} BIUZ 7t 33+
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