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[Abstract]

This study explored the determinants of satisfaction with online concerts for 250 consumers who have watched an augmented
reality-based online concert. For the main results, confirmatory factor analysis, correlation analysis, reliability analysis, and path
analysis were performed using the SPSS 21.0 program and the AMOS 21.0 program. The results of this study are presented as
follows. First, perceived augmented reality had a positive effect on sensory richness. Second, perceived augmented reality had a
positive effect on esthetics. Third, sensory richness had a positive effect on esthetics. Fourth, sensory richness had a positive effect
on consumer satisfaction. Fifth, esthetics had a positive effect on consumer satisfaction. In summary, the factors that determine the
satisfaction of augmented reality-based online concerts are sensory richness and esthetics, and these sensory richness and esthetics

can be evaluated as being determined by the perception level of augmented reality.
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Table 1. Confirmatory factor analysis
Latent variable Observed variable B S.E. t
3) While using an augmented reality—based online concert, | felt as if it were real .84 - -
Perceived augmented 2) While using the augmeﬁted reality—based online concert, | felt as if | was 84 06 15.78™"
) transported to my real environment
reality
1) While using the augmented reality—based online concert, | felt as if | was
L .82 .06 15.14
watching in the real world
3) Sensory experience is important for augmented reality—based online concerts .65 - -
2) Augmented reality-based online concerts made it possible to enjoy sensory 76 11 10.08""
Sensory richness experiences ' ' '
1) Augmented reality—based online concert provided a rich and exciting sensory 78 11 10.39"*
experience ’ ’ ’
3) Augmented reality-based online concert seemed to be harmoniously 75 B B
decorated ’
Esthetics 2) Augmented reality—based online concert was attractive 74 .09 10.89™"
1) Augmented reality-based online concert made me feel alive .74 .08 10.86™""
3) Augmented reality based online music concert gave me pleasure .79 - -
Consumer satisfaction 2) Augmented reality—based online music concert was a satisfying experience 77 .07 12.57"
1) Overall, | am satisfied with the augmented reality based online music concert .80 .08 13.02""

™ p<.001
wel A3 A AEARK, RMR, GRDeh S#4%
A5(NFI, IFI, CFDE o]&3at o, 237+ x?o] 45

o BAXoZE fFol5lK] grolof sl (p>.05), RMR2 .06 ©]
3}, GFI} NFI, IFI, CFI&= .90 o) dold A3 |&s 553
Ao W), Thek x2] 29l Hie| Froll W] whitel

A7IEe 54 18 Al vA Ariess S8l
FF W7IRTH51). o] 7IeE A8ste] AYns v

® Ay}, x*=74.81, p<.01, RMR=.02, GFI=.95, NFI=.95,
IF1=.98, CFI=.98% Ueh} x*& #19]8k v #] 23427}
A7 SF6t] ARE) Nl Egk Jlew Jrkd
T QATh ERE <GE 1>ollA AAE wiet o), ATt 35
el mAE gI3ds ARy FEsEEASE)7t
65~.84%

BE ARAG7E A2 71R) 402 9L, B
Aok felsilnt A 2

;
(Cronbach’ )& AR, x|7hg

477, AW 79, TR 8308 LR A H3tel| A
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e ¥ o et gl

Ly
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£ AFelA = HelgE A e8] flsle] SPSS 21.0 22
133 AMOS 21.0 22038 o]83te] th2¢] S &5
g EAE1Th A, Fo HEe Bl A5S Yato] g

Q12 gl M (confirmatory factor analysis)S 53, 22l

2011

A =(model fit) o} ZHAPAG=2] =14l
ol B uTIHRAF 1En
analysis)< &3f W4
A4, T8 WA= 7ol AR (correlation analysis)S
T8I, AR, 7RSS $181e] AZE2(path analysis)
= AAT8ISIT

sk BAA
A Z) =8E-(reliability
A2 %=(Cronbach’s @) & &Hel&}it)

v. |51zt
4-1 AZAEN

A28 S7FAAT) Ang, b FRA, W 7o) A
HIAE AHEYT 8 A= <3 294 AAlE Hkek
2} -4 A4 S-S 3 FHA(=.68, p<.01),
A 7Kr=.65, p<.01), Y=EE(r=.66, p<.01)<+ A% A
e, 7324 FRALS Ankr=71, p<.0l), =L
(r=.68, p<.0D9} B4 4B B ow, Au|zt JA] L
(r=.63, p<.0D<} A7 A#-S Yepd Aoz B}

A3p AAfel] oA Bl A{es
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F 2. AEAEM

Table 2. Correlation analysis
1 2 3 4
1. Perceived augmented reality -
2. Sense of richness .68 -
3. Esthetics 65" 71 -
4. Consumer satisfaction .66"" .68™ 63" -
M(SD) 3.54(.85) 3.84(.65) 3.78(.66) 3.67(.72)
" p<.01
E 3 #=22M 771 33} Peislel 77 o] Almigel mlAl
Table 3. Path analysis Qqope AT A3, 77HA] TR Alnizle] 2EA e
B_SE WAL Ao et 977k 3= AEEIEKE=50,
H1 gz;iti\r/;crjicazirslemed reality = oo 03 4401 p<LOOI). ‘?ﬂ_:llﬂ"‘é 49} FAHs}] 2{7—]"7—(4 SH-Ado] TR
WA GRS A A, A S Ul 34
Ho Eg{ﬁgg’cesd augmented reality = 4, 5, g5 gge B A= AoE e A7 4% AEEATHE=47,
p<.001). 177Hd 59F #Hdste] Alw|zte] wisieel] mlX|=
H3 Sensory richness — Esthetics 50 .05 8.74"" Aok A A Aln|7ke v rof FAA FTRS v =
Sensory richness — Consumer Ao ER A7/ B iHE,“E]ﬁTﬂ(BzZ ’ p<.OOl)
H4 satisfaction A7 07 747
Hs S:Ig?ggflo_n’ Consumer 29 06 465" v.Z =
* p<.001
B QT S48 7 Llel ZAES Bud 4o
olof| 7a-& T3 Arh= <& 3>ollA] AlAISH uhe} 2, UE AHIAES P os ekl FAE TEE A4 el
A7 13 Bdsto] Azhd SAAL ol A2 S5 erllgld o 7HE S FAl o Fo ANE AAEla =0
A ARG AR A, A7 ZRAAe BHE ER gu gew) 4y,
ol FAH L VA= Zow et AF7H 12 Y A, AR 10 o) AR R A, A7k FPALe
HATHB=68, p<.001). A77Hd 29 Tste] 2|z 7 e TR A JS X Aow e 7
@alo] Anzel WAL Qe AR A3, A2 S A S Lol TAE ol §xSo] v A4 Bl =
Ao Aute] 244 4 VAL Aoz YEh) AT AES wi i ge LS AFNSSE Fisa 2
A 25 AEATHE=31, p<.001). AR AR AL Aok A7l AR Fole
Ao B 4 9l olel@ A avlAEe] SN
00 e & Bo) o] A A9 AL S G YR Al
TWA Azbele el whet 3R Fde] AAEY
l (171, 7¥&e] AAe] 22 delut Az, zelzt, Azt ol
Eotpmved 0w Copruges 13 3219199 YATto] avlAER ST FHa 17
augmented reality satisfaction N B B -
| A8 MRS ke a3 9 vATE od A7
‘ T 59 T st 15],[19]. 1ejus S4d4 V)
e . uk 2etel A B glojA amlxEe] A|Zkshe SR
. ol whe} 742 Sl 2AE = Ao ofsfe o= Q.
g;lf?glglt: ¥ =£5.45, p<. 001, RMR=.02, GFI=.95, NFI= 95, IFI= 95, Zx), A7bd 20 dlel] AR Av) AzkE 24
Azl 584 s AE Aom veht S4EA 7]
e i 229l FAE o 8abgo] Al #AelA TAES B
I8 2. JkdES Az} 2 RS BeSE 4 V) eelel FAE}
Fig. 2. Fypothesis test W52 Qs e Holn] Axls} zshEA 2 A glrka
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