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A Study on Intention to Participate in Augmented Reality-based
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Abstract This study examined the factors affecting the intention to participate in augmented
reality-based online concerts and suggested implications for their growth and development. A survey was
conducted on 365 consumers who experienced an augmented reality-based online concert. The main
results were derived through correlation and path analysis using the SPSS 21.0 program and the AMOS
21.0 program. The main results were as follows. First, perceived augmented reality did not have a
significant effect on interactivity (8=.06, p».05), but informativeness (8=.44, p<{.001) and relative
innovativeness (8=.20, p<.001) had a positive effect. Second, interactivity (8=.04, p).05) did not
significantly affect the intention to participate, but informativeness (8=.32, p<{.001) and relative
innovativeness (8=.41, p{.001) had a positive effect on the intention to participate. To increase the
intention to participate in the augmented reality-based online concert, it will be necessary to increase

the informativeness and relative innovativeness of consumers based on the perceived augmented reality.
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Table 1. Research tool

Cronbach’
Variables Question Source ronaac s
The augmented reality-based online concert gave the feeling of seeing it
Perceived in the real world. Javornik, Rogers,
augmented I felt as if the augmented reality-based online concert was moved to the Moutinho, & .86
reality real space | was in Freeman(2016)
The augmented reality-based online concert felt real
Augmented reality-based online concert gave me the information I
expected
Augmented reality-based online concert provided me with detailed .
information Rese, Baier,
informativeness A od liv—based onli " ded "y o Geyer-Schulz, & .76
Augmented reality-based online concert provided me with complete Schreiber(2017)
information
Augmented reality-based online concert provided me with helpful
information
Augmented reality-based online concerts responded quickly
Augmented reality-based online concerts responded appropriately
Augmented reality-based online concerts actively accepted the opinions
interactivity of users Choi(2021) .85
Augmented reality-based online concert was able to present my opinion
on problems or improvements
Augmented reality-based online concert was able to share opinions with
others
Online concerts based on augmented reality are very innovative
relative Online concerts based on augmented reality provide innovative features Ali, Krapfel, & 87
innovativeness - - LaBahn(1995) ’
Online concerts based on augmented reality belong to a new
technological domain
I am willing to use augmented reality based online concert
Intention to Taylor & 4
participate I will frequently use augmented reality-based online concerts Todd(1995) -8
I will use augmented reality-based online concerts immediately
=
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Table 2. Correlation analysis

1 2 3 4
1. Augmented reality -
2. Informativeness 447 -
3. Interactivity .06 220 -
4. Relative innovativeness 20 3 44 -
5. Intention to participate 41 46 29 53
** p.01
Table 3. Path analysis
B S.E. t
H1 Augmented reality — Informativeness .44 .03 9.37%*
H2 Augmented reality — Interactivity .06 .05 1.21
H3 Augmented reality — Relative innovativeness .20 .05 4,08
H4 Informativeness — Intention to participate 32 .05 7.37%%*
H5 Interactivity — Intention to participate .04 .04 .87
H6 Relative innovativeness — Intention to participate 41 .04 8.70%*
** p{.001
Informativeness
A gk
Perceived " o " Intention
Augmented reality 06 pf Interactivity L0 to participate
207 41
Relative
innovativeness
Model fit: RMR=.02, GFI=.97, CFI=.93, NFI=.93, IFI=.93
o p<.001
Fig. 1. Hypothesis test
FTFE vX= A= UEa(=.20, p<.001), 77 e AHIAEE G CR AztE SAAT AR 3
A 49} AFste] JEAGL o] A FFZ mx]  FRRIQl ARAY, AL, AHE Aol iy
= A0& YEEOW(=.32, p(.001), A77Hd 591 4 ko miAle IS AEEYT 8 ZIE FAHOE
SAEHS HololEo] ST FHE UAA FoEG ol chast 2o
(B=.04, p>.05). A77Hd 63+ Tsto] Adid 414 AR, A48 S7FAAL R FH JFE X
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