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Abstract This study was conducted to determine in-depth how metaverse tourism will evolve in terms
of related content and diversity in the new era, considering the rapid development of information and
communication technology after the COVID-19 pandemic. We applied SOR theory and experience
economy theory to analyze the impact of metaverse tourism experience on tourists' attitudes and visit
intentions and the mediating role of perceived value. The survey was conducted online through Wen
JuanXin (M%&) from May 20 to May 31, 2023, on a valid sample of 356 Chinese metaverse tourists. Data
was subjected to frequency, reliability, correlation, confirmatory factor, path, and mediation analysis
using SPSS 27.0 and AMOS 28.0. The key study findings were as follows: First, educational, aesthetic, and
escape experience factors, excluding entertainment, significantly influence cognitive, affective, and
behavioral attitudes to metaverse tourism. Second, all attitude factors significantly impacted perceived
value and visit intentions. Lastly, perceived value significantly and partially mediated the relationship
between attitude and visiting intentions. Using the Experience Economy theory and the SOR model, this
study extends the scope of research in the field of metaverse tourism, proposes marketing strategies that
foster positive attitudes among tourists, and creates perceived value for the activation of metaverse
tourism.
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Covid-19 @Wd|Y] o]& AR(Augmented Reality) @
VR(Virtual Reality)@83 22 tAE AlA] gt &
Alo] EolA WA Fid AO vlep Aggo] FE
I QUeH1]L #lEr AL Q171E 20219 10¥ Hlo]AFo]
'‘Meta' 2 BHEE #AT o] S2HH 0 R FES] F
7¥stal Qitk. HefAE oplERE B AEA-g5hH
Y &5Z IS = U= EYF 3D 7 AlAIRA
AARRQ] &%, A 2 2L 7|35 FE3
AAEE AFstar SiTH2l.

| HE AL A L5 R 2022900 AAH
O °F 1,200 g0 ety on, 203097HA=
o 5z 299 714 02 A= 31.
QL 20269714 A AIA A9 OF 25%9] AlgHEol
e A0 A SEFo] 1A[7E oS Bl A o7 A5
T QITH4]. SHEolAE 202295 E 2026E7HA] ALA]
7} 339 9Eg FARete] HEHA TAIR9] HIkE A
15k, o] AULE AJE|9] AR ©ATF A=
5], 22Y A BlE ZARAE =9 V& 719
AW E(ZEPETO)' 2+ @=lsto] QI7ta} oplelE 915k A
AR ARl AFAE SAI5IL, o224 AR mddt
7Vd Bdl BE7t AlA BE uidol|l A i 7Hsdt 713
£ AFstttel. 3, F=oAE WEHA EFIETL
Fz2EH, HE(TikTok)9] Z3A} vlo]EriA(ByteDance)
= 7HEEA SIEA ARAAI fIZ(PICO) 129 &
2E FAstglon, sk Alibaba)e 574 @A ¢t
A& WEE A L(Nreal)oll 5,280%F FE2E FASIS

£ 4= A

s

2t 33 2ok EQL vEtH A 8o w2 st
ATh 53], vet gy gEE WA F71E,
573 @A(AR), 7HFEA(VR), 54, 3D 22y ¥
gold, 9% 7led HHd A7 @Es] 1Y
S]3L QIEH2,5]. of =St HEbH A o9 Bl Ay He|ot
THARRIAE S dod AoR oydsin, ofF A

e

§ WAl oA AT, AN, BRG] 7ot
3o} ope} ofey A3, AT 2§ % HolE AUsle]

anl P50 G WA K5 Aol 2 Ao o]
T QIeHS). g, viEh AL AR ojale diAls s
£ Bs] §718 ofd Aow |dhEs, ol et
HEpA T ERAE V)E B Aol Bt #7t
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7} ozt F-Zolal A& Tkt WF Zokr Hdd
7Fs7gol ekl s QIoHI).

AT ol whar, wiet A gl et it
9| A7 7' g4l oiEEFAeld AludEe, il
2 o] F8e FaL HH2,5,10]. HEMHAE T
71€o] ozt EEAQl, A% 2, AY. UF AT
(AD, MEHZ, 23 A2 EY(T) 5 AR 71
F8 710l AEstH(11], HEp A 71ed E442 &
g Y, ARA AT 2, AF Als, EFAIRL A
B v, Ak EY 9 2EEA, oIX] 9 S A
9, 223 vl metd HEQIE EIste] Bt
Al ZHAEAL 2] o]’ 7]&E2 viEtH Ao T
ol 383 71945 & Ao& FEY, vEpHA W A
ol gt 71 A7 obd 753 Aol FH vE
HA g FopolMe W gl 24 AT
7b S7F8HaL Qlon, werH A Eghe] e Bl e
gt FF BAl digt - vIFSITH9, 131 SOR ©]
B 83 7HEe] R Ak 9F 1419 A9
ZdA012E 283t viERH A B Aol WFAe| 2|4
" 7], BEE 8 3F ko vjAls dFl it o
T7F ZYEATHI5). T2 HERH A 7]eo] HgAkd
#-go] ol £k, 'SOR °l&'# 'AIAAA
ol & A&3t HEtH A WP HiFt AAe HE A
2opl Hlsf Arjaor FERL Agolnt. o2’ A%
A5 HIF 2R, 'SOR °o|&'H 'AAAA o' S 28
oto] wepH A g A|E 84t FFA0) B 9 B
o 7ke] IF TA, TFAC] B} R = Aol
A Azt 7H1 9wzl I, T2l vEr A g o]
HEE Ao s ERet B =g ke
2 a]le 83t A7 ool A= Ut

2 AT AF FA42 o g A, HERA
w2, A, dgz gl oA A 847t
2 Hieo] mAl= 9, A, HErHAEEe] I
784 9 B3 st A7 7l vAls 9
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A, HeEpAdsg FAoA ] Az 77 B 2
=ofl vlA= ¥, v R, IFA Heot B o=
Atol9] 217k ZHA|e] WiARIE FFstaAt S o]
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2.1 HEHA 2F

HEfH A (Metaverse)= “Le]20] HEKMeta)2t Al
Ee 955 %ok fFUHA(Universe)?] AolE,
3DE 7INe& sH= 7Mde] FAtelA A9 UE dAl
;P: oplEtE B9l o]8AHEC] ol AHEl W E3HAQ
E5E SHAY HAE A4k ARt FApsh HA1E
7HIE ZEstL dYoks AAIE nigteH16,171.
A= QIEY 715HY) 7MY AAIE uistH, ml=m|
5} 3](Acceleration Studies Foundation)= 7MA}
AIA(Virtual Worlds), A< MA(Mirror Worlds),
ol= 27(Life logging), 1811 &7 @&(Augmented
Reality, AR)9] Yl 714 FH2 EF5IATH18L A4
O =& 7MF AAIE vletAoA 2 HISS X5k, &
Aoz EA5HA] g AlAIE 7ML R Ttk 71eE
oulgitt. AL AlAE A4S 3D CGE st o &
FRE AEHORE AFol= AAE oulsh, 2ol
2 49 boFet SHS fAE VEeR W=
274' AAskeE JEe} oln]
?l AHEE AFcl= 7IeE

A HE
A&
SES)

wEfE A0 Hota] 74t FTtol|A
ot ot = Sl TMY THEAR
A|A A ZH4le] BAIQL ofdletel g
T DEo|tH9l. HEPH AT
Hopol A ookt Ak M= 1 9loH, Atul(lle
vep Aggat HEst Bldlojg] A4S B Fa FA|
o} E4S wolstlal, HAlu|e} o] FF([15]12 AH A
ol2& &-&sto] TP UPEEQ} TFF P 9=E
4510 HEPHATES TS S BRI
Astgek. A&t GAIF[19]1S HERHA AH| A0 EX
g2lo] Azt 7Hx|9} A EALE oo nAe IFE =
APl AR AYE (201 HERHATSEO] A&
< 7FsAT EEAQ 7149 83 Bl dEsteic.
T3 o|meke} o]s[21] HEMHACIA Q] BE A
o] &uA} o] nxl= YIS ALt olet 2
o], WepAE nj#o] g Fopo SlojA Fasgt AT
< of, wepH A A oheiet AT et tiEe] I
A A &g Sie} whdo] AFE A o= 7|1 Slck

A %Z—W% Xl;

Folx, stz
A E78e 375

2.2 SOR(Stimulus—-Organism—-Response) 0|2
SOR ©]22 34 ot A= Jke W= I &
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4 e BAsle] Qzte] BEe Ageks WA
oleH22). B3 WF Alolo] ATHIS AT Hzl

E2 A=-4ES(S-R) o202, AR} A=of AHE
o= ukgsttta AAPATH23], A7 71A%E g

874" ¥ke-S Yo yith=e AL 1#3 uff, SOR Ha-e
Ato] i A=(9)0] =E=E FF BH(R)°] WFE
|71 W3} (O)o AFeehar AAskATH24,25]. SOR
0|22 A=(Stimulus), +71H(Organism) 121 ¥+
(Response)9] Al 7FA] 891 Z3tstd, RA, A=l
H?lg-_ TEA7IE TS guish, B, 7H, 4

T YoM ARINA TS & 311: 3<ﬂo]1:]-
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= &,
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XA RS RVIAIE, VR #F Aol gt o=kt
HE s WA vhgo g Aoyt old & I+
oA HEHATY A¥L A=(Stimulus) 2 & ©}7]
a1, Wt AR A EE B2 o]l FAE= Hel A
Ztel 7HE 9714(Organism)2 7o, HepHAISS
Ag ol FAAHA He L& %E vH3(Response)
o8 sl

2.3 M[AZH0|2
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4 248 942 o= QJrH28]. o
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A, 2H(Entertainment) Y, LEF (Escapism)
Ad, A& (Esthetics) AP Yl 7HA] FH(4Es)o=
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2.5 &=} X|ZHE 7HX| Zte| &A|
AZtE 7 v, ARE =8 Sl ek 4EjRtel
IS 7IHkOR 511, o] E3f AlB|AL; AlET} B2
sEo] digt njate] SRkl B7HE WERdTH30). =
719 AE 7R F2 |34 7R Be AL
E AFsiglon, olF AzlA 7HAe] AAE, dAA,
oldA Zunt 54 79 nAder AFEH.
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Fig. 1. Research model

32 H40| TAN FoIo £ &7
Aol vERIATYS] ABRAE Pine &
Gilmore(1999)9] ARAA] o1 &L F4HO2 184 A
9, Aol A, 02 AlY, 99 Aol 414 2
log =& AA, ¥5H Adese HEHA
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Aol vlEtH ARG A|Fo] B Qo] 1A
= 9% A % ol&Y T TAHCIA X24E 7Hx9] o
NEIE FH57] Aol S vepAT=g Aol
= IFAE ez, 202349 59 2097 5¢€ 314
7] F=0] AR AEZAACIE Wen JuanXin([W#E
B2)E B0 28Rl HERASI BE Bg 42 &
FEEL & 3670 EFOoZ, Likert 538 Hx(18=49
J9A gk, 5= I¥thE st 4% 2
I, F 39657t AleEU, % AEA S =l
o] A, g0l ;o] gle 5 BT &
4E 4055 A|Qg F 35659 fEHE-S AFH Ao
o] &s}3ict.

HFEH
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332 24 Y
B2 A3 A ARE HEFOE SPSS 27.03 AMOS
280 ZEIHS AGIAGTE BA WL w2 A7
A B2 soksp] Slef MEEAe Agsge
o, 2gEre] AEet ehgae Blst] Sla) Al
% ¥4(Cronbach’s @), ¥4 7k AA B4 9 2l
4 284S Agslgch 449 JarEie
Sfe) FEAgs BY $42 BEtel FAUS 1
AIAE FEoka, wekEs BHAY o] o
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gL
o
=

o

=
1o

flo ok

Al
=

4.

Ol
AI

1z

4.1 QIFEAN EY BN

HEZAL AR A EAISH E4E (Table 1D
o foFslt AEL FA 175%(49.2%), 94 1811
(50.8%)oz2 1=A BRIt AFL 204] ulglo]
86%8(24.2%), 20t 129%(36.2%), 30t 9778(27.2%),
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40t 327(9%), 50t o4do] 12%(3.4%) 2= txgo]
Q&3 MZAIHI(1979EHE 20108 Afo] E4Ah)olA
7P ®ol YEhdth A EdolA= s 839
(23.3%), 359 639(17.7%), A+ 6178(17.1%), &
dA 59%8(16.6%), HWEZ 50(14.0%), 7I1EF 409
(11.2%) 0.2 Yetsith A% ojf= 7]1E 70%(19.7%),
ulE 246%8(69.1%), 718k 40%8(11.2%) 0.8 BA=Q1 L,
YT £52 4,000¥ oI5t 169%(47.5%), 4,001¥~
8,000%(24.7%), 8,001 ¥~12,000¥(17.4%), 12,001
¥ ol10.4%) o2 eyt sk gista A5t/
Z9(66.3%), tehd AsH/EA(25.0%), A A/ E
J(7%) &=o0= ERGT)

Table 1. Demographic Profile of Respondent

I Frequency | Percentage
Classification (N) (%)
Male 175 49.2
Gender
Female 181 50.8
Under 20s 86 24.2
20s 129 36.2
Age 30s 97 27.2
40s 32 9.0
50s and above 12 3.4
Student 83 23.3
Government 63 17.7
employee
Occupation Office-worker 61 17.1
Professional 50 14.0
Self-employed 59 16.6
Others 40 11.2
Married 70 19.7
Marital Status Single 246 69.1
Others 40 11.2
<4,000 RMB 169 47.5
4,001~8,000
RME 88 24.7
Monthly Income 8.001~12.000
RMB 62 17.4
>12,001 RMB 37 10.4
High school diploma 6 17
or below
Associate degree 25 7.0
Education
Bachelor degree 236 66.3
Master degree or 89 250
above
Total 356 100




wehul Az Aol B B, AzE A L FE oo

A

9% SOR o2 4§

Table 2. Confirmatory factor analysis

Factor Item Factor f \yp | cg | Cronbac
Loading h's
It was a substantive learning experience. .692
My curiosity was stimulated. 917
Education - - .622 | .867 .858
It holds educational significance for me. .799
I was able to acquire new knowledge. 729
It provided a rich emotional experience. .697
The facilities and atmosphere were appealing. 775
Esthetics .629 | .870 .860
The metaverse tourism experience was enjoyable. 737
The metaverse tourism experience was harmonious 941
My mood shifted during the experience. .680
i It offered interesting sights to me 727
Entertain : 593 | 851 843
ment It was fascinating to me 941
It was enjoyable to me. 704
I lost track of time. 752
It felt like an escape from reality. .696 _
Escapism .612 | .862 .853
It was helpful for stress relief. 937
It provided a unique experience. 722
It contributed to meeting the need for relaxation. .810
itive It can enhance the quality of my life. .830
Cognitive 699 | 902 | 899
Attitude | [t is worth experiencing. .810
It was beneficial to me. .892
It gave me a fantastic feeling. .825
facti It was a good experience for me .878
Affective 702 |.904 | 901
Attitude | Tt will be a lasting memory. .846
I was satisfied. .801
I will adjust my schedule in order to experience metaverse travel. .878
Behaviora I will independently search for information about metaverse travel experiences. .816
i c
1 Attitude | I will autonomously choose travel destinations that I have experienced in the 798 691 | .899 -895
metaverse.
I will explain my experiences to those around me. .830
The price was reasonable. .824
; It was an experience worth more than the cost. .786
Perceived 668 | 889 | 884
Value The metaverse tourism experience exceeded expectations. .888
I was able to save time. 766
I have the intention to actually visit tourist attractions. .700
Visit I prefer to visit tourist destinations experienced in the metaverse first. .955 ~ _
. 597 | .853 .839
Intention | T will provide the necessary information while encouraging the experience to others. | .716
1 will actively recommend it to those around me. .687

4.2 =9 Yot Etdd =4

zr ‘4114 LS ERls] flsto] AB2HE &
TJJrZ]]—.—(Cronbach s @)7F 25 0.7 ode = yeht |
2 Aol wAIZE vl AT oo &l
JAEAS B8 HNEY HE EFde HES
A3, ZF Mo QQ1Relg PS4 (Average
Variance Extracted; AVE)2 0.5 o1, ZF #4719 <

.||>||

S|
S
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AlF %= (Composite Reliability; CR) #+2 0.7 oJA}o=
et 15 /o] FEE 3 o] AolA Al
AlE &4 2do] AP BE 7EE 550l &
7Pt Aoz BRIFATHx?=851.500,  df=558,
CMIN/DF=1.526, p<0.001, CFI=0.961, TLI=0.956,
[F1=0.962, RMSEA=0.038). Th B4 S A=3)7] <
o (Table 3)3} Zo] T4 84 719] AAAAE RAKSH
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Table 3. Correlation analysis result

Factor Education | Esthetics [Entertainment| Escapism | Cognitive | Affective | Behavioral [Perceived Value[Visit Intention
Education .789
Esthetics 305 793
Entertainment .185 127 770
Escapism .293 .286 .067 782
Cognitive Attitude .285 263 .090 .238 .836
Affective Attitude 324 .301 .026 243 448 .838
Behavioral Attitude 426 420 144 313 472 428 .831
Perceived Value 242 .276 145 .301 .400 425 .380 .817
Visit Intention 210 .330 .094 292 .495 .398 423 .448 773
* Note: On-diagonal elements are the square root of AVE
A T HHS BIRNREAVEY AR A o ARAS %S A o5k teht Bwol
Zh 919 ATASFE Hlwste] FFskAch 1 A% B BE 9902 R fo% Y1 FFE nAE
TAFZ(AVE)Q] AlE o] 2 AT 4 Ao® yehy 7HE3e B QEEI Ao b
Aurh 2 0% Ueht B ol shuElch AT Agol ta B Az AT} e
oo iRk AFH EMA% 7Hd4(8=.228, t=3.809)
43 Tha2E 2 of A2A% e BAMCE felhA teht shalds
w2H 72EY9 AR 22=949.261, df=569, A==

CMIN/DF=1.668(71%<3), p<.001, CFI=.950(7]%:=.9),
TLI=. 945(71%‘—'2 9), IFI=.950(7%:=.9), RMSEA-=. 045
(71&:<.08) 28 7|&& F55to] Aot wet 4=
SAE}. TRYAATY B4 Fiks (Table 49 2t
AR, et ARG APy}t WG Hzo] gt
AZA 249 7141-1(8=.206, t=3.322), 7Fd1-2
(B=.175, 1=2.910), 7Hd1-4(8=.139, t=2.340), 7}
1-5(8=.250, t=3.996), 7Hd1-6(8=.211, t=3.499), 7}
A1-8(8=.124, t=2.110), 7Fd1-9(8=.297, t=4.994),
7Hd1-10(8=.293, t=5.053), 7Fd1-12(8=.147, t=2.675)
o] ARAS 2 EAZCR o514 Yehdd, HEet
HATG AY8Ql 5 o=F AFaclS At
A, And, 9938 APale XA, AFH 9
A "o FORt A(HY JFE v AoE YEh ¢
o Aggt 7ol A=

EA, I3 St A7k 7Hx|of| of
A} 7P42-1(8=.219, t=3.909), 7Wd2-2(8=.271, t=4.728),
71d2-3(8=.188, t=3.290)9] A2AS F2 FAHCE
FootA e, HE] BE 8912 AZHE 70|
ot (9 FFS vAE Aoz Yehy 7Md2e
L& =9I

AR, sl AT Aol gt IgAe] ey} g
oo ohgt AFA EAZAF 7H3-1(8=.289, t=5.144),
7Hd3-2(8=.122, t=2.218), 7Vd3-3(8=.173, t=3.148)

P8
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Py 3
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Table 4. Analysis results

Structural Path Path | S.E. t-value Results

H1-1 | E1 | — | Al | .206 115 3.322%* Adopted
H1-2 | E2 | — | Al | .175 111 2.910™* Adopted
H1-3 | E3 | —| Al | .021 109 .382 Rejected
Hi1-4 | B4 | — | Al | .139 103 2.340* Adopted
H1-5 | El | —| A2 | .250 | .084 | 3.996** Adopted
H1-6 | E2 | — | A2 | .211 | .080 3.499** Adopted
H1-7 | E3 | — | A2 [-.053| .078 -.970 Rejected
H1-8 | E4 | —| A2 | .124 | .074 2.110* Adopted
H1-9 | E1 | —| A3 | .297 | .085 | 4.994™** Adopted
H1-10 | E2 | —| A3 | .293 | .082 | 5.053** Adopted
H1-11 | E3 | —| A3 | .041 | .077 .788 Rejected
H1-12 | B4 | — | A3 | .147 | .073 2.675™* Adopted
H2-1 | Al | —| P1|.219 | .037 | 3.909** Adopted
H2-2 | A2 | —| P1 | .271 | .053 | 4.728"* Adopted
H2-3 | A3 | —| P1|.188 | .050 3.290™* Adopted
H3-1 | Al | —| V1| .289 | .029 | 5.144** Adopted
H3-2 | A2 | —| V1 |.122 | .040 2.218* Adopted
H3-3 | A3 | —| V1| .173 | .037 3.148** Adopted

H4 Pl | —| V1| .228 | .047 3.809** Adopted

*P€0.05, *P<0.01, **P<0.001

Note: El=Education, E2=Esthetics, E3=Entertainment,
E4=Escapism, Al=Cognitive, A2=Affective, A3=Behavioral,
Pl1=Perceived Value, V1=Visit Intention
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Table 5. Mediating Effect of Perceived Value

95%
Estim Confidence | Mediation
Path ate S.E. Interval Effoct Results
LLCI | ULCI
H5-1| a—d—e |.047|.021].015| .099 pa'rnz'd Supported
mediation
H5-2| bed—e |.060|.022|.026 | .114 | PaHal g nored
mediation
H5-3| cd—e |.030].017].011] 082 | Pt g iorted
mediation

*Note:a=Cognitive, b=Affective, c=Behavioral, d=Perceived Value,
e=Visit Intention
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