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2 7)&0] AL B U o9 Ao § 722 gAlyk ¥shE JMAE £ 9loH, ARt S FHAIA LH|AY
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Abstract This study investigated how the development of metaverse technology affects travel consumers.
VAB theory and the 4Es were used to analyze the impact of metaverse tourism experiences on consumer
values, attitudes, and behavioral intentions. The survey was conducted by Wen JuanXin (&), a
professional survey company located in China, from September 15 to September 30, 2023. Three
hundred and thirty-six Chinese metaverse tourism consumers were selected as a sample for analysis.
Empirical analysis was conducted using frequency analysis, reliability analysis, correlation analysis,
confirmatory factor analysis, structural equation model (SEM) analysis, and multiple cluster analysis using
SPSS 27.0 and AMOS 27.0. The results showed that 1) among metaverse tourism experience factors,
aesthetic and deviant experience factors, but not entertainment and educational experience factors, had
a significant positive effect on consumer perceived value; 2) consumer perceived value had a significant
positive effect on consumer attitude, and attitude had a significant positive effect on behavioral
intention; and 3) presence had a moderating effect on the perceived value of only the deviant experience
component of the four experience components of metaverse tourism. This study suggests that the
development of metaverse technology can result in more innovation and transformation of the tourism
and hospitality industry, enhance traveler experiences, change consumer perceived values and attitudes,
increase competitiveness, and contribute to the growth and prosperity of the industry.
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et mjgio] gAg A 54l
It} Gartner(2022)2] djl&o] w2
9, 2026971 A AAQ] 25% A7} 1Rl 4 T
AZE ol HEpH oA B Fog AYEI gl
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A2 oA, AvA BA, AFUA I, £B|RF SJArE
7 T2AA 3 2ER AEe TSt SAuEEE
A WG AN 8% AT T A= ddEH
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2.1 HEfHA 2E

HlE A (Metaverse)= 28E %5h= 'HEHMeta)'
ot AAE %ol UM A(Universe) 9] /o2, A
Al fE=ARIAC] Qe 3 7MW AAE ulgitt
[8,13]. ©] &ol= 199249 Neal Stephenson® 44
‘Snow Crash'o|A A3 ARGE|oH, HEfHAS o}
Ele}l AZEQ0] oo|]HEE B AU FAEA
(AR)S E831= 7MIEA(VR) 87to 2 HAME QT &
o, HEl A= 98 AARE 7S AAL A= 57
olA VR SIEA, E8AQ1 7€ 9 opleE E8sl=
e A= B0 2 AiE|QIrH5]. 2006|0] ml=
u|2fs} ¥35] ASF(Acceleration Studies Foundation)7F
U b A 2EW(Metaverse Roadmap, MVR)
HiAo] w2 wepAE ZHFAIA(Virtual Worlds),
AeAAMirror Worlds), 2te]Z 27)(Life Logging),
I8 Z7F8A(Augmented Reality)e] 4] 712 FE)
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HqAd 71508 W= A& gu|eith E3 4
AL YEQ AN A He} oA 84F Zdtste] &
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2.2 JHX|-EH=-HS(VAB) 2

VAB 222 Homer and Kahle(1988)7F A1t ‘7t
A]-H=-P5(VAB, value-attitude-behavior model)
NS Bt ZAog, AH|[RE AFolut AH|Ad
gt 7EA7F =g 25t olAlo] thA] il P
FF= "HT= HHE HoEth Homer and
Kahle(1988)= AH|AH9] 7kx|7} BT 7| ol gt
HEE Yot ASH 125 BA5HL, ole T &
H|ZH] YEojko] JFS vRiths 7H-He-35 1
d o2& H%Z AIEH vf SItH18]. T uAg Eof
oML o] TAE vFe R ATARI upAE A
< ZEokal 9lor, gl VAB ZEl2 444 Jhdql
77 HEE AA, BF P52 ollie FHE o4
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= ©l AFETH19]. VAB ZElof It APA+-E AT
B, S84 AE8R2Q2017)= XeHd AEAo] g
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HotATH20]. o9 £1(2023)= VABEES 7[5to 2 2|
&+ 54 ol gt WHESte] YEAHIAS FHTT S
=2 W E g AH|A F4o] AZtd 714, =g}
P5 Yol vX= JFS A1
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Pine and Gilmore(1998)+ A¥S A4 /o=
Holso] AvAE 7Heskal, AES Asht AHAE
B0l 71900 F= AR FESe Mo E Azt A
H|AQN= T2 B4 7HAH QUgHR1 A AdFole}
I ZYstiet22]. wEtA 2599 AR oA= 7]
Yol AH[ATL o g APT & Qe AS YEolof
Bht= 2go] A7I1=ATHIL. Pine and Gilmore(1998)
+ 280 Al 2= (Entertainment) Y, 1%
Z(Educational) A&, =& (Esthetics) A L d&
Z(Escapism) A9 Y| 7FA] JY(4Es) R EFo13
tH22].

Lee et al.(2020)¥ Oh et al.(2007)] 7] o=
W, A, o AFS 54 Hole} FE 7|Hte s
7P edE FH AdS A £, @d =y
& SHHoA 71 IdE R0 E 54 FH(Tol
v 93t i, ok 554 FHEW

k=]
=2 A, 54 5% 554
I, oMIE, 54, Ax= 7] F 59| 7% 7IE=S
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AFeAY EH5H= 489S
APE goksols RS
B2 FE9 EY 553 HolE YT £ glom,
S4 AP AR = ARS FsAY EHAE
T o A4 SESIA S, Wk HRE A7) A
43407 PEgFoaH o ey ANE B9 W
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2kE AR AL Al AHls0] XS
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Fishbein and Ajzen(1977)2 Hl= £% iAol
gk 7HQle] H7E = A vREoR A5, ol
oIy HagT 22 S F@ske Aol A
SHATHR0L. ol2gt W Bi=E olsfisty] et Akslast
Fopo] AgAFoNA HEE JAXF, F54 ¢ 784
=g LEsto] feistar QIrH31] QIRAA 24 B
el digh A4 AE, APA 84 HE gl
gk ZAolv AAAE WSS, T1E1 P b=
o o= ASE, T8 3 gl et s ARk vl
2H27]. A o] ATtelME HEE A SHo
27 U O Yo EAsHyth

Aztel 7 B BAE AT 7€ AFolA
A71(2014)2 FAF DHEES 4R 3
thE WFARY A 7], 3-8 He, P
o] BAE A5, X2k 7FA7F Bikof] Rofet A
ARl JFE vX= AR AASHITH32]. &, g
2 FET FHUES LR T AA= JEAHIA
YT TR-st] A4 77 "zl |l FEQ
P vFHoH21], E TE AN E eAR2 TF
o] 7] A& wg P 7] TAE 24t
Sto], A7k 717 HEe] f-oJet AU JIFEE vl
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Fishbein and Ajzen(2005)= 35 =& EF 4
Aol tigt Bi=g FAT ol e 5383 mlHY
FPso=, 7RIS 4Ad, A, Ee= Agy} Bi=rf =30
AQl 715= B9 VeI 5 A= A= Yt
[34]. #L3} Bofol| A TP P59 = TFAL &
Ao gt EEE 7|Ho R st AE gret 5
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Fig. 1. Research model
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Pine and Gilmore(1998)2] A|HAFA| o2& 7|5k
2 g & AFE= vEHA 19 AdE 283 74]%] 4:1
ud A, o=y AY, 49 AFY Wl 7= 5
SitH22]. WA A2 HEHAE B9l AT 71
= A0 & Fojsto] A= ZolH, Av|d HHL ||
B A agof] gk =54 HER FofstHA 7l
EA4T Hupgolnh. o= A¥L EARS dviv &
TNeAE UehdiH, d94 AE-2 AAA Hofut A
& AlACl Edots A ittt wEhA & A+
A= HEtHA I A9 8L Yol AW A+
(8,22-241% HIFO& 7} 5t] Apo] Higt £3& 470
A ZF 16719 EFoE 35k At
AZ¥E 7HA= E73 AdgellA ZiRIoA ol Ft
ALEH 848} o] B5-Z frote WAE 2 A4
84, AAY =} Bl FF= PIRITH206]. o] A
TolAE A AT42- 44 Zraste] weA W5
AAE &3l FHE 7154 72 A4 7HE BY

al1, o2 4719 Batom T4E BAgo 245
gt

gt 54 W] et Ajle] FAA Ex 5
F7hE, ole 7]l 7HY Aldel s FAdETH34l.
£ Ao de A A727,31,4518 Farsto] Heps
2 WF AdE B8 5= MUY JAAF Hes A
ok, olg 4749 BFoE THE WU A0 &
A3}

Azgke A ol8A7 22H BAL Holut A4
AN WA TALIE T4 7@ opiuctize)
2 ATollAs A AFH46,4715 WO HEpHATE
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Agske 7M Bl A 9 A 2L =4
o Aolsti, ol 4o BYor ZAsigrt. upx
Bog B% oEt 54 BAAE th PEsAL g
QoA FH% oS oJulste, o] WS} AAE
TH30]. o] Aol 4l Q78 4115 Erhe veh
2 WY AY T AA BYAE PRI FHskE
JEg Hest, ol 4] o THY BAY
o= 24t

mlo

3.3 ZAF At 24 "

3.3.1 TAF A

o] Ao = HEHATY AHo] P9z v|A|
£ 9F oA, @&l ot WeEpHATRE Ad e st
A ZYE 742 9] Aolof| M RIE F6t] ) =0l
HEHATG APl e AvAE YR, 20234
94 15Y45H 9¢ 3097HA] S=19 A& AE2AFEA
9l Wen JuanXin(n%2)& 59 221 AEXAE A
AletSith. e W] AE SAFES F 3271 £33l
w, Likert 54 HZ=(1H=A5 1¥A YUt} 53=m}¢
JgthE sttt A& 21 F 3865371 F4=
1, OF ARA 39 &0 o] AU, SHEol A
o] gl= 5 B wekE S0RE AYet &
33659 FRERES AFEA o853t

Table 1. Demographic Profile of Respondent

332 2o &
o] A9
27.0 Z2IBS
FATH E4< metsr] fls |
H, ST e} ﬂ‘%‘é% <
T EH4(cronbach's @), H5 7+ AATA
AEAE Akt 7MY Y
22UALA By BAS heste] A A

_8_0

wAE Agen, el 2EEdE 7
YRS ARgStel Het 1] HolE

4.1 QTSN SN 24

A SRS QIS AIRH E44& (Table 1)

SEES

EREE)

IIE

4. o

AHg3hoiet.

Ol
HI
i

-‘w Hgbs 2

gul
o

=

/\
T

24t ARE Bl o SPSS 27.0% AMOS
H2o) QAT
24& ARgstge
<

p8A

BLIRE

7]
B4, 3ol

25571 9

o

o el
st 91

%}‘ﬂ SHA.

o goFstAet. JEe HA 1678(49.7%), %3 1697
(50.3%) 0.8 124 Bxsiglrt. dge
ujgte] 75%(22.3%), 20tH7F 12678(37.5%), 30HH7F 95

'8(28.3%), 40H17F 3178(9.2%), 50th
oz Yyt Fd £

18AI5-E 204

olAto] 9v8(2.7%)
IA= shgo] 81%(24.1%).

.9lo] 59%(17.6%), Aol 56%(16.7%), A9

A7} 5678(16.7%), AE

Zo] 4778(14.0%), 71EF7} 378

Classification Fre(ql\LIl)ency Perc(eo/stage Classification Fre((}\tll)ency Perc(f/gtage
<4,000 RMB 159 47.3
Male 167 49.7
Monthly 4,001~8,000RMB 82 24.4
Gender
Income 8,001~12,000RMB 60 17.9
Female 169 50.3
>12,001 RMB 35 10.4
18-20s 7 223 Married 233 69.4
20s 126 37.5
Age 30s 95 28.3 Marital Status Single 68 202
40s 31 9.2
Others 35 10.4
50s and above 9 2.7
Student 81 24.1 High school diploma or 1 03
Government below ‘
59 17.6
employee
- Associate degree 22 6.5
Occupation Office-worker 56 16.7 Education
Professional 47 14.0 Bachelor degree 229 68.2
Self-employed 56 16.7
Master degree or above 84 25.0
Others 37 11
Total 336 100.0 Total 336 100.0
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1] Az A, i, BE dwe] HAE G
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‘

b
)
BN
2
B

(11%)E Exsitt. 987 4252 4,000¥ olsk7t
159%8(47.3%), 4,001¥~8,000¥7} 827(24.4%), 8,001
¥ ~12,000¥7} 60%8(17.9%), 12,001¥ oJ4o] 35
(10.4%)22 Uehgtt. 28 R 7180] 233%(69.4%),
ujZo] 68%(20.2%), 71El 359(10.4%)02 EA=]
, 82 st A5t/ EHol 68.2%, Wt AsH/E
o] 25.0%, FEd AsH/EHol 6.5%= LepT.

4.2 59 9| Az|det Bty 2
AER 9] W2 TS ERls| Hof AlEx BAe
AAstt. 32485 dbAlS(Cronbach's o) 25

Table 2. Confirmatory factor analysis

0.7 oVdo & veht Wd degol &AI7F qivtal wet
ok theoR Rl 9EAS Bl 4 HdY
A% B Aud 45, 7 ¥4 alRskgat |
T B4F FE(AVE) #o] BF 0.5 oldel, 7 4
MgQ] A= gk 0.7 oleg yeh}, olz2x JE
EFg/gdo] gtEEQITh ERL, o] AFtolM ANE S =

go] AL BE 78S 501 8 7T FeE
SRIE AT x2=826.670, df=695, CMIN/DF=1.189,
p<0.001, CFI=0.988, TLI=0.986, IFI=0.988, RMSEA
=0.019). ¥ g 35| Y5l (Table 3)3 2
o] 4 84 79| HIHAE RANIGT. W B4

Factor Item Factor | yyg | cg | Cronbach’s
Loading @
It was a substantive learning experience. .703
My curiosity was stimulated. 911
Education .622 | .867 .858
It holds educational significance for me. 797
I was able to acquire new knowledge. 726
It provided a rich emotional experience. .691
The facilities and atmosphere were appealing. 769
Esthetics .627 | .869 .860
The metaverse tourism experience was enjoyable. 735
The metaverse tourism experience was harmonious .948
My mood shifted during the experience. .677
in |It offered interesting sights to me 735
Entertain 595 | .853 .845
ment It was fascinating to me 939
It was enjoyable to me. .708
I lost track of time. 751
It felt like an escape from reality. .098
Escapism .612 | .861 .853
It was helpful for stress relief. 931
It provided a unique experience. 727
The price was reasonable. .825
i It was an experience worth more than the cost. 792
Perceived .670 | .890 .885
Value The metaverse tourism experience exceeded expectations. .889
I was able to save time. 762
It helps me fulfill my need for relaxation. .877
It can improve my quality of life. .808
Attitude .694 | .900 .897
It is worth experiencing. .833
It was beneficial to me. .801
I have the intention to actually visit tourist attractions. .689
Visit I prefer to visit tourist destinations experienced in the metaverse first. .955
X 586 | .847 .832
Intention || will provide the necessary information while encouraging the experience to others.| .708
I will actively recommend it to those around me. .675
Metaverse tourism gives me the feeling of being in the real world. .817
Metaverse tourism stimulates me through all five senses (sight, sound, hearing). .879
Presence .698 | .902 .899
I felt as if I was experiencing the situation myself, even though I had a separate body. | .839
I felt like I was present in the situation in the metaverse. .805
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Table 3. Correlation analysis result

Factor Education | Esthetics [Entertainment| Escapism | Attitude |Perceived Value| Visit Intention Presence
Education .788
Esthetics .282 792
Entertainment 191 133 772
Escapism 297 281 104 .782
Attitude .219 271 .148 .305 .818
Perceived Value .259 .259 .088 .225 .393 .833
Visit Intention 204 .327 .084 291 463 477 765
Presence 312 .299 .017 .255 407 437 .392 .835
* Note: On-diagonal elements are the square root of AVE
2 B B4 FEAVEY A 3 24 8219 AR 4.4 AR XEFI HS
AGE Hlistel AL, ANHOR B B F ey g aset A2 A AN @
ZAVEY AT ol EE A ¥ AHASES za0) zmavie 2asy] o gRATRAL 29
A HE W HEAe] $RAR: SIITk. WA, AR PRO| BREL T BRH2.94)
wrh gorl THET Akn=173), Hor ARET 3

4.3 7H248 21

T2d FREP9 Ak x2=461.206, df=337,
CMIN/DF=1.369(7|&: <3), p<0.001, CFI=0.975("I
£ 20.9), TLI=0.973C1& =0.9), [FI=0.976(71%:
20.9), RMSEA=0.033(7]&: <0.08)2% 7|&& 5%
sto] Aot wd 4 Qirk. AR B4
A= (Table 4)9F 2t} HEpATY AFA 5
S 9 o= APANS Agt Auly 9 dgFH A
ARQ12 A7k ZHAe] {odt F(HY FAFE vA=
Aog gRIFIth ol 7Hd1-2, 7H1-4= A=A
ot X249 7H = HE fo3t B9 I HA=
RAog et 7Md2E AYE o, det AT A
Aol gt TFAY Bz Pzl gt F(HY
FEFE vXE Ao= yeht 7HE32 A=

=
-

Table 4. Analysis results

Structural Path Path | S.E. t-value Results
H1-1 | E1 | —| P1 | .094 | .078 1.515 Rejected
H1-2 | E2 | —| P1 | .186 | .078 3.031" Adopted
H1-3 | E3 | —| P1 | .085 | .078 1.465 Rejected
H1-4 | E4 | —| P1 | .225 | .075 | 3.618"* Adopted

H2 P1 | —| Al | .401 | .084 6.787*** Adopted
H3 Al | —| V1 |.330 | .032 5.462%* Adopted

Note: El=Education, E2=Esthetics, E3=Entertainment,
E4=Escapism, P1=Perceived Value, Al=Attitude, V1=Visit
Intention
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Hn=163)°.2 EF3}%
nds B9 &3 AZoNA tiFEe] mdo]
CFI, TLI, RMSEAS} 22 A} XHOJA £& 52
fA5k Qi) &3] = 2dojA RMSEA gl 0.027
2 ATEA veit 2d APt 45hE HojEr
Aok 404 AxXp = 0.038)7F F-2ulsHAl LE,
o] Rl o]y iyl FAHOoR {oJu|gt o]zt 9l
A5k, o2 PFtol o} Ahf HHTO Zpol7}
SoJul3A] gkttt olo] 2d AL £y uj ALgH
=74 5Y4o| gFsitta & 5= Ut

28 839 FFE HAGRE AFEHAY] 2k
20| ASE Bl o|Folz e, dfi=1¢Y W x2gk Xol7t
3.84(p<0.05) olAdold 24 FIrt EA%cka st
t}H7]. AF 23, (Table 6y°] W=d webiA B
Ad 24 F 923 Y 247 AZ4E Mo vA=
G 2EAIT FRI=Gon, HA LA (x
2=837.674, df=674)3+ AF2 D (x*=841.982, df=675)
9] 22&Fo]7} 4.309(p<0.05)F YT 7He 4-471 A=
Hick. ¥d=F 389 4Z ASE 0.300(:=3.413)
o8 AEE 17 FE AL 0.085(:=0.993)Ect
Eol, @&7o] 2 15004 HEHA gAY 24
7F Azt 7ol mR]E FaFEo] o & Z o= ]

Aot

nase
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Table 5. Results of measurement equivalence validation across presence groups
Model X CMIN) | DF CMIN/DF IF] TLI CHI RMSEA (dAff; P
unconstrained 837.674 674 1.243 0.967 0.962 0.966 0.027
constrained model 1| 839.261 675 1.243 0.967 0.962 0.966 0.027 1.588 0.208
constrained model 2 | 840.532 675 1.245 0.966 0.962 0.966 0.027 2.858 0.091
constrained model 3 837.71 675 1.241 0.967 0.962 0.966 0.027 0.036 0.849
constrained model 4 | 841.982 675 1.247 0.966 0.961 0.965 0.027 4.309 0.038
Table 6. Results of the moderating effect of presence
High-Presence Group Low-Presence Group .
(N=173) (N=163) Difference
Structural Path Estimate S.E. C.R. Estimate S.E. C.R. (cﬁ:i) p Results
H4-1 a—e 0.137 0.102 1.638 -0.069 0.105 -0.781 1.588 0.208 Rejected
H4-2 b —e 0.25 0.109 3.001** 0.022 0.091 0.256 2.858 0.091 Rejected
H4-3 c —e 0.094 0.112 1.177 0.089 0.091 1.036 0.036 0.849 Rejected
H4-4 d —e 0.169 0.068 2.947* 0.194 0.068 2.947* 4.309 0.038* Adopted
*Note:1): * p<0.05, ** p<0.01, ** p<0.001.
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