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Abstract

This study aimed to propose strategies for developing metaverse tourism in the post-COVID-19 new normal era. We applied
SOR theory and the experience economy theory to analyze the impact of metaverse tourism experience on tourists' attitudes,
visit intention, and the mediating role of perceived value. The survey was conducted online through Wen JuanXin (|W/454)
from May 20 to May 31, 2023, with a final valid sample of 356 Chinese metaverse tourists. Data underwent frequency,
reliability, correlation, confirmatory factor, path, and mediation analysis using SPSS 27.0 and AMOS 28.0. The key findings are
as follows: Firstly, educational, aesthetic, and escape experience factors, excluding entertainment, significantly influence cognitive,
affective, and behavioral attitudes in metaverse tourism Secondly, all attitude factors significantly impact perceived value and visit
intentions. Lastly, perceived value serves as a significant partial mediator in the relationship between attitude and wvisit intentions.
This study expands research in metaverse tourism by applying experiential economy theory and the SOR model, offering marketing
strategies to enhance attitudes and perceived value for metaverse tourism revitalization.
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Table 1. Analysis results

Structural Path Path| SE.| t-value Results
HI-1 Education — | Cognitive | .206| .115| 332** | Adopted
HI-2 Esthetics — | Cognitive | .175| .111 | 2910** Adopted
HI-3 | Entertainment | — | Cognitive | .021| .109 | 382 Rejected
Hi4 Escapism — | Cognitive | .139| .103 | 2.340* Adopted
HI-5 Education — | Affective | .250| .08 | 3.996*** | Adopted
HI-6 Esthetics — | Affective | .211| .080 | 3499*** | Adopted
HI-7 | Entertainment | — | Affective | -053| .078 | -970 Rejected
HI-8 Escapism — | Affective | .124| .074| 2.110* Adopted
HI9 Education — | Behavioral | 297 | .085 | 4.994*** | Adopted
HI-10 Esthetics — | Behavioral | 293 | 082 | 5.053** | Adopted
HI-11 | Entertainment | — | Behavioral | .041| .077 | .788 Rejected
HI-12 Escapism — | Behavioral | .147 | 073 | 2.675** Adopted
1 | Cogive | —| PV | 519 37| 3909 | Adopted
W2 | Affective | —| Poeived o7y | 053] 47se | Adopted
123 | Behavioral | —| Pereived | yeg 050 3200 | Adopted
" Visit
H3-1 Cognitive 1 Intention | 2| 02| 5 144%+* | Adopted
. Visit
H3-2 Affective 1 Intention | 12| 040 2218* Adopted
. Visit
H33 Behavioral 1 Intention | - 173 | 037 | 3.148* Adopted
Perceived Visit
B Value | Intention 28| 047 3809 | Adopted

*P<0.05, **p<0.01, ***p<0.001
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Table 2. Mediating Effect of Perceived Value

. 95% Confidence Mediation
Path Iggg: SE Interval Effect Results
ua | ua &
partial
H5-1| a—d—e | 47| .021] 015 09 mediation Supported
partial
H5-2| b—d—e | .060| 02| .026 114 mediation Supported
partial
H5-3| c—=d—e | 039 .017] 011 082 mediation Supported

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