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ABSTRACT

This study explores how the characteristics of Non-Fungible Tokens (NFT's) —authenticity, rarity, and inter-
activity —affect consumers' perceptions of emotional, functional, social, economic, and intellectual value and
whether these types of perceived value influence potential purchasing behavior. A survey was conducted using
a sample of 300 Korean consumers, aged from their teens to 50s, with experience using the Metaverse. The
questionnaire, adapted from validated measures in previous studies, employed a 7-point Likert scale to assess
these perceptions. The analysis involved descriptive statistics, factor analysis, correlation analysis, and re-
gression analysis via IBM SPSS 25. The results revealed that rarity and interactivity significantly enhance
emotional value, while authenticity, rarity, and mteractivity strongly correlate with functional, social, economic,
and intellectual value. Moreover, they showed that emotional and social value are pivotal in predicting pur-
chasing behavior. These findings suggest strategic directions for leveraging NFT's in consumer engagement and
value creation.

Key words: digital fashion(E] X8 ] A1), fashion marketing(@ A v}A 8),
NFT (Non-Fungible Token), potential purchasing behavior(ZA1 & +ull 3 %),
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3 2R FoaE

A Sdstith A2 dAel 51.3%(154
). o1l 487%(146%) & 79 #¥< °F3U
o, SEHAS oF 830%(249%)7F 4¥ NFTe
ek A4S Bfekal ATk Aub o] 4H(50.7%.
1527) 0] AA AHE ARE ZHaL Ao T
BEZ 310%(93%) & WA wE goltt o=
AFEAFEOl NFTE BEU A oA A8

3 oglo, AAHe Ady 2474 AAHAE

—~

F

924) 9} 243%(7398)2 Lt NEFTo| Hlg] w2
Folth, ol HA FopllAel NFT7F ofF %
| SA dom, hHAEe] AFAJI &4
Aol Hla] NFT sjdel] dial] o} Jojde=s
FAH HEE HolX &S 9uisth HI
FTE o4 vHAY =32 A5 &gt A
Eo] soiu UATH(Kim et al, 2024: Zhang
& Phang, 2024), & ZA3= o8 HFEo] &

T
[e)

&

N
d

&

Z,

AT J&S AT Wang et al.(2023) 2] A+ Hzk Q12 Ags S8 o B2 ko] IoFs
AA NFTS 734 7k 8 o <A 24 AR EEElE, B e RS Ave vEfH A
of &g A 84AES ZHT u, o9 T St 4Rk NFT Zopellde AAHCE APH A
A4S NFT A% BASE 9% 371 oY Nol SarEe} Qi uhE, NFT )4 ok oby
Agre] oS dAST AR, HH 27 dAYE HAFET ol ¥Co=E NFT
NET )8 %8 A4 6L7%(185%) % et o 048 7142 289 A4 899 473 by
Sor, g AW T 4P 94 42 307% A olE A% DA oY A FHe) B2
(Table 1> Frequency Analysis for Demographic Characteristics
Category Response N %
) Yes 300 100.0
Metaverse Experience
No 0 0.0
Male 154 51.3
Gender
Female 146 48.7
10s 60 20.0
20s 60 20.0
Age Group 30s 60 20.0
40s 60 20.0
50s 60 20.0
Yes 249 83.0
Knowledge
No 51 17.0
General Use E . Yes 152 50.7
se Experience
NFT P No 148 193
) Yes 93 31.0
Purchase Experience
No 207 69.0
Yes 185 61.7
Knowledge
No 115 38.3
NFT . Yes 92 30.7
. Use Experience
Fashion No 208 69.3
) Yes 73 24.3
Purchase Experience
No 227 75.7




ki B5754% 39k
A 8 P 2 5 257 S8l BAA 29 BN FYsgon, &
4 =79 H 9By Bk A8 A=
2. EIEN AET U 2B T} Fostgdh AFANME ANHA 2ARH 4
R N AE& Uehizl $l8l Kaiser-Meyer-Olkin(KMO)
£ a7l kel = ued 7o HeEe d 2473+ Bartlett's Sphericity Test 232 4]
Table 2> Exploratory Factor Analysis for All Variables
Variable Factor Item li‘:ldcitr?; Cronl;achs
Kaiser-Meyer-Olkin(KMO) = 0.906, Bartlett’s Sphericity Test p=0.000%**
AUT?2 It proves that it is genuine and not a counterfeit 829
Authenticity AUT3 It can prove that it is original and not a replica 823 902
AUT1 It is a unique product that does not exist anywhere else 683
RAR3 Few people own it 804
Rarity RAR2 It is a rare product that is not easily seen 754 .855
RAR1 It is only available on limited platforms/vendors 748
INT3 It can be exchanged with people around me 802
Interactivity ~ INT1 It can be shared with others in the metaverse 789 .853
INT2 It can be sold to others at any time 707
Kaiser-Meyer-Olkin(KMO) = 0.930, Bartlett’s Sphericity Test p=0.000%**
IN2 Become more curious about NFTs products 829
Intellectual IN1 Learn more about other NFTs products 827 905
IN3 Become a new experience 816
EM1 Make you want to try them out 809
Emotional EM3 It will be fun 783 913
EM2 It will make me feel good 774
EC3 It will be economical 769
Economic EC2 It will have monetary value compared to others 755 916
EC1 It will give a lot of value for money 671
SO1 It will make a good impression on people around me 782
Social SO2 My image will improve 718 915
SO3 I will have a positive social image 607
Functional FU2 It will be well-made with innovative technology 774 844
FU3 It will be usable for a long time 724
Kaiser-Meyer-Olkin(KMO) = 0.845, Bartlett’s Sphericity Test p=0.000%**
PPB3 I would like to purchase NFTs related items in the near future 933
Potential PPR? I am thinking of purchasing NFTs items that can be used in 923
Purchasing the met.a\./erse 942
Behavior PPB1 I am willing to purchase NFT products 921
PPB I would like to actively recommend NFT fashion items to 915
people around me
— 78 —




NFT S8 4E 543 2vlg 7ojas
Stk KMO Ftol 845 - 93022 473 34 A= FaFol sy, = 1 WA ddd A
< HolE7t 2FA e A AstAl AlAtet o ek AT F Sk ole A 7HA
™, Bartlett's Test®] p-gko] 00022 F<jv|siAl 7t 2HIAE Frjegel viAE Fo4ds AL
vehd AL WEE 7o AdaA ge] g9l 2 HoFEn, A4 7= EC3. EC2, EC1 &5
23 dAAs tEves e HoErHHenson & o s FAEAN, 291 FshE> 769, 755
Roberts, 2006). o] ¥ A3 RF g418 29154 671, A =E 9160tk AA A eldoly £} 7}
< TP FET BEE FEANEE ng S Fol &HA 14 HolA Ao r wiY
o 7 adE AAE FEEY 29 Fahgd I dEe dEkdth AREA 7RA= SOl SO2.
Cronbach's a A= AFE F3f g 2910] SO3 #E< Eal 7z 782, 718, 6079 29 F
| o‘ﬁr**?Jr MaH gdde S8 SR Q) st 9159 A =S BT ole A3 174
< (Table 2)E &3 &I + Atk S A9 #HEE AV dAEHA SAHES A
NFT 54 % shuel 144 AUT2, AUTS, Abstm], Bl Eote] FMF A& F3k AT
AUTI1® 219l ¥sfwFo] zkz} 829, 823, .683% = @ F s gudgy E 5 ok e
vetgton, AEx Age 902¢0 AL 2134 A 7= 3708 29l T ZITHIAE A FwolA
dol s FEEo s tHHor FHHL 9l %2 FUL7F AHAIEISIT FU2, FU39 2191 #3)
T2 gtk ole BADU AFS IS ol Zkzh 774, T4E ygston AR Ags
U ApA BEH R ALY F e 84YE Ba4oltt. &, AFolu Au| 27t Algste 424,
AT B914& S48 @S RAR3, RARZ, 7154 ol ek Auat Q14o] AEAGS ZHA
RARIZ 77t 804, .754, .7489] 831 Fatgs H SAEL Ak vAReR A ) PE
A3, A& AFE 855 FelEHAh ol PPB3, PPB2, PPBI, PPB4 %55 &3 4=
A#e A4 L47F NFT9 o] g€ z4t om, ofF E2 29 FebR(.933, 923, 921,
o] 7HAE aHAEe] AR AASE H F 915) 3 A 9429 AFEE HAY ol x#
2% 9Fs 2 des RAFEth AS5AEA EE °]+9‘r HdE FEEo] wf WA L3
29lolqE= INT3, INT1, INT29] 291 %-3}Fo) ol Hold AFHE =& orlsetH, vHAE
7zt 802, 789, 707010, AFEE 85302 54 A £l YoM Fod 2% Qo §89
HAt o] A ARG T B ARG AlA T Atk
g 7he] AeAE Aol WA dade 2 2
S s verdh 3. B kel A mH MY
NET s34l e anjzse Azkd 7HA
2 A% AAE N2 INL IN3 928 5o 24 A T A B S
Holon Qo) Matere] 899 897 816 17T F#7A 24 (Pearson's correlation analysis) & 4
NFEE 062 ¢ B g e NpT 10 WTE S WA G gdw e,
0 oOAe AEe ed sasg awe x5 (Table DI Lol vEkrh B aTe) guw
N4 9 AgHoz depET g melzd, ) ST SR NFTS S 9, 4
AR AN EML EMS EM2 9Ee s 7 VA AEREAC 2¥Ast Azele (2%
7t 809, 783, 774e) WehFg wolw, azme 0 Ve AE AAE, A DS A
9130l ol & B3l AAA Agel auop) v NEEN LT A FRWAS verd= A
2 MAHAY. FAHCR, AFGH FALS
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{Table 3> Correlations Analysis between Each Variables

1 2 3 4 5 6 7 8 9

AUT 1

RAR 734%* 1

INT 722%F g8 1

N 620%% 616%™ 657 1

EM 575 658 5Q2E G4 1

EC 609%%  635%F  566%  612%* 703 1

SO 574 G12% S8TRF BERF 732%F gop )

FU 5727 605 591** 647 637 7147 726™* 1

PPB 591#* 585 .580™* 540%* 690%* 6527 6747 574 1
ArelE 8L AAE 7EAIgE 53] sl d#Eo] 9l T 92<& Hgs] olslistl olE EAHoR &
of, &R NFTO 5343 e4% A4t 743 & d24e Az od AEdA 24 2
FE8H o2 A ALY £ TR AT F= NFTO] gxdl4 S4do] vz 35 A+
AlAFSHEH(Taylor, 20231 Zhang & Phang, 2024). % o glol T8 WFE AL e S HAF
g RS AR THAS fove 47 o, &% NFTS} @€ vpAY 2 vk 714
slof, NFTO] #oj# SAd0] &njxtlAl 3449 Aol Forg o] 24 5 AFH AAEE A
ANd Ade Awste W F29 9%s s & QAo wordn

NS HAFETHXie & Muralidharan, 2023).
HEo, A4 Fujds A olyst 7AES
A+ ARAAE BHIsd, ol= AH 2 A}

38 A7 2EA T oE A

iy
oX

2

(o3

7Fedh A 3 S2F i Aol 4
Aol ggg 74 Aol 7 AR viAE @
F= W3 AF=d W 2ol (Jung &

Jin, 2014; Mukendi et al, 2020), NFT 7|3k n}#A

9 Ae 57l 9ol 7 5Ae] A7 7o) HR

£40| 2[R X[ZHE THR| 2t
A FofdSol 0jx= e

~
=
!
—
1o

OE3AEAS F9 NFTO 54144, g
A, dEAEA) ol 2HAe] AE sHA9E
A TR mAs ¥ AFT A=
(Table 4)%F 7ol Yebstkth

#AR82 7HA = AR (B=487, X.001)# =
2823(B=268, pX001)°] H(+)HoZ Fonst
e maeH, IGA(B=.0%) Ford g

{Table 4> Multi Regression Analysis about Characteristics of NFT and Perceived Value

Dependent Independent (R
B E. F .
Variable Variable 3 s ¢ o (adik’)
(Constant) 289 262 1.107 269
] Authenticity .095 075 .088 1.263 207 ) 475
Emotional ) » 89.115%**
Rarity 487 073 436 6.643%** <.001 (.469)
Interactivity 268 074 232 3.607%** <.001




NFT 335 5

aR|R ol

Dependent Independent (R
B E F .
Variable Variable 3 s ¢ o (adjR®)
(Constant) 432 277 1.557 121
Authenticit 163 .080 147 2.045* 042 .
Functional uhentielty N 755300 A3
Rarity 357 078 312 4 589%** <.001 (.428)
Interactivity 320 079 271 4.060%** <.001
(Constant) 028 279 0.100 920
) Authenticity 166 .080 149 2.074* 039 ) 436
Social » 76.333%#*
Rarity 378 078 329 4.845%%* <.001 (.430)
Interactivity 302 079 255 3.818%** <.001
(Constant) 058 280 0.208 835
) Authenticity 273 080 239 3.391%* 001 ) 458
Economic ] » 83.216%**
Rarity 422 078 358 5.380%** <.001 (.452)
Interactivity 181 079 149 2.278* 023
(Constant) 979 233 4.202%%* <.001
Authenticity 211 067 213 3.155%* 002 , 501
Intellectual ) 08.985%#* ’
Rarity 223 .065 218 3.406** .001 (.496)
Interactivity 374 .066 354 5.650%** <.001
(Constant) 416 240 1.735 084
Emotional 377 .066 353 5.687%%* <001
Purchasing Functional 026 066 025 0.391 696 , 552
i A , 72,358
Behavior Social 235 081 226 2.910%* 004 (.544)
Economic 149 076 147 1.963 051
Intellectual 099 064 085 1.542 124

*pX05, FF K01, #*¥ pC 001

ko Y o
ofo o
o,
o

T
e
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o
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o

(Murtas et al., 2023; Zhang & Phang, 2024).
7154 7HE XIAZAE(B=.163, X.05), A4
(B=.357, X.001), =284 (B=.320, X.001)°]
BE J(H)HOE Fove §FS WA ok
NETS] 714 $543% g Belgo] zuol
A F28 HE A48T 9% dvgn. o

et al,, 2023).
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NFTE ol A8 $98 F7a0E 43 9
2 gt} (Eastman et al, 2024: Luo et al., 2022).
AAR AAE ARA(B=273, p01), H4

(B=422. pX.001), 43244 (B=181, X.05)0]
BEE A(HAHoR fond JFS A 53
Aol ZFAA ZHA e dFS MAL UF
o] Eyyton, ol NFTY E# 71543 A%

Ll 7}0 3e 4&H 11}01]7ﬂ T3 207 RZ
o

= o F83% &8 AFse A4 &+
AE Aot (Efendioglu, 2023: Kim et al, 2024)

A 7t e AFA(B=211, X01), AAX(B
=223, X01), 45284 (B=374, KX001)°] A
(H)Heg § o 9FE P o= NFTY

felv]
&4 g4 A Ao] LAl AH &
R %@:2_— b, 2Ye) 4

6)2 714 ¥ et
oOH NFTe] A% 7H) ¢

of Arrs s1eiF 4 9

[e]

(Arya et al, 2024: Xie et al,
2023). webA 7HAL, 7Hd2, 43 BE AlE s
Ak,

whE A Felgse A (B = 377,
2K001), AF8A 7kA1(B=.235, pX.01)7F A (+) 3
o2 fFonst JFS nHoY 7154 7H(B=
026, p=696), AAA 7k (B=149, p=.051), A
A 7FA(B=.099, p=124)v F93A &= Ao
2 Uy 7H4E BEHoE AU g o)y
3 A= 2¥R7E NFTE Folde QA2 A

o
A o| 7H qdelo] 4AHoE BelAE A
AR 2, NPT wehl e Adz 744 o
Z(el: afe 248, 049 24 49)% A
32 QR ARIE el 94, 24 ofolu
He g4)e]l TuloEg fuss #4 2o
®, 7154 A AAE AR, AH AR H)
@ QS NFT7/H AEH AEE: 484, 15

| %
st AAPE S Al F3ket (Moslehpour

, 2020: Xie & Muralidharan, 2023).
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S UAE 29007 7AA s AR 7EA| 7L
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2 2HAe] NFT 4 Ble9 7r 35
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