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The Effect of Self-presentation and Affordance on Intention to Use
Metaverse Platforms: Mediating Effects of Emotional Responses(PAD)
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Abstract

This study examines the antecedents influencing PAD(Pleasure, Arousal, Dominance) in the context of
metaverse and the resulting factors of PAD. A survey was conducted among metaverse users to investigate
the effects of self-expression and affordance on PAD, and whether these factors influence usage intention
through PAD. The research findings indicate that self-expression positively affects arousal and dominance
among the PAD dimensions, while affordance positively influences all three dimensions: pleasure, arousal,
and dominance. Among the PAD dimensions, pleasure showed a significant positive effect on usage
intention, whereas dominance exhibited a significant negative effect. Finally, self-expression and affordance
sequentially mediated through PAD to positively influence usage intention. These results provide insights
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into the importance of the roles and relationships of self-expression, affordance, and PAD in determining
metaverse usage intention. In addition, it is significant in that it provides the mechanism of PAD
experienced by users within the metaverse and clarifies the relationship between PAD changes and usage
intentions based on self-expression and affordance. Furthermore, unlike previous studies, it proves that
self-expression does not have an absolute influence on the Pleasure of play, and it is highly significant that
it demonstrates the influence of self-expression on arousal and domination in the metaverse, where there are
few cases of such influence.
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1. M&

Chat GPT &% 0| © MA= A0 E&5tn UM HIEMHA e HE0| CHAl F5 2 9
Ct Meta Al AIE ZE6) 2023F 1025 H “‘Liv’?t ‘Grandpa Brian® 22 Al HEALFE Facebook
It InstagramOi| = RSIA2H, O|8Atet HEH RUE 60 S0 AFESERICE [1]. O] 7|52 2024
A0 L
T —

H Grandpa BrianO| 95 /3§ 484 RUE Ygots A0l FHO|2D E|EHA =E20] & =
2025 18 38 AMEIRACH [2]. HEHH A= O[&XIS0|A= dttel =0|th =0l o AS
g3t s Lav| flet A3 Al=Ql SAO] Ao MAS BSHAIZ| D HMAIA L
= ALk 3], Al 7|2 2ol O|8A} 0| Y& Re|H MHAIY FA| HFED QU= 280
M S ZxEE A2 HEH2 O[gAtS] X7|#dllt 48EE 2|1 0|8AE CIES

Shgolct. O|H O|lE HiEgez & Aq= Ap7|&EH Of
HA o

=
=)

fo
10
|.|-|
<2
a
>t
rr
0
0ot
au
mo
=
m

2.1 X}7| B ¥ (self-presentation)

A7 EE0| 2 EfQl

—

mo

goz IS LEFHOZN EfRlo|A RHAg 3FHQ e 2R/e

522



Vol.14, No.4 August (2025)

Journal of Next-generation Convergence Information Services Technology

X

o A52 2oz R0

S MK T oot R T W oo B OHo G H AT W< < E S R
5 SH ol ﬂﬂ = = o oA_ ol H = oA_ 51 K <] = H ~ © o3 T 10 #o T
) [ W oo . T ofl 7 — 3 0
& o= X0 w 10 of J| N T ol M TR Wl m M| <k M .__M_u wr oju
H g- o0 © RO % A7 A4 TRl KO Ll Zur ol g 5 ) O 00
H . m Y 2o © o O R o T T Mo uu o ofr B0
sEmLEas g w THghm £ ®xm b,
NE s u T HE g SR R
fod 5 ac — o> O — = O — .=
oY % Bl ®kCOIN _m_._ =3 Wl o mE n ol W_M -% & = H_MV ol = o
=~ - & Moo _. B i ok ° o N H ol mmmw_: X0 = oF
= Y _ T o HO uu o] — o T — = 2 U L] oo . __
K of UF O g1 = - w— O W = 5 3 7 =& [un S
.o O ol g W K - Iom R g oo AR oo I OOF g o
- om0 == o = K oo | < o3 B M H - mr
E T T poEr o K- i _ @gu o oo o oK B Ko
L T R i e o HO O R
8 gy & 2 n U0 = B0 %0 oH Ho & ) R WS g ou
or Mo g+ o KF = = ol ®o ST = =3 _ﬂ._ Tl _.lAL ._MJ__ o< <] N M/m .__||._._| ofo
P~ = Kk - = (e} 0. o - o T
ol of of RI & X _ g o & B o — M 7o oNoomd oW &N
ol ol Ui 2 = ol on K H X 5 IH ST | W el (1
—_ = = L|O _ ] e o - o
= S ol BT | ) Tﬂ_ “dr B pop g - Tm e m.__._
Bl ok i of @ 20 LU H oo S oF B E W K o H
oF 0l o5 @ B M T o UL u gl 2 K
|._m.__“_m,| X M o = x Bl m+g:_._|._L0|a_J,W ~
N s B®d S KS g, 23 or Ulo S . o = O Jjo oT
oF = o] N — ol =z R W g H o = Z S ool o N oop &
= o M0 =0 = X o = & T = o = = 5% U K
= _n__l o O S = d ol od O__._._ _”__._._._ or Xr — mu I_I._l o< — K Q_O
Wy o g NE W E ROH R oo 88y X 200 &
oo B xS oy uoE o WOl g R I > e o
RO 20 jou RO JUHW w3 B 0%y m_wEEw_AmmHLﬁ__Mo_em_x_.ﬂM_
oLMo._Al_:M._A_ol_a._MaﬂA_.W oAEOmH.l._uH_mud Mom_mﬂMB
g so mIg g Ea S M oz W o~ o WMoy WK
RO T 2Rl 1K F s ™oz 0 %0 = — o = &
Kromoge o - W R w0 % B0 WAO_EE_.%_R w___%n_zﬂ.urmw
DU g N FERY 2R T BB FY SCuEs
o B om0 5o . R oun - g W R KA "y £ T oD
ol K A2 S s 2 Yo & I g ohu ko o S T e
N R O R T S T T W o wgoy 85 WK
il I TR E! > OF = 2 N oRl oo = 5 g o
o S o . 2 H ., K w b= sl S ® < £ ou ol =
-0 = = | 8 Hq - = ol o . 2 B M 2
< - 0 O_n_ ~ 10 o _|_|_ 1 ~ — - L = _._._O N — B
Lm0 oz odyonn 8o . 02 = <Al fn . & R & 5 5 KE = O
T ox < T BT TS R 0N < ok R S 3 & ol
S W oW T B! H & 2 ol — oo RrT § g oRr =T oo O FO
ur o o7 & X o g WMo Hoow o T2 g oo
o X S g 8o X R EN0 * & H® @B o T = K &
_ or oK Lo w U w5 oAk = H X U=
od KO B! 0 @ T ul oF T H N o 1 P o o2 Ko oo K| & F N Ml S o

523



3

—

o
20 Ao A

=
]

|5
bS]

PAD7}
“ZH
[m]
—_

AN

-1 O,

o

—

C} [18].
|.

A
o

H

—

(o]
PN

P
r

ALkgood), 7|8 LtGoyful), BES =2 DHEEl(satisfied) 2478

£ 20| Fo

| HEIZ 7H2l0] 2

—

of
ICH [18]. PADOIA X|H{2t

—

.

[e]
OX[& A= LIEFRCE

b OjC|of 2YAE

—

L

Z| HLk(stimulated), 7|

.
o

o |
=
OF
o

Ol, Mehrabian & Russell
Ct

|

=

ol =
M
2HE
k= PN
=
ol
[=]
A
(e}

A
T

=
psfe]]
i

st
|7 Lk(excited), At

LtEHH ™, X[Hi(dominance)
et

&
eof W2® X7t

b

4
=
=

—

Qld

—

A
=

S
=
=

=)

=

=

o

—

s

~
(e}

L

—
Zrtn L)

7l

|-

=
o
|3, ZH(arousal)
o
=]

t-8(media emotional responses)O|Zt O|C|0] 7|2 &3ff O

—

= Olf= Ef

.

o=z FB{ML.
[¢]

TVLE &4, 22t¢) &8, H|L A
o

Z|0i%2H [23], PADE 7|
2

i
pAYS|-!
(=]
of

—
L

—

=

=

=

b

PAD(pleasure, arousal, dominance)=
In]
—

o &0l AM
gzt
o Ojt|of

=

=

o

—

L

—

Y

(alert), 2 & (active)0|2t 22

=y

The Effect of Self-presentation and Affordance on Intention to Use Metaverse Platforms: Mediating Effects of Emotional Responses(PAD)

2.3 2748t (PAD-pleasure, arousal, dominance)dt 7p4d

[217[22]. HF0A PAD

i=2

o
SYL ALt [24]. OICof

0|20 LY
(pleasure)
%

C}. O|&At

g 9 2

2 0|tof

PI%S|
O o

o
Bl

0l
ok

20

S

J

=

=

= 374,
OjX| 22 X|H(dominance)

(pleasure)
8, A

|

A
=
{5ICH [8]. Olof 2 HFO|MEZ PAD(pleasure, arousal, dominance)?| M| 7tX| ZH7

=

=
IE}

o
=

af

4

0| 8x=2
o, dSH

o

4
O

= S/HIZL

(arousal)

b

f

ol f

= 02 AOoIC,.

F

100
B0

B2l

3

o
o
—

PADO| {9

ol
il

10

IH

HI. Xt7|

OE Zo|ct.

ol
100
B0

F

B2l

3

o
o
—

HE0 72

Kin
ol

Bl

IH

Hi-1. X}7|

O& ZolL.

ol
100
B0

k

Bhel

o

.
o

xleHof g2

ol

Bl

IH

H1-3. At7]

524



Vol.14, No.4 August (2025)

Journal of Next-generation Convergence Information Services Technology

= 02 AOoIC,.

F

100
B0

B2l

3

o
o
—

o
29

PADO]|

=
=

<l

[up}

IH

H2. Of

= 0/2 A0oJC,.

F

= 02 Aot

k

B2l
Bhel

3

—

.
o

3

—

.
o

o &2l

A
LY

s

750 =72

-1: o=®
H2-2: = H

H2-3: Of

O& ZoJL.

ol
100
B0

k

Bhel

3

o
o
—

o
29

=
=

<l

ol

IH

[

=

=

A
525

20 A

L

—

7L} Lt

of Cisll =2 H
|X[2 Fol=ICt [28].

it
=

3

o
ICt [16]. PAD2} O|89|:

A

Lt 4
O o
g

o

L=
A

2H
E|
O

| FOiolE, FHOE, HYE =t

Ago=z 0|0 ZICt [34]. O Qo=

4780| 0|&2|=0f OfX|

B
A

=

.|

o
=

X

el
X
ZHZ

ted

—

Ct [24]. Hsieh 2| 3219| AFO|ME PAD

REZ HAIZOZCE. 0|20 = PADS| Df7A
0|82/ &0f

e
=

S

At &
Lt

2
o

o X|

=

O[Lt MH|AE O|83tHAM 7T PADZF O3 7HK|Q| &
shat

tof 7§ele] PADO 2} X{O| &2t 4Z2 & ALt [32].

o 273, ol
FRACE [29]. YA HEHE LES F2[stH 0|89+ PAD

AE =22 X2t

L
.

—

7§Rle] PADZ} O|-8Ate| 0|82 =0

P

b 7ML A AS1

xtol o

<]

3

I.
%)

o
o

—
o

FEotRICH 301 0[B0j& 4
o

o X
EZ 3t A7t 0|82 =0f =2l0fet

-
2

4 ol

8ol Ch
=0l

[y

7k Qlo|

L

—

L

—

=]
Al
S

=

—

u]
O EHH 2~ 2HZ0j|lA O

2 MH|AL}
TE HEHED, HEHA 2HF0AM X7

o

i HelE

L

EtO
o —
-

b
2 7N O|8Qe/tX| Sebs OX|= A2 LiE}

2.4 O| 9| = (intention to use)2} 7}

O|C} [16]. Mehrabian & Russell
[33], &2 HFONE 0|89 =

2ol O{EA StXt ot
Mehrabian & Russell2

=
=
o, of
o



The Effect of Self-presentation and Affordance on Intention to Use Metaverse Platforms: Mediating Effects of Emotional Responses(PAD)

£ M Elliott 2| 22 HAFWME OZEHAE PADE AN O[&2=0| Folgt &S OMCt
[35]. Ol0f & ATO|AM L= PAD(pleasure, arousal, dominance)2| Al Z7tX| ZFEXII0| O] 82|=0f OJX]|
= GYHAE H4mHENX} O3t 242 /tES AESIRN
H3. PAD= O|&2|=0f F2olgt Fhel Yeks oA AOo|Ct
H3-1. E722 0|89&0 Rolot Y2l s blE Aol
H3-2. 242 0|82z Rolot Fhel e O/F Ao|Ch
H3-3. X[Hj= O|82=0| Rolot F+el d&s 0jE Ao\,
H4. XP7|#92 PADE «AHQZ D750} O|82=0f Rolot Y+)2 ks njE A
o|Ct.
HS5. OfZEAE= PADE &AHQZ Df7iSH0] O|82=0f Rolot Y+)2 ks OjE A
o|Ct.
3. 9 44
31 ¢ 2
= g7 OEfHA ESSF0IM Xp7|7e {ZEHATE pPADE O1715H0] 0|82/0f OjX= Fet
= YotE7| flot ¢i4lz A R (O 14 2ok

526

[ 1] & 2
[Fig. 1] Research Model



Journal of Next-generation Convergence Information Services Technology
Vol.14, No.4 August (2025)

32 BEE
2 A1E Qo 2210 42 IAIE ESIY EAE THSIF OO, TAL| HOjs Q2 & 408
HOIQUL}. QAFEA SN Az HHS 204F(50%)0|AD, O EORH= 204F(50%)0|QULE HE

o AHH2 300 168F(41.2%), 20CH 111H(27.2%), 40CH 93H(22.8%), 50CH 29%H(7.1%), 6oCH 79
(1.7%) =2 F LIEtGICH XY SALRI0| 263 (64.5%) 22 7HE =%oD, MEE 458 (11%), o
M 33HB.1%), T2 198(4.7%), MY 18H4.4%), & 17H(4.2%), 7|Et 14H(3.2%) =2 Z LIE}
WCh 0|8 ZYo| U= HEH A= F=3H 2, 7FEMA 408(100%), 20|Z2Z 389F
(95.3%), H2MA 355B(87%), LAY 289F(70.8%) =2 = LIEFGLLY,

I

33 5%

FESF2 HAATFOM A8t HEE 2 A0 XA oIt SEHEC T A|HEA2
Bhattacharya, Rao, & Glyn2| 2= = FHSIFUCH [36], HEZHA FHO|= MNFRQ &dF5o2 F
H5IUCt [37]. PADE= Havlena & Holbrook?| &=2 [38], 0|82k Stafford, M. R., Stafford, T
F., & Chowdhury, J.2| 2222 ZSIRUCH [39], SEAFS1 238 o, 2T HAL 0
ROIAMZ, F8dT gt X|+=E el Rze (& 1]9F ZCt

(# 1] €2 5885

[Table 1] Survey Questions

7= 5385 M | SD| CFA
Li= Lol #f 7|20|Lt 278 HEfE HESk 20t 4.66 | 1.33| .697
Xp7| | L Lo| 2 HEESE YH|O|ESM 2oiF10 AL 435] 147| .893
Hed | LhE Lto] i8S E3sin oot 471 136] 732
EXMSIE SEAL K| 457 1.38| a=82

527



The Effect of Self-presentation and Affordance on Intention to Use Metaverse Platforms: Mediating Effects of Emotional Responses(PAD)

HEHHAE W7} d2idte SEE AHHARA ZAfg = Qs HO|CH | 439 123 785
HEtHAE AHESE?| {2 HO|Ct 438 1.22| .803
) OlIE[tHA“ x|asto] RAZ Sl Yok 7ls2 & = A diFe H 245 114|847
gi HEHHAE W74 AMBSIOR} She 7|s0|Lt BlFS0] O] U=X| A 38| 17| ss7

O AKSH £ QI E == mo|C}
TJI(E)EAL LS AEE o5 = AxF A3 DeHg HSoiFe il 119 775
FEesE gt X 437 1.12| a=91
HEHA EHES LIE WSS St 427 1.24| 880
| HEHA SSHES SUCH 454|1.22| 890
7 hees saEe aEadn 436 126] 901
“ [ ojEpA Z%ES 012 Ho Si=CS 403 | 127] 857
FEesE gt X 430 1.25| a=93
HEHA ESHES XIFHO|C} 450 1.27| .605
HEHA EHES SEEIC} 419 1.28| .813
ZPd | L= HEfHA S3E0| Sdsict 3.67| 1.42| .878
HEHA EHES LIE Xf=3H0H 3.88 | 1.41| .906
FEesE gt X 406 | 1.35| a=88
HEtHA SSHES LHE SHSICH 316 142 799
HEHA EHES LA &S OjFICt 378 | 1.51] .839
X | HEHHA ESHES QIQHO|C 3.05| 1.43| .803
HEHHA ZSHES LA ofH W&F2 MAISICH 340 142 837
FEes gt X 335 1.45| a=89
7|27t £|H HIEHHAE 0|8 A &Lt 490 1.16| .923
olg | 7|27t &/ HEAE 0|8% 70| =Lt 496 1.19| 914
o= | 7|37} =™ HEMHAZS 0]&%t MZfo| ULt 494 | 1.17] 901
e gt X 493 | 1.17| a=94

4. A7 A1}
4.1 ZAx}
Hotet AR HZ ASSY| sl SEMEAS HAISIRICE 24 At 710[AH 0t A7x HE

(641.043/218)0| 2.9410|11 CFI=944, NFI=919, IFI=944, TLI=935, RMSEA=069Z L}EISICE CHE 2
2 QTmEol JHEE Folohy| ffsf WOl 7| FERASE HEELCL R HR 7t #AzQl
At7|E0t PADS| ZAOIM Ap7|BHI EAHRE SANE [9/0] SIX| LRUACHHI-1: y=.046,

528



Journal of Next-generation Convergence Information Services Technology
Vol.14, No.4 August (2025)

a=)
Y
S
i
N~
Sf
Ral
rEl

ZH0l= SAXCE |0t FeZ O|F 2T HI-2: y=.108, p<.05), X|[H{O|= 2
OJMCRHI-3: y=132, p<05). T B 7} AT Q {EZEHAQ PADS| ZHAOA Of

Ogt Fek2

ZEHAE EH20 ™A G2 O|X|D JARJAT(IHE2-1: y=289, p<.001), G0 = S-H &
S O/X[D UACKIFE2-2: y=272, p<001). £t OJZEHAE X[Hjo= ANl AL O/X|=
AOR LIEFGCHZHE2-3: y=461, p<001). Al H™ 7tE 2AZQl pADZt O|&2Q|=0f OX|= FY
oM EH22 0189z SEHY F&S OIMXITHHE3-1: B=.684, p<.001), Z'd2 O] &2 =0
[olst AES OJXIX| LUACKIZHI32: B=151, p>.05). CHE2Z X|HjE 0|9z 0 BHMQI Yt
S 0K Ao Z LIEFHCHZIE3-3: =190, p<05). Ul HW 7} 2AZQ X7|EHD 0|82 =
7

ZHol| PADQ| CHE Of7HZ0tO A Xp7|ESH0| X[HHQE ZHE(B=.082, 95% CI[.006, .165], p<.05), M
(B=.119, 95% CI[.051, .191], p<00)2 =AHOZE HH 0|80 O/X|& HH=I= SAXCRE
Qolojst Ao 2 LEHGICHIME4: B=116, 95% CI[.042, .190], p<01). CtA EHRY 74A A2l Of
HEHAQL 0|82 7HY| PADR| CiE OHZHZAMOA OfZETEHATE X[H{QL 2Hd(3=284, 95% CI[.198,
379], p<.001), EH2(B=348, 95% CI[.282, .425], p<.001)2 =AIHCZ Edff 0|22|=0j O/X|&= 7t
Haike EAXoZ Qol0[3t HO=Z LIEHHCHIMS: B=432, 95% CI[.359, .502], p<.001). 2=
|.A-10| 7=I‘||-E X—lal'élj- -| [JEI 2]9|- ?EI-[|-

H1-1(.048)
- H3-1(.684**%)

H4(.116%)
H5(.432%*%)

H2-3(.461** H3-3(-.190%)

(13 2) 24 Zt

[Fig. 2] Results of Analysis

529



The Effect of Self-presentation and Affordance on Intention to Use Metaverse Platforms: Mediating Effects of Emotional Responses(PAD)

aF X[Hjofl OjX|= S 2= =4

o] 244

.
O:
—

OXl= A2 LtERQC). A7\ &

= 7| I

7|0f HEfHA O A}

=
5

C} (40]. 3

78S wkofof oot

=
=

o=

e

o45t0] CHX}
i 270 Relot 378N FES OlKs A2 LEPHL §50[eF dgEol AF0A HA| o=

E27t 0|&AHe

XIX[8 =

=
=

o170l 2t

il

Y520 |o/n)
OgXI7} BERA 01F Al 7|

=1t

=
=

=
=

21t

&l

=2
o0 7St J¥0| of

AL} [15]. O

i

o

KIr

-,

T A=E JfEEoF & A0t &2 +FEQ OZEHAZ 0|8 &3

(=13
=

xxHX =]
s=0 ¢

0

olo

Cf. MAATOME 2

c
o3

ol

EAE2 01820 Rofet

=
S

20| 255 0|89&2 0|02

L =
=

ob A=
01820 &2
=7(0] O

.
o

At =2 Favt LIEtR2H [42], O]

2N

a

100
B0

ol

Ol=

>

= O] &E=4|

F

100
B0

o

3

ol=0f dgS OIX7| oF7| I

M
(e}

s

=]
s

2
o

.
Sl
a

Azt SRIE]7]

I ZbMO X}
- T10L O

£3
7|0f O] &2|=0f

o

ERE

=
S

O|C} [43]. 2

10|

| Et

7| W=ZO|C} [44]. =, TEFH20M

5

(=13
=

FA|74OF

Yste O/k|= ZHo=2 LiEt=D|, O

=
=

= 0|8o=0f £8Xe

Ct. Ofef BHEHel ZItz R|Hy

20| ZAIRL SH| 7]

SH
PN

O| O|gXtofA =ett =E o7

s
A7t SMES St =7A ZE 0182 &0

2
o

A OIEfH2 O[8Xte| 082S £0/7| fiEiM= WY XAF2ES =O0ITA X|H

0

EX

It O{ZEHATF PADE =APHOZ Df7H3}

(<)
o 0820 olbjet =N FE OXE A= LIEHRD) HA AT Hal | 2219 A+

s %

4

J0C. U, Xb7[&H

(=13
=

Aoz oj7Hste of&2

= A
=

1t O EHAJE PAD

4

.
O:
—

Ol Ol8Atel Xp7| &

O [24], Elliott | 29!

I
=

H

=g
=

A

O M= OEHH

P
F90

=1
=

F

.
[}
%O

o

T
=

= S7HA

10l 748

o

1t fZEHATE O[EXte| K[Bf

x| E 3

=
=

21t

530



19|

—

o
O:

510

—
O:

H

Vol.14, No.4 August (2025)

B 2A0 A o'

2
o

|, HZEHAOl ZHED M(B=432)7t At7|

Journal of Next-generation Convergence Information Services Technology
Ct. Ol 0]

Z23I™MozZ 0|29 %

= ou 7 KO mm I e ol = 8l oo & :J H © & 0| ol
T R o N0 W KM K S .- 0 1o K
o s W DWW g dX e
o JJ %0 of T @ Nogn & - By T gy 20 O
o o 4r K A X oz g0 T IR
oM._o_mx@.._m._u__/l_._._w_/ﬂ_jEuDlo_eEL_._uDLTAﬂ
= = — = — ol T = J
o, SRR LS E ARG e g m
P TR T o Py © U o = Mg
Mg FpRKooty jg5a3mmp’ =
=0 o W T Hg WD o W E | = K U ok
=& J s gu Rz okl g 0 T
100 q_nT_._.__lnL.HH_.I_QJIM% < _._._._@.Oa
B0 ® - BT of = 1 obmm = 5 oo T
O“_O._._lﬂlA_wlLMOHW_MO_LI.OWEE._ﬂ
M wo <l o F o ¥Rz o <o xr o
K 2o~ 2 o T K o <
= _ o g BN S T o = ol KoG
oA dm W R RS R
s =~ N k[ =
N T N c- O  E DTI A
< O35 2 5 Wwo g K oal I T =
T NI, X omB=Kms T gD 2T
@WEMMEME:EEAEQH&LHWW_%P,
S22 Yo B gmax g w5
— o or ot W T LM~ ME E T ol @
g&%ﬂ?%@@ﬁ%ﬂﬂomw&%ﬂm_o
UK O 5 2 — 0
[up ] N Uogl HH Hm._ = < H - 5 T oon B
H =z b o = Xl 5o Wy 5t gmom o
oy L BoF 2 ol
Sk o Mo o b0 S ar oo ST ok oy K -
_ oK Bl A_I o qu 10 _A_o M&o = o) Q_o I- M Bl
S o U A TR C TR T B
OB o B S o B ol o0 o_em__m._.w_._ I
I M L ®o oo of uo O o oo 0 o B R
o ~ T OoF N OF . °% o) ol A =B B
- = =X m = = 1F = X
4 Koo wn =~ W o= 57 =3 & F = U
LILI_ANvIM._o_”_WHLI_H_mmPOA._o_ S
M ~ ~ oo 1 Mo of = > u K [T —
i . - ooy MR D
.muu_wol_o ol = ol oo @ oo ._n_.__l._ﬂrl_.._._mM
K a9 = o LY m =T S < = uw °© oo
-] - e T
L I T = - i TR
.E|m_J_/.A_.Tl_._._Hm_u_:m RS TR o
S F e R E K grOHO I mju z U
o K oS g0 & = L5 o E R QR W
oo Dz 2 2 B0 3N St )
o . B e of B au m, o < s W2l
= o o w m_uo . m o 0 T mm KH E:) ol o] ™
rood of M Tl A_ Ay 00 80 & _|T A_I ] |_._n H_._n_ Q_o _u_._ _._._._

L

—

O A

9|7t HOHK|
531

4

8

| X720
3}

o
e

2
[}

o, £9| 0|

HAZE QUL g20ls £ HEH A AfH|

T2 227t ULt

References

.
o

oA
HA

L

—

ALE|SACH

ES

gz

F

x
=

b

prl
—

identities, and exploited user trust”, incidentdatabase.ai, https:/incidentdatabase.ai/cite/885, (accessed March 4,

2025).

[1] W. Coulanges, “With Al, anyone can be Black”, theplantnews.com, https://theplantnews.com/2025/02/26/with-a
i-anyone-can-be-black/, (accessed February 26, 2025).

[2] Responsible Al Collaborative, “Incident 885: Meta Al characters allegedly exhibited racism, fabricated

[3] O. Weininger, Play and Education, Jaedong Munhwasa, 1990.

el

|
S



The Effect of Self-presentation and Affordance on Intention to Use Metaverse Platforms: Mediating Effects of Emotional Responses(PAD)

[4] E. Goffman, The Presentation of Self in Everyday Life, Doubleday Anchor Books, 1959.

[5] L. Bullingham, A. C. Vasconcelos, “The presentation of self in the online world: Goffman and the study of
online identities”, Journal of Information Science, vol. 39, no. 1, February 2013, pp. 101-112, doi:
10.1177/0165551512470051.

[6] H. J. Kim, “Predicting Photo-sharing Behavior on Instagram : Uses and Gratification Theory”, Journal of Ko
rea Contents Association, vol. 17, no. 11, November 2017, pp. 252-263, doi: 10.5392/JKCA.2017.17.11.252.

[7T Y. S. Yu, “A study on pleasurable interaction of digital media”, Journal of Korea Design Knowledge, no.
10, July 2009, pp. 122-129, doi: 10.17246/jkdk.2009..10.012.

[8] M. S. Min, “The Effect of Presence in Realistic Media Art on Emotional Responses and Behavioral
Intentions-Focusing on Jeju Arte Museum”, The Treatise on The Plastic Media, vol. 26, no. 1, February
2023, pp. 53-62, doi: 10.35280/KOTPM.2023.26.1.6.

[9] J. J. Gibson, “The Ecological Approach to the Visual Perception of Pictures”, Leonardo, vol. 11, no. 3,
Summer 1978, pp. 227-235, doi: 10.2307/1574154.

[10] Y. J. Cho, “Influence of Affordance characteristics of Advertisement based on Augmented Reality on User's
Flow and AD Attitude”, Journal of Brand Design Association of Korea, vol. 12, no. 1, March 2014, pp.
123-132, doi: 10.18852/bdak.2014.12.1.123.

[11] R. Hartson, “Cognitive, physical, sensory, and functional affordances in interaction design”, Behaviour &
Information Technology, vol. 22, no. 5, September 2003, pp. 315-338, doi: 10.1080/01449290310001592587.

[12] D. A. Norman, The Design of Everyday Things: Revised and Expanded Edition, Basic Books, 2013.

[13] Y. K. Noh, K. S. Nam, “A Study on Preference according to Affordance Design Elements in Digital
Media Exhibition Environment”, Journal of the Korean Institute of Interior Design, vol. 26, no. 5, October
2017, pp. 135-142, doi: 10.14774/JKIID.2017.26.5.135.

[14] S. M. Oh, “The effect of affordance in analog applied mobile apps on emotional attachment, satisfaction,
and continuous use intention”, Master's thesis, The Graduate School of Business Administration, Kyung Hee
University, Republic of Korea, 2021.

[15] C. Sheng, S. B. Yang, “The Impact of Influencer Characteristics and Platform Affordances on the
Likeliness of Impulse Buying: Focusing on the Chinese TikTok Live Commerce Platform”, Journal of Korea
Service Management Society, vol. 23, no. 2, June 2022, pp. 278-306, doi: 10.15706/jksms.2022.23.2.012.

[16] J. H. Lee, D. M. Koo, M. J. Lee, S. H. Kimm, “Causal Relationships among Dominance, Arousal and
Pleasure as well as The Effect of These Emotional Factors on Behavior Intention. -Focusing on the
difference between offline and online shopping malls”, Journal of Marketing Management Research, vol. 16,
no. 1, January 2011, pp. 89-123.

[17] E. Y. Na, E. K. Na, “Media-Space Perceptions and Presence: A Phase Model of Psychological
Media-Space Transportation”, Korean Journal of Journalism & Communication, vol. 59, no. 6, August 2015,
pp. 507-534.

[18] A. Mehrabian, J. A. Russell, “The basic emotional impact of environments”, Perceptual and motor skills,
vol. 38, no. 1, February 1974, pp. 283-301, doi: 10.2466/pms.1974.38.1.283.

532



Journal of Next-generation Convergence Information Services Technology
Vol.14, No.4 August (2025)

[19] M. K. Hui, J. E. G. Bateson, “Perceived Control and the Effects of Crowding and Consumer Choice on
the Service Experience”, Journal of Consumer Research, vol. 18, no. 2, September 1991, pp. 174-184, doi:
10.1086/209250.

[20] D. M. Koo, J. H. Lee, “Inter-relationships among dominance, energetic and tense arousal, and pleasure, and
differences in their impacts under online vs. offline environment”, Computers in Human Behavior, vol. 27,
no. 5, April 2011, pp. 1740-1750, doi: 10.1016/j.chb.2011.03.001.

[21] S. L. Lee, Y. S. Park, “The Effects of Service Quality on Consumption Emotions and Flow Experience in
Internet Shopping Malls: Focused on the Elaboration of the Flow Theory Using the PAD Model”, Journal
of Consumer Studies, vol. 24, no. 1, January 2013, pp. 1-29.

[22] J. K. Hsieh, Y. C. Hsieh, H. C. Chiu, Y. R. Yang, “Customer Response to Web Site Atmospherics:
Task-relevant Cues, Situational Involvement and PAD”, Journal of Interactive Marketing, vol. 28, August
2014, pp. 225-236, doi: 10.1016/j.intmar.2014.03.001.

[23] R. Schapp, “Enhancing video game characters with emotion, mood and personality”, Master's thesis, Delft,
Delft University of Technology, Kingdom of the Netherlands, 2009.

[24] M. Hall, K. Elliott, J. G. Meng, “Using the PAD (pleasure, arousal, and dominance) model to explain
Facebook attitudes and use intentions”, Journal of Social Media in Society, vol. 6, no. 1, May 2017, pp.
144-169.

[25] M. G. Kim, “On the Concept of Emotion as Evaluation: Defending the Attitudinal Theory”, Master's thesis,
The Graduate School of Aesthetics, Seoul National University, Republic of Korea, 2021.

[26] S. Y. Kim, Y. A. Park, “The Influence the Emotional Reaction from the Experience of Augmented Reality
Promotions has on the Brand Attitude and the Intention of Visit”, Journal of Marketing Studies, vol. 25,
no. 4, January 2017, pp. 35-55, doi: 10.21191/jms.25.4.03.

[27] W. S. Cho, “The Study about Behavior Intention of Coffee Shop by Using Theory of Extended Planned
Behavior”, Korean Journal of Tourism Research, vol. 28, no. 6, February 2014, pp. 161-179.

[28] J. Y. Yeo, H. R. Kim, H. J. Song, H. S. Han, “A Study of Intention to Use Formation Process of Coffee
Shop Brands: Focused on Moderating Effect of Switching Costs”, Korean Journal of Hospitality and
Tourism, vol. 26, no. 7, October 2017, pp. 71-88, doi: 10.24992/kjht.2017.10.26.07.71.

[29] A. Mehrabian, J. A. Russell, An Approach to Environmental Psychology, MIT Press, 1974.

[30] J. H. Lee, J. L. Li, K. J. Kim, “Relationship between the Physical Environment of a Golf Course and the
Emotional Reactions(PAD) and Behavioral Intentions of Customers”, Journal of Sport and Leisure Studies,
vol. 58, November 2014, pp. 381-396, doi: 10.51979/kssls.2014.11.58.381.

[31] K. M. Lee, “The Effect of the factors of in-flight service on emotional reaction and on their behavior
intentions”, Daehan Journal of business, vol. 22, no. 3, June 2009, pp. 1381-1402.

[32] J. H. Lee, Y. K. Hwang, S. J. Lim, E. J. Lee, “The Effects of Create Poomsae Competition Spectators
Sought Benefit on Flow, Re-Watch Intention, and Recommendation Intention”, TAEKWONDO Journal of
Kukkiwon, vol. 11, no. 2, June 2020, pp. 75-90, doi: 10.24881/TJK.2020.11.2.75.

[33] U. Kwon, G. J. Kim, “A Causal Analysis of PAD, Attachment Behavior, Knowledge Sharing, and New
Product Innovativeness”, Korean management review, vol. 31, no. 4, November 2002, pp. 1039-1068.

533



The Effect of Self-presentation and Affordance on Intention to Use Metaverse Platforms: Mediating Effects of Emotional Responses(PAD)

[34] A. Suh, “How Users Cognitively Appraise and Emotionally Experience the Metaverse: Focusing on Social
Virtual Reality”, Information Technology & People, vol. 37, no. 4, May 2024, pp. 1613-1641, doi:
10.1108/itp-06-2022-0461.

[35] K. Elliott, M. Hall, J. G. Meng, “The impact of emotions on consumer attitude towards a self-driving
vehicle: Using the pad (pleasure, arousal, dominance) paradigm to predict intention to use”, Academy of
Marketing Studies Journal, vol. 25, no. 1, January 2021, pp. 1-13.

[36] C. B. Bhattacharya, H. Rao, M. A. Glynn, “Understanding the Bond of Identification: An Investigation of
Its Correlates among Art Museum Members”, Journal of Marketing, vol. 59, no. 4, October 1995, pp.
46-57, doi: 10.1177/002224299505900404.

[37] J. W. Jun, “Roles of Media Familiarity and Content Congruence on Affordance and Digital Signage Uses”,
Korea Journal of Information Society, vol. 18, no. 1, January 2017, pp. 85-104.

[38] W. J. Havlena, M. B. Holbrook, “The Varieties of Consumption Experience: Comparing Two Typologies of
Emotion in Consumer Behavior”, Journal of Consumer Research, vol. 13, no. 3, December 1986, pp.
394-404, doi: 10.1086/209078.

[39] M. R. Stafford, T. F. Stafford, J. Chowdhury, “Predispositions toward Green Issues: The Potential Efficacy
of Advertising Appeals”, Journal of Current Issues & Research in Advertising, vol. 18, no. 1, March 1996,
pp. 67-79, doi: 10.1080/10641734.1996.10505041.

[40] J. Y. Ham, H. S. Ryu, S. H. Ji, J. N. Lee, “Continuous Use of Corporate SNS Accounts from a Habit
and Emotional Perspective”, Knowledge Management Research, vol. 15, no. 3, April 2014, pp. 37-66, doi:
10.15813/KMR.2014.15.3.003.

[41] G. h. Jeong, I. K. Jeon, K. H. Jeong, “The Relationship between MZ Generation's Professional Baseball
Watching Experience and Watching Behavior Applying Experiential Economy Theory”, The Korean Journal
of Physical Education, vol. 62, no. 3, May 2023, pp. 189-205, doi: 10.23949/kjpe.2023.5.62.3.13.

[42] K. M. Lee, “The Effect of the factors of in-flight service on emotional reaction and on their behavior
intentions”, Daehan Journal of Business, vol. 22, no. 3, June 2009, pp. 1381-1402.

[43] S. M. Hofmann, F. Klotzsche, A. Mariola, V. V. Nikulin, A. Villringer, M. Gaebler, “Decoding Subjective
Emotional Arousal from EEG during an Immersive Virtual Reality Experience”, eLife, vol. 10, October
2021, pp. 1-34, doi: 10.7554/elife.64812.

[44] S. Odzic, A. D. Bozkurt, “The Impact of Personalization on Consumer Purchase Intention in Online
Shopping”, Master's thesis, The Graduate School of Business Administration, Society and Engineering,
Milardalen University, Kingdom of Sweden, 2023.

534



