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Effects of Experience Factors(4Es) in Augmented Reality on
Extended Technology Acceptance Model(E-TAM)
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Abstract

Augmented reality(AR) technology is used in various fields, especially experience factors. The purpose of
this study is to verify how the four aspects of experience(4Es: Entertainment, Education, Escapist, Esthetic)
in AR environment affect extended technology acceptance model(E-TAM) based on experience economy
theory of Pine and Gilmore. To this end, data collected from 185 university students were empirically
analyzed. The findings of are as follows: First, it was found that all of the experience factors except the
esthetic experience factor positively influenced on perceived usefulness and perceived enjoyment in the AR
environment. Also, Education experience factor did not have a significant relationship with perceived
enjoyment. Second, perceived usefulness was found to have a significant effect on intention to use. Third,
perceived enjoyment also had a significant positive effect on intention to use. Finally, Practical implications
of the findings and suggestions for future research are proposed.
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[Table 1] Results of Descriptive Statistics and Correlations Analysis

1. Entertainment experience
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3. Escapist experience

4. Esthetic experience

5. Perceived usefulness

6. Perceived enjoyment
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SO B3R 435S 9o ™ QfEMu Haes ko] 2o it 7HE AE2 Amos
2602 SOl FEYHAM D2 H(structural equation modeling)=S AFHESHY ZAGIIALCE 24 Andersonzt
GerbingOl| 2[5 HMQtEl 2EHA E 2 (two-step approach)0i| [t 24 FHSIALE [18]. SHEHQ
HE T X|f(goodness of fity= x>=336.745, df=231, GFI=912, IFI=970, CFI=969, TLI=963,
RMR=.031, RMSEA=05022 L{EIL} C{HZ2 === OF LIEISCE E3 [H 20Me 2E
ARjHOIO| HFEDE QOIS0 50 O|40[d, %‘FL-E- == %(average variance extracted; AVE)= .50
HOb =A LIEtL} THEHEFS M(divergent validity)2 ZH=Chl & = QUCE 2HYME| = (construct

reliability; CR) .70 Ct O[22 LIEIL} =B EFE & (convergent validity)E ZHESE RACH

[:E 2] gI-O|X-I _9_0|l=|)\-| 7=IJ‘_||-

[Table 2] Results of Confirmatory Factor Analysis

Variables LF;;cdti‘Lrg St;’;d::d Sta“ﬂ::infgact‘" CR AVE
Entl 1.00 - .807
Entertainment Ent2 .668 079 .660
e:pen'encz Ent3 963 093 788 836 262
Ent4 .869 .089 735
Edul 1.00 - 814
Educational experience Edu2 1.04 .084 .876 .876 701
Edu3 .998 .084 .821
Escl 1.00 - 718
Escapist experience Esc2 124 A7 852 872 630
Esc3 1.07 .106 812
Esc4 1.11 112 787
Estl 1.00 - .882
Esthetic experience Es2 940 064 il 918 738
Est3 1.04 064 .879
Est4 1.00 067 .842
PUIL 1.00 - .897
Perceived usefulness PU2 935 .058 .870 916 783
PU3 992 .060 .888
PE1 1.00 - 726
Perceived enjoyment PE2 .11 132 821 .805 579
PE3 .867 .103 733
U1 1.00 - .826
Intention to use 02 984 087 787 .865 682
U3 1.05 .089 .863
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[Table 3] Results of Hypotheses Testing

Hypothesis Path Sg:}?fg‘::f T-values Result
H1 Entertainment experience — Perceived usefulness 346 5.599%x* Supported
H2 Entertainment experience — Perceived enjoyment 311 4.543%** Supported
H3 Educational experience — Perceived usefulness .105 2.029%* Supported
H4 Educational experience — Perceived enjoyment .060 951 Overruled
H5 Escapist experience — Perceived usefulness 267 4.379%** Supported
H6 Escapist experience — Perceived enjoyment 323 4.456%** Supported
H7 Esthetic experience — Perceived usefulness .020 405 Overruled
HS8 Esthetic experience — Perceived enjoyment .022 366 Overruled
H9 Perceived usefulness — Intention to use .614 7.129%** Supported
H10 Perceived enjoyment — Intention to use 528 0.220%x* Supported

Note. **p<.01, ***p<.001.
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