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Abstract Recently, NFT, which is growing at a rapid pace, is gradually entering our lives.
NFT is an acronym for Non-Fungible Token, a technology that allows you to claim ownership
of digital data. As ownership of digital data takes over, it is showing characteristics as an
investment value along with the characteristics of new technology, and it is expected to develop
further in the future. In this study, we tried to analyze the intentions of users who own NFTs
to purchase. Factors that can influence purchase intentions were selected and a research model
was established using personal characteristics, NFT characteristics, and social characteristics. As
a result of conducting an empirical study, it was found that individual innovativeness,
profitability and reliability of NFT, and FOMO factors significantly influence purchase intention.
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Fg 1 NFT Poects in Progress in Karea

A NFT9 #8" A3E NFT 7]&o e &
ot} AA A AFE0] FE o|F1 9l oM(Kim,
2021; Lee and Jo, 2021), A9 Atdell wx&= Gage]
U el 2o mR= G AT 5 NFT #d o+
o M7t Aak g i tk(Choi et al, 2021; Jeon
et al., 2022).
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4 AtH(Abdullah and Ward, 2016; Al-Ammary et
al., 2014; Alenezi et al., 2010; Bandura, 1982; Chen
et al., 2011; Compeau and Higgins, 1995; Hsu and
Chiu, 2004; Luarn and Lin, 2005).
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Table 1 Characteristics of Respondents

Male 140
Gender Female 30
10’s 3
20's 36
Age 30’s 73
40’s 51
50's 7
Civil Servant/Teacher 8
College Student 12
Job Graduate Student 4
Self-Employment 27
Office Worker 81
Etc 38
within 6 months 98
Trading | within 1 year 62
Period | within 3 years
more than 3 years 1
42 298N 2 NEM HEB
AN e 7 AR £FgEe] HHe &
oz FolA HAsy] skl QARNL WA
k. gAA gQlEAe] A= Table 29 #Zth

Kaiser-Meyer-Olkin®] MSA(Measure of Sampling
Adequacy) AxE RE AFPAHS fgk A= 4
A2 QRIEA dlolg 7t drput A3ekA] HojEr)
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Table 2 Exploratory Factor Analysis Results

Factor
1 2 3 4 5 6 7 8 9
0.9271-0.0120.015[0.040[0.0420.103[0.173| 0.066 | 0.068
0.914{0.061]0.100 -0.022/0.113|0.122 | 0.113]0.108 | 0.066
Reliab2 [-0.0430.912]0.186|0.043]0.121 |0.006 | 0.052 | 0.073 | 0.120
Reliabl |0.107[0.831]0.322]0.054 |0.150{0.062 | 0.117{0.128 | 0.028
PU1 0.05910.286[0.853]0.075[0.239|0.154[0.099 | 0.118 | 0.067
PU2 0.08010.295[0.847]0.099]0.1420.148{0.146 | 0.164 [ 0.112
Self-Eff1]0.022]0.1030.072]0.887]0.032|0.175|0.124 |-0.013/0.113
Self-Eff2]-0.004-0.013 0.068 ] 0.871 [ 0.096 | 0.085 | 0.211 | 0.079 | 0.152
Profit2  [0.031]0.100{0.116 [0.020{0.900]0.078|0.145|0.028 [-0.013
Profitl  [0.127]0.147[0.180 |0.107 [ 0.871]0.066 | 0.053 | 0.042 [-0.001
Intentl |0.078]0.013|0.105]0.132[0.064]0.897]0.152|0.067 | 0.162
Intent2 |0.200{0.0610.177{0.169|0.108]0.8140.276]0.110 | 0.080
PE1 0.190]0.121{0.093/0.210{0.1190.237{0.854]0.110{0.143
PE2 0.198]0.079{0.166 | 0.234 | 0.151 | 0.236 [ 0.837 [ 0.083 ] 0.168
PEOUL [0.089]0.075(0.109]0.041 |0.025|0.173[0.018 [ 0.887]0.019
PEOU2 [0.079[0.102|0.107{0.021 | 0.045[-0.025/0.129]0.87710.158
Innova2 [0.121]0.102[0.169|0.073]0.054 |0.078]0.053|0.198]0.844
Innoval [0.020]0.047 [-0.0190.201 [-0.069 0.150 [ 0.191 |-0.007 0.835
Kaiser-Meyer-Olkin's MSA : 0.744, Bartlett's test(p-value) < 0.001

Var.

FOMO1
FOMO2

A= Table 33 o
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Table 3 Confirmatory Factor Analysis Results
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Table 4 Results of Path Analysis

H Path Coeff p-value Result

Hla PEOU < Innova 0.369 0.005 Supported
Hlb PE < Innova 0335 #*x Supported
Hlc PU < Innova 0196 0023 Supported
H2a PEOU < Self-Eff -0.063 0.548 not supported
H2b PE < Self-Eff 0.311  s#*x Supported
H2c¢ PU < Self-Eff 0.041 0.600 not supported
H3a PEOU < Profit 0.075 0.443 not supported
H3b PE < Profit 0.237 0.004  Supported
H3c PU < Profit 0.271 ok Supported
H4a PEOU < Reliab  0.208 0.038  Supported
H4b PE < Reliab 0.096 0.212 not supported
H4c PU < Reliab 0499 s Supported
H5 Intent < FOMO 0137 0.039 Supported
H6 Intent < PEOU  0.007 0.920 not supported
H7 Intent < PE 0476 Supported
H8 Intent < PU 0.198 0.008  Supported
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