https://doi.org/10.21186/IPR.2023 8,1,103
FR 24o] A &Age|xe] HAE o
F: Ao se] 4ge FHo

'Er_Jnk_Hl_l* 7“:&2'(—“ OliHam

’ —
TYMBYE, 2213818 S2IFIS”

) 2
olf
re

0

SHUSw gt

[l

The Effect of Mobile App Contents Characteristics on the Continuous
Use Intention: Focused on Using KakaoTalk

Sou-Bin Yun’, Byung-June Kim™, Chae-Hyun Lee™
Graduate School of IT Policy and Management Soongsil University (Doctoral student)”
WOORI FINANCE INFORMATION SYSTEM™

%

ALICe Consulting Firm"™

2 O B AT A FED A0S FTHOE IR  ASAE POR Sgon, tesd ZuxE §
AN AKHOZ P& AGSHE duel o FAVIR JFL UINE QASS AFAE ATl olg) Fux 54
FolA A WSS Falk ASAgRel b A GBS vIAE A5TE 98 VA4 ge urE 4%
stad shelek oAl NS RS AFE A W, R, AN, AR FEHES ASAE e FouE 3
®9 9T MAE Ao EhkAt, AU FFE vAA gk Aow Uekdth ol2A vt 9 Zuxs
AT A Fagel gleld AUt Brh 9% AFgSHE AS #8351 JnAel 9Vl WEoletn AHget

L ogolet R F Gk ols) Rl B AT BAL FF wuldl of A9 A % JelN murel 9 A A
) Zola Bk ol Auls JlERkAe nelolor @ $A%s LEe A%AEo e
ael %A B4 AR vl 1 els Qe

Y

FHO ZHY M BHX £EY, HilY, 7Y, 24, LY, xAE

ORRN
g, H , TEY, #8438

,» XIEAEE

Abstract  This study targeted KakaoTalk app users, mainly in Seoul and the metropolitan area, and verified the
factors that had a significant impact on the intention to continuously use the app through KakaoTalk contents.
Among various content characteristics, five variables were used to verify the variables that had the greatest influence
on the intention to continue using, and the ones that did not. As a result of testing the five hypotheses, it was
found that convenience, enjoyment, informativeness, and perceived usefulness had a significant positive(+) effect on
the intention to continue using, but intimacy did not. From this, it can be determined that the majority of users use
the app content because it is useful and informative, rather than because they have a sense of familiarity. In this
way, the purpose of this study is to provide empirical help to factors closely related to the intention of continuous
use in deriving priorities to be considered in the service planning stage as well as in terms of technical design of
contents when developing mobile apps in the mobile app industry as a whole and in the field in the future. I want
to provide it, but there is a meaning.

Key Words Mobile App, Continuous Use Intension, Playfulness, Informativeness, Perceived Usefulness, Intimacy

Received 28 Dec 2022, Revised 13 Jan 2023 © Industrial Promotion Institute. All rights reserved. This is an
Accepted 26 Jan 2023 open-—access article distributed under the terms of the Creative
Corresponding Author: Lee Chae Hyun Commons Attribution Non-Commercial License (http://creative
(ALICe Consulting Firm) commons.org/licenses/by-nc/3.0), which permits unrestricted
Email: savech7@gmail.com non-commercial use, distribution, and reproduction in any
ISSN: 2466-1139(Print) medium, provided the original work is properly cited.

ISSN: 2714-013X(Online)

Industry Promotion Research | 103



DHiY o EEIx EMO| X|SAIZLE0 ojxl= G| ost AT FIFIREL ALBE SR
1. M2 2.1.1 m™2|M(Convenience)
AL F2 VE7HAZ s EAJ0A A,
2ok gl T E Au|2ebe] Aol HojuH

)
>

¥0, -
5
S
)
=
>
r o
More -
-

A1)

F

2
_Bi_u:‘l

ox M
93:
Ho
ok
o
o
i
9_\..
20
il
ox |o
>
S
i,
Jo
W 1 oo o2
o,
HEORN m el

olN

2. O|2X Wi

2.1 2HIY ¥ BHIX £49| g
)

s3] A
(Application Program) & ZUvlEZ3} EE
AHEE = Flolth Bt & X2

2
gl PColl A

I cfEFA ]

A (Application)©] F2F=A] “H(App) olet get 31 2m}
EZ|NH o) Fo ofo] EeAE mutd &8 22
o] JRE-TRERETL Al o] Folzl Fo] ofF9 ¢
2Eo](App Store) ot} FEL AnlEZE ALEA}
TSk S vhEutobA] AMEEFS AL, BE AREALL o
‘Y ~EoE ARG HWA] ‘H(App) S EHtd 38
Z2ao) Ao At H A Vﬂ?ﬂ[él]o ASk:) S|
wjt]oje} mupe] Aps]el A RubY AH| = =

AA, B2, Hl, 715 ZA| 047“3, A5}
[¢} %

=
S 2oL Slnk wnbd s wlAdA g v
Al

flo 2 o

it

BEeleoE F4H G ATk shich AbE
s muke) $70) SEG S4ozE A, ol F4,
e, A8, 904, Jdel e 5 5 5 kel
mulel §f muzo] HE AT B B A
o WSS Agste] AHoR suAvt Bew o)
= Fa 295l Rolal AZsun sl

104I Industry Promotion Research 2023 Jan; 8(1): 103-110

AL3), #35} Fo] wofllA] Ta% QAR AR E A
T3 UTHTL. Butdel A A E sk 7193 A
2 wukd 71719 V1S ElA AN 25 sk I3 E

AEeaL o, of= StEE AlH| ek Hel el 7]
SFaL QITH8L Bt A gk Al~glolt Muj~E B
A2 Bt go] ARS-E I, ARS- HE] A AmAH]
9] 48 A48 29lotH9]. Seiders et al.[10] A]
H| 2~ o] B AJH] 2 ARSI Fdste] AR S o] &
sl &ML QIS AREY wEo] HAstEE A
S5 Agdelgta Aostadl

N
._L

.2 §3|4(Playfulness)

SNS #el AFellA {3732 SNSelA] Alg== A4
o] 54 F U= T EATHILL 2Hkd qF mlA1A
Het FHF[5]9] AFolA= JAHE 2Hpyd w2l
Pl I B3 ATt ~E = eI Am g9
27} AREAE =770 fgetthe Bes T A
Ao g5 oo A FS Wtk 3t
Atk fold 9[12]= SNS2| AH|A} Q140 sk
o] /] SNSE ©egh A5 WA g3te] old SNS
719ke] g Aul 2z & ARSEE gho] = 2B,
Ao, ABEIJIHME Auj2=z FEate] Aujs
ztolg HEdhe ATE WAt

1

f

H o2l

2.1.3 MEM(Informativeness)

412 o] & Ducoffel13]= #1319 7hx] Aol x
Hd (Informativeness)' el &l “An|aE0] A%
n) B AHE A AP gk s S5
DA AE A e FRE AL F= 2]
°J3tSitk. Smith & Swinyard[14]€] Aol 2JahH K.
dold AH|REO] AT} A2 Foll thsl Bt 5\-1*']

¢

[1]10 _L4

o

RC

o Y I ox

& HTH JAEA S & 5 =5 SNSOlA 83 A
BE Aedi gfdhs SAoltHIb] =, AuAgdS
710] Az A e AHA 5o JRE HaL 9l
= HAARR L g elet 4= ltHI6] ol A | thFe AR
S HoAl & ol &A= vkl = 288k Aol of
W, SNS9| t&Fek FHl2 5 Fsto] ARlel A dagh A



The Effect of Mobile App Contents Characteristics on the Continuous Use Intention: Focused on Using KakaoTalk

D}[18] WA B g3A[19]8 282l 7Haka- 7kl &
A7H(Intimacy)2 ‘TIZ® L7 ol2} F&E b, vizjg
711‘%‘471]"]‘49 el A B4 diido] FAH o= 714t

Al oA A= o] = A2 Aot vt
o} 7199 &

6‘]— /\E 0] 70

2 vl 910 288 B2 49
!

el ek ATolA LAV E F
% = 1d4dE FTH20]. AvA
[21]1_ i ‘IT‘ITE— iHL\vjoﬂ et AFelA = Aol A
FoApgo] Al AR Aol
o 3h X}*]er ?4&01 FrAFSEAY, vob HlSzgt AbEEol

= ot 3o

re

o e ¥ o wle Aed 9Ag, 288 7
Be Fa A4 A Skn Aesen

2.1.5 X|Zt= fEM(Perceived Usefulness)
A Z+E -84 o] Fishbein & Ajzen[22] F 33+
st % 8% 0] (Theory of Reasoned Action)& ZH-©
2 wA8k o, 1989l Davis[2317} 843k 7144
R 9 (Technology Acceptance Model: TAM)o|th. A
)

I

b, Aze AnslEe +edhs BdA B

ol gol A ol A4 kgt B 2, 1A Al
Wl Wl Aw ‘AzbgE Lo|A 7 ‘A E §-84
& ANglel o8 FEoEE AWelTi
Featherman & Pavlou[24] T &ze] Aol A= ]
H A8 “ARI|ES ol &dte Z“dol 284

£_H>1o_l}i-0-\:nﬂ‘_12io&0ko

WAL 0|8 ool A Gl 2P QTN
A2t 24 A2E 58400 2AH fo) DA}
lov] A7ty fE4L DAV %A ol o

2.2 X|&A22|=(Continuous Use Intension)
#4409 =& Bolton & Lemon[26]0l QA-tel] u}
2 AR[R7} o] &8k A Au) 2o tigt Hots

= sjo] S wleol AE H& A 20 o]f o
AR AR Aotk McDougal &
Levesque[27]9] AT-ollA A|&4] o]&-o)ed Anxprt
ThA] o] 83} Ale A% 183 FH e A}E%OHHI
H O AH|AE o] &BtE R A H frake A
2l Aosdt). Oliver[28]E A40]
FEoleol| aAREERo] AHH O R ¢
gto15}91 T}, Reichheld[29]=

Al
o = WNELE JIA T 4T

2JA Q) ,] E‘ril

iy
Oko
lo

o O.t.h
odt
© o m
=

rlr
=)

P !

47

k1
=2,

i)

2

>

4
Egé_lim_lﬁérlré

o o

L g o
ol

o

}11

o
f o e
oZ @ o
ér

[l —‘:LIJ o o
o
ol
it

rir
ofy
ko
o
fo H
bow
sk
o
N
o
o
2
)

3. SgtHiH

3.1 9724

2 AgE wape qf 2zl Ay, f34, A1
2, DA, A FE84 T e 550 AgAlE)
EolA JFAE Frishzel BHo] glon] o] &
AR ARATE gon T2A BAE BAE

Jge VA4 Faha A7
84 BN A0 9B nAE dhe] A7}
H f84e AhAon Faolud fold Je v

Industry Promotion Research | 105



A7 7171259 AIBS Sz

E
=

9]

Mo| XEABQzof| ojxl=
A, o187, A, 7Hdsl A4,

=3
=

N
o Felx

=

1l

2H
H

L

Homx

E
=

At A0 vehdrh Apastes wujel 34

Kl
<

41 XI=

o
)

djo

[}

el

o]

o

H

1 Au) =g} A

217

o [31], &H]=}

=3 T

ARt M

(RSN
Py

al

—~—
o

A+

o
=

E
=

A 74719

Mo

% AR o R ANHUTHI2L. F

ol

—_
o

oF

ato] 21152

S

A 2]

N

AR
el

—_

o}l
~
!

=

Ae] o)

€

%

BAZ 3 Aolo] B A

fe]

=

3 SPSS(ver

[¢

3l R(ver 4.2.1)

5

=4, A

=

Ao] 412, v

E

& e 7ol A} SNS AHEAe] jeld

REE

o
=

5]

}od PLS-SEM

&8

i

A& Re| PLSPME] 31714

o

oA

I
ha

A3

[

Al SNS #&H A &ALgo o oj

ofp

ERX)

/3L 49.8%, 14

50.2%%= e o™, AR 50A o]/ 31.8%, 407494

2>} 2,

v

RT%E, 217303] 265% wo= YERTE o

<

AHgel e

B
=

4 ol A

E

=

e} o §ate] A2l

~

o

bS

Ul

el
10°
)

wo|ala=lelralaln|s|alo|a] =
— X g Gl S|z |E|d|S| S|
T S BN =S| R =SS 2| =
H = |
A8 (5|8 |n|s|8|s|s 28|28 =
20| = | | W | o
AR EIEIE SR
S| |0 |Q|H|F|o| of
il I i Bl
oSlolo| X |m [P (R ||k &
* SIBFI8|s 2|83~
o TR do
— BO ]
-
o

xv

ol

106 I Industry Promotion Research 2023 Jan; 8(1): 103-110



The Effect of Mobile App Contents Characteristics on the Continuous Use Intention: Focused on Using KakaoTalk

4.3 ME|x: L EISHEEM

2 E %= Calpha Al grol 7 ol 53 45 &
Ao WA Mg Fre37] PLS RS
e wf A2 % DGrhodl kel 0.7 o4 7§ 41F]
7F FREdoia B8l oy <X 3>9] A=
] Calpha A9 2 .8 ©]4, DGrho 9 °)% 7]
FEshe AoE YER A AgEE drsth

Fa
el
<
rz
u
H
oY
ol

M= MVs C.alpha DG.rho
A 4 873 913
374 3 918 948
AEA 5 915 936
144 4 919 943

Azt 84 3 334 900
e 5 910 933

2 Wa=o] AAHZ 7)o ol sty o
Fte s, Atena AFteT(E) | 36 | 171 £ 85 WA o) JIWA gk wod A
Ahe®, Astema, Astevn | % | 123 BSR4 THA0l <& 4>91A of
o=, Ao m= o | 114 71249 AVE Al ZAHG<] gho] 7} ZAi S} o
s, btz stera), | o & W 2k A gk vl Al e AoE ey
7Bk ' y N
el RS SREes Slsc
ILQE, FF7LQT(HA)) 10 47
TIE, 7L T(EA]), 717EvM] 10 47 _
ol (B 4) TSEIL: 2 THEtEE -@ojznt
8 7.5, 717k ] 4 19
= TS, 7o m=, FIFFQT(EA), 4 19 EEE 1 2 3 4 5 6 AVE
€l FIe A, 717t~ ’
iy Agy | 81 %
= IS, T T(EA), 72~ 4 19
N5, e, Ao 3 | 14 FEA | 66 | 927 859
IPILE, Fte A, F1LAEHE 3 14 WA 458 597 864 47
L%, FH7te A sk 3 14 }
o Presdet Anx | 62 | 704 | 68 | 8% 806
NNLE, FA7reAEHE, A1Theun] 3 14 12
A1 Ll
FLRE, 78, 71kl 3 14 B I_gl 2 449 512 626 528 866 749
~ E<VN
ZIEHE 123D 2| 128 f;;]é 566 | 620 | 648 | 630 | 643 | 88 | 736

4.4 BREN

BoATE PR
Package® 7133l 2000 FEAEHHOE )
NEHS oA A2ATY Fods HEstnh 2

2849 43} < 5>9 2wl el

tjo
=
ofo
et
Mo
1%
tjo
g
z
=

o
>
4
L= dm o
o
1o
I
2
N
N
X
u
X
ox
O
o
of
o2
o
=
B
rlr

o} TR0 AgRA(t = 2403, p = 017), &
(t = 2301, p = .022), F843(t = 2021, p = .045) <=

o
=
3
2 A S VA E Ao ASHAL AT, %
A
o

(t = 1376, p = .170)2 71205 vheh} 2] &A1E-2]
of GFE MAA d= Ao Yeht

(& 5) Z2E2M A3
A= Ol Mo vhe pie w3
MECLE _ -
711 ages | 1B 162 2300 o2 A9
3 #3144 — el
7h2 Sages | 164 1 200 05 A9
ZAHA —
i Seages | 29 20 248 o7 A
MR o
7P Seges | 427 18 13 712
7t 84 — .
s | NL?%L"O]E 286 294 3562 @0 AY

<06, "p<01, Tp<.001

Industry Promotion Research | 107



Tt ¥ BHX S40| XSAIEe= njxl= Gkl BE AT FIPIREL ARBE FAeR

524 B References

Bodye 2ukd g 2dlx 548 Jbhe 2EHz
AHEAHE TACE ARG moke] BAE HATH [1] W43, 8], A3 (2019). B34 7|e8 g
Ao A5 o] lom sheA AAE Algstaat = o83 AT uAe] Fgof el #3 o
gtk Hr} FAA o R wukd §f Erlzxe] 548 Ay 7+, Culinary Science & Hospitality Research, 25(4),
73, e, AR, 1A, A4E FeAow st 146-155.
o] A)ZAlgo|wo| oj@A S m =% AR Q) [2] Wu, T. ], Zhao, R. I, and Tzeng, S. Y. (2015). An
o} whEb B s maled o Zelx EXo N A empirical research of consumer adoption behavior
Fold TEH HalA, A, ARA, A0A 22 on catering transformation to mobile O20. Journal
S84 ALArgo e WSS wEae] A A of Interdisciplinary Mathematics, 18(6), 769-783.
AR e 2= 9lgir). whlel ¢ Zelx EAdA A [3] A3 (2022). IT ¥ AZFAE 9138 ¢ ko] 3t
24, FE14, A, A2 f8Ae Aol e A AT, AASAEE, BAG e,
A(+)¢] QTS W= Ao ® VEhtt) ARiAe A [4] olAIE (2004). Zrtd mlTjoje} by Abs], 7Y
2 A2 5840 = 000, BRAE = 017, B ol
- 022, G540 - M5 0% Ao Zelx 584 [5] BHAF (2013). 2PFERE o]-§Ake] JIAHE w24 <Y

ol 74 2 4RL MAE Aow »}wv}

AEABIE GHE T B A0 e

o= AgAFEel Ao 2d

2§ 202 AL 494 2840 uM 7% s

)} gL Z= 294 ¢
Telel Bl fEHE THOE Huy, Pel,
#8998 AT HeAel AdAez 2 Ae

re

?Oﬂ A A

nii
O
U:
—_
°

i mo ¥° lo
n)
ju
[
!
jus)
=
°
2,
U
anj

=
Fﬁmgr&—p.—gqmr

108I Industry Promotion Research 2023 Jan; 8(1): 103-110

o] &-5719} &, AP, Tkl skl

[6] Figge, S. (2004). Situation-dependent services—a
challenge for mobile network operators. Journal of
Business Research, 57(12), 1416-1422.

[7] o1& (2021). BHbd gho] B A2 SA4do] Fulf<]
Tof mX]= el ek A AT, A
SRR LD

[8] Keen, P. G., and Mackintosh, R. (2001). The
freedom economy: Gaining the M-commerce edge
in the era of the wireless internet. McGraw-Hill
Professional.

[9] Zeithaml, V. A., Parasuraman, A., and Malhotra, A.
(2002). Service quality delivery through web sites:
a critical review of extant knowledge. Journal of
the Academy of Marketing Science, 30(4), 362-375.

[10] Seiders, K., Voss, G., and Godfrey, A. (2007).
SERVCON: Development and validation of a
multidimensional ~ service convenience  scale,
Journal of the Academy Marketing Science, 35(1),
144-156.

[11] Jung, S. M, and Kim, Y. H. (2015). A study on
the effects of SNS information characteristics and
SNS site characteristics on the intention to visit
a restaurant. The Korean Journal of Culinary
Research, 21(1), 159—173.



The Effect of Mobile App Contents Characteristics on the Continuous Use Intention: Focused on Using KakaoTalk

[12] o}, o] 2%, old3} (2018). A Q1~EF 1319

s &HApel w4zt
N2 A, F-84, T°r§1 e FHE, TR
8+3] %], 42(3), 379-3%.

[13] Ducoffe, R. H (1996). Advertising value and
advertising on the web, Journal of Advertising
Research, 36(5), 21-32.

[14] Smith, R. E, and Swinyard, W. R. (1932).
Information Response Models: An Integrated
Approach, Journal of Marketing, 46(1), 81-93.

[15] 29% (2019). SNS ZEl= AR Edo] HAZEHE
< ?L“H«L-Oﬂ W ‘% APAA A 2 A EE

2, HALeRe =, e st

[16] 254, ?JXJ@, U715 (2014). 438 cfE]AolA

o] o EFg Aol Mo Ee} AlF-ul ]

ol @t AT o] SRS AR

%E&oﬂ 12(11) 113-121.

o] e mef WX Gl AE A A2
A 121 7hst AEH P S TR, AALERe] i,
skl gkl

[18] Tolstedt, B. E., and Stokes, J. P. (1983). Relation
of verbal, affective, and physical intimacy to
marital ~ satisfaction.
Psychology, 30(4), 573.

[19] v, 3344 (2007). 28491 F7el A Q] 2] =
=, AE s el Hek A A ES
H, 51(6), 469-4%4.

[20] o]&&, oRIE, WAR1 o]&3k (2010). TAbe= 44
ur]ole} 7]99] HiaE ek A AIT 4, 10,

[21] A=7g (2020). HE] f-FE 98 TEAI2E o] &
57] cu X]—'—:rLl:‘—O]_,_ Ex — ZHH-/] oﬂ/\L,\]ﬂ.oﬂ

& 2dast g FEAde] 54l wE wizhd

TE FHoE, WAL=, Trrstal gkl

[22] Fishbein, M., and Ajzen, I. (1975). Belief, attitude,
intention and behavior: An Introduction to Theory
and Research. Reading, MA: Addison-Wesley.

[23] Davis, F. D. (1989). Perceived usefulness, perceived
ease of use and user acceptance of information
technology. MIS Quarterly, 13(3), 319-340.

Journal of Counseling

[24] Featherman, M., and Pavlou, P. (2003). Predicting
e-services adoption: A perceived risk facets
perspective, International Journal of Human
Computer Studies, 59(1), 451-474.

[25] BH < (2013). 718 R (TAM)S 283 SNS
5/30] AATER o] oo mAE JTF A
WALER9) =, 7S]t shal 3l

[26] Bolton, N., and Katherine, N. (1999). A dynamic
model of customers” usage of services: Usage as
an antecedent and consequence of satisfaction.

Journal of Marketing Research, 36(2), 171-186.

[27] McDougall G. H. G., and Levesque, T. (2000).
Customer Satisfaction with Services: Putting
Perceived Value Into the Equation, Journal of
Services Marketing, 14(5), 392-410.

[28] Oliver, R L (1990). A cognitive model of the
antecedents and consequences of satisfaction decisions,
Journal of Marketing Research, 17(4), 460-469.

[29] Reichheld, F. F., and Schefter, P. (2000).
E-loyalty: your secret weapon on the web.
Harvard Business Review, 78(4), 105-113.

[30] =m]x1 (2000). Eupd 5ol Au]jz 289w
m 2= @), whALERel e, AE s ekl

[31] Cooper, R. G. (1997). Examining some myths
about new product winners, In Katz, R., ed. The
Human Side of Managing Technological
Innovation, Oxford, 550-560.

[32] Wallis (1997). Financial Systems Inquiry Final
Report. Australian Government Publishing Service.

[33] ©AIE (2022). 571 AR ARATHE 2}
oo M AAAL B 4 1 THFEA AW
FE SHE, MBI, L%ﬂd"’” i3k,

[34] 3= (2014). Z=25(flow) Aol A Y
o]9] e Atgdo] A &A o]g-ol ko Ul '1% q3F

ﬁ
o X
2%
>
_ir
o
)
o 4
BN

‘9- y %‘ 1__\__?', 34(1), 9971?6
[36] HlAIAE (2013). 2872 AH| 29 AjF 2% o

Industry Promotion Research | 109



Dat o ZHIX SM0| XHZAZ=0 o|xl= F

2ol et AT IPIRRY AIEE SHSE

Falel et AT e-H|EZY AT, 14(2), 19-224,
[37] Nunnally, J. C, and Bernstein, I. H. (1994).
Psychometric theory, 3rd edition, New York:
McGraw-Hill.
[38] Bagozzi, R. P, and Yi, Y. (1988). On the evaluation
of structural equation models, Journal of the
Academy of Marketing Science, 16(1), 74-%4.

[39] +43, A4F (2014). RS o83 PLS 72444
2y 24 FEAL oA d7E H HolHE &

Ao 7 Information Systems Review, 16(3), 89-112.

[40] Gefen, D., and Straub, D. W. (2005). A practical
guide to factorial validity using PLS-Graph :
Tutorial and annotated example. Communications
of the AIS, 16(1), 91-109.

€ 4 Hl(Yun Sou Bin)

- 20221 EA) : ALICe Consulting
HR o) #2919
-2 129 ¢ SAThska tiskel
ARG Ay 8
20194 8% : SAeisi Arhet
A (AT A
gl 1 Q1B oA, 22
=, BHA, dold B4 5

+ E-Mail : trisha.yun@gmail.com

7 ¥ #(Kim Byung Jun)
<2022 EAl - SEEEE $
FIS 334 3
<2022 124 ¢ AE gigk
- ITAA 7Y} s 5
< - 20194 (89 : oFETISL A A
' ). gkl EH(HRFAIEE AAD
'Z - TAREOF ¢ 2UlQIs) Wi, whold]
o]E}, Metaverse, NAGREST 5
- E-Mail khjrotc47@naver.com

110 I Industry Promotion Research 2023 Jan; 8(1): 103-110

o] A &(Lee Chae Hyun)
<2022 @A Al AAHY UlE,

33 A

<2021 03€ ¢ A gighy
(393 D

- TR AfR|2 Ao, dHlofe] B4 5

+ E-Mail : savech7@gmail.com




