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ABSTRACT

Purpose: Non-Fungible Token (NFT) ART, based on NFT technology, represents a novel form of art that
has recently garnered significant attention in the art market. NFT technology enables the assertion of owner-
ship over digital data, introducing the concept of ownership into the digital realm. As digital data gains owner—
ship, NFT ART is anticipated to be positively viewed as an investment and expected to become more active
due to the characteristics of this new technology. Therefore, this study aims to verify the influence of NFT
ART characteristics on perceived value. This study contributes to extracting the distinctive characteristics
of NFT ART compared to other forms of art and to understanding the perceived value of NFT ART among
consumers with purchasing experience.

Methods: This study applied structural equation modeling to explore the relationships among the variables
using SPSS 26.0 and R program version 4.2.3. A total of 320 questionnaires were retrieved, all of which
were adopted as valid analytical samples without missing values.

Results: The findings indicate that the decentralization, transparency, and scarcity of NFT ART positively
influence the perceived usefulness and enjoyment among consumers, while security does not have a significant
impact. This suggests that higher levels of decentralization, transparency, and scarcity in NFT ART enhance
perceived usefulness and enjoyment for consumers, significantly influencing the perceived value. Furthermore,
it was confirmed that these characteristics are considered important values and perceptions from the consum-
er's perspective.

® Received 27 March 2024, accepted 28 March 2024

t Corresponding Author(jongpark7@ssu.ac.kr)

(© 2024, The Korean Society for Quality Management

This is an Open Access article distributed under the terms of the Creative Commons Attribution Non-Commercial License
(http://creativecommons.org/licenses/by-nc/3.0)  which permits unrestricted non-Commercial use, distribution, and
reproduction in any medium, provided the original work is properly cited.


mailto:jongpark7@ssu.ac.kr

256 J Korean Soc Qual Manag Vol. 52, No. 2: 255—274, June 2024

Conclusion: The research presents positive factors for the activating of purchases among consumers consider—
ing buying NFT ART. It emphasizes the necessity of benefits for all participants to activate the art market.
Additionally, the perceived value provides crucial insights for inducing active purchasing behavior in the NFT
ART market and serves as a foundational study for further research.
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NFT7} nl&Al el EYE WA BA)] vjeA 4 243 jsks dolshAl it ——ol NFT 2 NFT ART
ARE A tAE v 58S A, 5, &Y vaE ARALE s S veE A 2 7Hs s
A ATl tkJo, 2023). o]2f gk W3} ol A Tkt A} 73 T SPUEA] A2 NFT vad MMt 3skal
Atk NFT ART A& g2patel Fujtebs 7 F4] 7he] Ja2hgol| o8] A5, o5 27 A|Fe] 332
a9 SN FFA TS gt} o] gk Al A AR ] AES S 7HAE FEsaL, A

2BREZA OAE" 7Rkl NFT ARTE Fuffgte 24 oS o] 438k Aolt) o] AAoA 714 &
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Ao 7 3}stal Adsh= AHAIS dA43t(Jeong et al., 2022).
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7S AYY b BE23 agd 5 gls 545 7P AL ItkKim, 2019). 719 43

g7 g 449 NFTE 28 7HXE 7FAH, B4 Aite] AfEe Fo8lal $H8la Beste FHo= 1
Y 284 AFAREAM e daSs #=33ti(Jo, 2023; Jeong et al., 2022). T3 NFT+ E24¢1 7|8k 7)<%9 EA

H=

S F43to] - HXE ofHA 3, AY WGS 4A 3T 5= Tk o] UXE ARk Aol

o2 o)l Y95 E 7155 th(Song, 2023). o]EdF @l Eaf ordAl |
A5 2ol H]8) ol th(Roh, 2022; Shin, 2022).

AT NI A9 B A28 7Y A8 YR A, AR 240, 248, A9
T4 52 Suste] /10F Folx glov] thekd okl Aol B k4ol /1=l SitkUeong et al. 2022>

NFT ART+ NFT(Non-Fungible Token) 7|3} oo Ago =z o] 7|&S &8s x|y ZEo] ¢z §
A 5o wAE skl 7IE A EAR I dAE Hol 724 FAIS whaolliH AJRE A él’ﬂ% &
Asto 24 7heA I 71818 &SI njeA ] WlE doya E}(Song, 2023). kA tAY ART= HA)
7} 471 wiEell Ak 7R R AAN] ofH AKX, NFTE §3l 7 AFA U350 7FsalA tAE ART A7}
© Wl tAE ART A% T/}Xéoﬂ NFT A= o] F7eo] @Ag
Ijr °] Fg el A "ﬂA Z“/] At o] 5 EFARI 7Fsh, AES "AY o|vA] 3 FEjR A4t AL,
of gtde] gk Afrdl SA= NFTE ddnt £5A¢ 7es &8st ZHE2 tAE ART A#e 744,
HOF B AlE 55 BAST NFT A4, v, ded o2+ B Al E5A%0 7155 o] AfaAd SH
ek FrAlola B 7I5E AlEsh olefdt FEA I F AL tAE ART Al tigh AEds Folal, &
£l I im(2022)2 V)& Al BRl= o] x|o} ] ofmof 3k
sk 71d) 7HA S BAEkGIT o] ?ijr% 17 FroAztEe] FaAlshs 7|9} o] gk 7kA| 7L o
HE "J*—?i} T Aol FIFE M A=A E BATFORM, v AN ARAHEY] dlES olsshe ] 7]t
Q0TS Fotatal, ARSI A Al QA diake] EAEkG AL
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9 dlgimel gt 7kl s, deedd, el A9l 9

Q
o
i)
o

%‘ ’
o] 2of] oA FgS n|X=AE HAHEith
A8 Jeong & Kin(2022)8 NFT) H5 SAS(ILA, S04, 344, 454 244, 7120 4
#(CreaTumer)d] ¢1%] 7} & &

AT, AzAAde 94, 544 v, e A9l g Aelelol R

4,

Yagia, o)l SYEe] Aol FrIel NFT ol§ olwe] o7 93& WALAE AR o=, NFT A%
o oA WAREANA FAF AAAE AZAAT ole) e ATEE v At NFT UL ofF] v ot
Zue galshe, 9 Robel S olslE AshIYIE W $a@ 4L s ek

2.2 =9 (Decentralized)

BE=A09) 7H F8% 7|eH & 2 T 5
A A 59, T 5o 25S T8 st HdtHKim, 2019). £, G Y ARE V15T A
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2.5 3|44 (Scarcity)

¥4 4 s

o U AAE FAske dl T TS dt iAol AR T e AF THAE Eole Aol
Aeld 4= 9low], NFT ART®] 7H4 & sdkals 71 2 a4 s4/doltLynn, 1991). 84442 B4 &9
Hjgto] &5 bo] A Ao A et B3 FHR 29 S e 3wl FHoR Qlete] 54 A
o that 7187} AletE = A$-E Wtk Brock, 1968; Verhallen & Robbin, 1994). NFT& 5% ]?_Oﬂ AAE
OolE & E3l "AY ALt R3S 1Sk, tAE s ZsFoluh AlS) ofol|l Fo] tAE ArtoRM o 54
e M F AeE BTt

(ICD9 W= sl 543 MEL 7] B Au[2=e] =8 oA AREAP7} Q12 8=
7} 7Rk R EA(VAM)S 7|Hke 2 alo] NFT(Non-Fungible Token) 71«3 #&%
¥ F5S AX A B84} 13 o] B2 Kim, Chan, & Gupta(2007)9] ]3] 7= om ARgALE

re

2

iy

Ir

o

14

N O}m
>

N

A



Jeong et al: Investigating the Influence of NFT ART Characteristics on Consumer Perceived Value: Insights from Purchasing Experience 259

_1:]:__
gAY AU o) o] 47} 3

7} 49l
%7k} Kim et al.(2007) 5& A 2& 7]&olu AH) 2 5 e &8 T
Ao agste] MY tgiite] 7HXE whdal Aol FEEIITE NFT ART7F 7P o 2 4] ik AFglo) A,
NFT ARTe| 77|98 R 9-S A 8abe 2 o] #obe] 545 13 wf v ofv] ol o] 2 4 3o
NFT ART= HAE AfdE st st o 24559 55839 sad S B5she Al2e 714 548 7
I glek o3 545& NFT ART®] 7HA1E F4dohs 88 84R 2869, VAMS §3 o5 77k 2n4
of & Hixel ojw gk A AR ko] A7 7R el gk A7) A uA o
|

3 247} QAekE e 9% WAE @

4
P‘L
£l
by
Q‘L
e
o

S WHOR FAAG A B A2 7188 AFsa 9ok, oled Wstel B
94 AT ok FReA 4T & ATE AR NFTE Al 8 ol f sk £uA7k NFTE Bl 9148}

% Avuag gk A4 4%, NFTE 53 474 AdZ o 5 5008 35T 5 gov], 2342 /1%
& B3l B} 219 Aol 3 T Aple) 257 0
PPsatl SR g Bl 718 Sol ZIHEh W, vlaje] 3ol

= AN
2o B BA A AR A AEA ANE £ 5 dor TN £g) o $EoR F3A B
3]
|

)

o3
i3
o
N
0,
o
1
ol
=
fru
Ho
ot
u)
lo
v
DY
i)
2
)y
tlo

ok A4 8 S5 A4E dgor Ba gl ofed A2 S algjsto], NFT 7]=9 48 2 A9 34
o] 7K 143} 7l Aol tig 22 ol S mRstaal vk 3 dglX s TP RE S 288
NFT 719 e spgolA vehvs et 2905 A8k, NFT ART A1<] 53 3 2n)# 52 Wals o
sfsh=tl 7]ofetaat ok ol gk £42 NFT 7] 2 WaF 9 AP def 9o Slo] T3 AAES Als

& Aolth

2.7 AZ+= 8§84 (Perceived Usefulness)

7EmE ARk Aol Yol Al drht folakar 7Ex7E 9ls ARIAlel] tidk A g A
S AREEY e Ths /o] sgolithLee & Kim, 2022). A12He -8/ AH&A
Aegrown A A ow 7|tfeks 719} ggol] gk AREAFe] 1AE UEhlH, AFEE v =7
o ou]FhT(Lee & Kim, 2022). A 02 A28 7]%0] Holo) A f-ajtii x|7kat AL 1

A& AHEsAY Fulatarst et o w7t e xivt 7l A Aol A2 71we] F8&A40] o] &0k s
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84 AR 7B gEd AgelME AE E7we] AVleE FEokd mAle FFE FHESIY
(Al-Ammary et al., 2014; Alenezi et al., 2010; Oyman et al., 2022; Xu et al., 2021; Lee & Kim, 2022). Davis
et al.(1989) ¢ AA7ellM % A% Arl= 7] 8o BEAQ 7 84RA 7]e 8o T8F FEFS 1|
A& d5aAHLee et al., 2019; Davis et al., 1989).

AHgARE FE s Astsl gugle] Zlge]l BAR o2 ZHthn A4 ) o AF AR S gl Qo
nl o] 7] AEAQ AM-S FH8ke T8 JTS drk(eon, Kim, & Kim, 2018; Kim et al., 2007). Z2&4]

=
O ZALE Frhskh A4 AT WA V140 83 A% AES FAsHE 6 Qo) BEHolet & 5 ek

2.9 A= 7}x](Perceived Value)

Davis et al.(1989)3} Zeithaml(1988)°] 4] & A2l 713 7hQle] 5% 710t AFS A e o) 7)ojs) =
s9ls) 8ol vld e Bohz, ALSA} UG i) sEe] tje A4S |HEeR 7% Felahs AurEQl 7h
A2 Wk @}, Davis et al. (1989)€ 714 8 HA(TAMSIA A28 7439 814 A4aclow A28 4443
Akl A Sold e APk A2 F84S 17140 ALgo] 54 Aglolt BE Dol ofm HEE AT
Ao s AR, A2 ALE SIS 1% 8T o] Auh 418 Ro® AAHEAS Yehir

Zeithaml(1988)2 x| AF g9 FFloll M A2k 744
aRE A7) Sl FAR 8 A Abole] Mlals Fa A|2be pA7E FAE T FFSISih o] A= =
H1E, AIRE, =8 o] £ 5 Stk
Az 7HA = Zloly AlEe] e} dee wejt o] ik ARgAte] FA]l FUER ofsfd 4 vk
ol AREA] Bk, 9, ]l FEel AHAR] e VAW, 71E FE3 LAk AL A AN T
Ql A& FoHKim, 2018). o] WA o2 ofst= A 7HAI= Ve At 2nAF gl hd =g Az
T o8 Fel Ve & vk AL 2 S O Al olsfsta, o] nigeE A= dEf
Tt Eol g Aolth ofd A Ve g vAI" Al gloj Fad TEE AT, ols T

3 Ao et 7= Fdo d A2 odE Feth

3.1 9423

Bt Al oAl NFT ARTS] E4 99191 9504, 1oty FmA, 8laro] ofw@s] 4n|xte] 27}
9 el f847 EAe0 AT vXEA, 21 old AzE 843 E780] v A zhe 7kxe] ofu]
g QS N =AE Bt gl APATE vpgo 7 77| E R E(VAM)S A
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2w, e A W] A2be F-84% w0l A7k 7Hlel S A @S v Ao o dHn ol
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, & AT+ Figure 19 A E AFEHE A3l
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Non-Fungible Token(NFT)

(—  ART Characteristics Perceived Benefit

\ Perceived
Usefulness

Figure 1. Research Model

Decentralized

Perceived Value

Transparency

3.2 77K A3

3.2.1 NFT ARTS] 54 a¢la} Az sjeize] 27

A 7HA] A3} el ool frol gk FFe vAlE vgg a9leo] AT Kim(2018)9] Aol M= 34

g aglo] AT 7I5A 7HA, A 7HA, 8 A 71 B ) okl e 9 PlAE Ao s glE
3 Kwon & Choi(2021), Zhang et al.(2018), Choi(2016) 52| Aol wh=d & iAlo] x|2tg 7Fx] 9 Fuff 9]
Tof] FAAQ S v A= Aoz WA ¢, Lee et al.(2021)2F Choi(2020)9] Aol A= A& o] A2t
H S5 AHCE Foud G3s A= slow FAHAY. Kim(2020)8] ATeAs a3t Betd
o] AZtel &l e gk @GS PIA|IL, Seo(2013)9] ArolM = Heto] AlF¢F HEo] 7 a6k e
B3 gl Waroln Wekdo] A Zbe f-8&Ad frofn|e ks vAE AR W xlthKwak, 2020). E5AI<1 7]
=9 F8 S RE B Aol FE AuEH, o] fld YA, 7HA, B84, BAK Fol EFAQ
o] v W2 Agsiths Zlo] Kwak(2018)¢] A5 F3l et olefd P53 vigor, & A7A
= NFT ART®] 574 a41o] #ztd el #8433 A5 nA= d3ds Bt aigl o, ol we} 7H4d
& A3t

H1. NFT ARTS] B4 8202 XZH F-8A4 AH(+)9] g3 va Aol

HI-1 2394L A4 84 A(+)9 d&FS md Aol
H1-2 Hebde A7k #8840 A(+)e] dd= mA Flejth
H1-3 Fr84e A2k -840 B(+)e] d&= mA slejth
H1-4 3448 A7k -840 A(+)e] d&= mA Flejth

H2-1 95Y8& 7%l A(+)9 93 A Aol
H2-2 HeMde EA% A(+)9] Fa&S nA 3ol
H2-3 7842 A% A(+)9] Fa&S nA 3ol
H2-4 3|28 EA%0] B(+)e] 93 mA Aol
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3.2.2 A28 SEst AZE 7 719 B

2245 3 ¥ (Perceived Benefit)& ZH|A7F AlFojup Au])2~90] 2548 1A stal Hrlshs B o Z AFo|t
A 2z2ell digk &ujAke] Ji1ARl BlER d4E 4 th(Zeithaml, 1988; Jeon, 2021). Kim(2016)2 10T 714k
2utE F A 2o] Aol A A7k 7ER| 9] A WA o] A7k F8A T EA 0] AZE A S A

oS V1A A4S WA Hwang(2022)& OTT A8l o]§ ool w1t Qo)A Z7A%0] A2l 7o)
SAL G T U RIS, S L et OIS AR Tl o1 ool A el

$3f0] VR tlvlol s olg owo] e Fi 20159 S AFHow BYsgon] 4

ZHel E71%0] X] Hel 7k} o] & o) moll Fofm g JFs vZIths A &8kt Lee & Yoon(2023)2 714
7|k R E(VAM)F 7|t 24 ZHECM)S 483 22481 of Aol gk Aol A #2448 e] ak9] 2.91¢]
A7t 8743 270l ZIZ%EJ 7HAol QS WA, AL AR oo 7HE & SFE MR AS A
At olEg A ATEs vEeR, & ATdAe v e 7HES AAsklt

H3. AZtd 842 A FAlell A(+)e] d32 w1 Aol

H4. A58 A2k 710l B(+)9] 932 v Aotk

3.3 W4 22kg A

C RS A7k 84,

=Aws AdEsislen, 5 o] WMFEL Likert 74 =g AHE3lo] 34
silth 2 A e 2244 Aot 54 £ ths Table 1o yé} Stk
Table 1. Operational Definitions and Measurement Items of Construct Concepts
Variable Operational Definitions Measurement Items References
The degree to which - The extenF to whlch the o.pe.raUOI.l of .a peer—to—.peer .
L system without intermediaries aids in purchasing Buterin(2017),
individuals or . ..
. - The extent to which the method of participants Crosby et al.
corporations can engage . o . :
L i directly verifying and approving data helps in (2016)
in direct transactions .
without the need for a purchasing Nofer et al.
Decentralized . - The extent to which it provides equal opportunities (2017)
third party or
intermediary, aiming for to both creators and buyers Kang et al.
’ . - The extent to which it is conveniently accessible to (2022),
an autonomous trading
system that overcomes everyone. Cho & Jeon
Y .. - The extent to which active interaction between (2020)
data monopolization. . . . ..
creators and appreciators contributes to its activation
- The Extent of Perceived Safety from Hacking
The Degree of Trust in - The Degree of Belief in Protection from Information Joo & Han
the Security of NFT Art  Leakage (2021),
Securit Transactions Against + The Degree of Belief in the Security from Data Shin(2010),
Y External Intrusions and | Falsification and Manipulation Kim(2022), Park
Absence of Data - The Extent of Belief in the Protection of Privacy et al.
Manipulation - The Degree of Confidence in the Safety of All (2018)
Information Managed During Transactions
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Variable Operational Definitions Measurement Items References
- The Extent of Belief in the Transaction Process Being
Based on Trustworthiness
- The Degree of Perception of Transparent Information.  Golosova &
The Degree of Belief in.  Provision Romanovs
Transparenc the Transparency of All - The Level of Belief in the Provision of Accurate (2018),
p Y Information Related to  Information Joo & Han
NET Art Transactions - The Degree of Belief in the Ease of Information (2021),
Verification Kim(2022)
- The Extent of Belief in the Public Accessibility of
Information
L Kim(2018),
Thet}?e egLrifneit;)tfiielé?f " . The Extent of Belief in the Limitation of Sales Volume Wang et al.
Purchase Opportunities The Degree of Perception of Being the Sole Owner (2018),
Scarcity due to DSpu | - The Extent of Belief in the Limited Substitutability Lee & Lee
. PPLY - The Degree of Expectation of Continuous Increase in (2022),
Constraints or Increased
Purchase Value Zhang et al.
Demand for NFT Art
(2018)
- The Extent of Perception of Frequent Interaction
Opportunities .
- The Degree of Belief in the Efficiency of Time Pavis et al.
(1989)
The Degree of Invested Abevratne of al
Perceived  Anticipated Perception - The Extent of Belief in the Enhancement of Quality Y '
. (2016),
Usefulness of the Usefulness of of Life Kane et al
NET Art to Myself - The Degree of Perception of Improved Purchase (2%22) ’
Activities due to Ease of Information Searching Shin(20271)
- The Degree of Belief in the Acquisition of Useful
Information
The Degree to which - The Degree of Experlenc1ng Visual Appeal Kang et al.
. - The Social Interaction between Creators and Buyers
. Consumers Experience . . (2022),
Enjoyment - The Extent of Pleasure Derived from Storytelling
Interest and Novelty . . .. Kwon & Son
throueh NFT Art - The Degree of Stimulating Curiosity (2021)
& - The Extent of Perception as a New Experience
- The Degree of Belief in Future Investment Value = Li et al.(2019),
- The Extent of Perception that Ownership is Clearly , Zeithaml(1988),
Presented to the Buyer Zhang et al.
he D {E o
. The egree o Xpe§t§ d. The Degree of Belief in the Reasonableness of Usage (2018),
Perceived | Perception of the Utility .
Value of NFT Art to the and Purchase from a Cost Perspective Kang et al.
Individual - The Extent of Perception that Usage and Purchase (2022),
are Economically Beneficial Kwon & Son
- The Degree of Belief in Obtaining Value Beyond the (2021),
Purchase Cost Shin(2021)
29
4. }:'E]'. o 1 é-}
4.1 RS P B
B ATE 2ol AES APAT /e A AT/ 3 AP ATPRS BEh] NFT



264 J Korean Soc Qual Manag Vol. 52, No. 2: 255—274, June 2024

ART S7d0] A1zt 7K el viA= 9&4& ATshe Ae F3ER silvh Hlold £42 SPSS 26.0, R 213
< 7A5E 202313 12€9 29714 NFT ARTS] v

o= = 2041 o) ARl HUE i oR ARzAE AAlEith AddTE nhge
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olH&= 7 ZE % SPSS 26.0, R T2 1

4.2 JAFEAZE 4

2 AT AR gAE ATEAH & i} 5
F 320%-9] A&l 3FHoH, o] FoA AZA| glo] B fFad A REOE AU FHARE B 20
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1629 (50.6%) 0.2 714 Wt $1% 12 EAS Table 29 7t

Table 2. Characteristics of the Sample

Classification Item Number of Participants Ratio(%)
Male 181 56.6
Gender
Female 139 43.4
1 to 2 times or fewer 48 15.0
Fr'equency of 2 to 10 times or fewer 109 34.1
Virtual Asset i
Usage 10 to 20 times or fewer 59 18.4
More than 20 times 104 32.5
1 to 2 times or fewer 94 29.4
Frequency of 2 to 10 times or fewer 162 50.6
NFT Art )
Purchases 10 to 20 times or fewer 48 15.0
More than 20 times 16 5.0
Total 320 100.0

4.3 TP 5y BY

PLS(Partial Least Squares) 72944 282 7|& FEA7Hke] 244 28 (Component-Based SEM)
7 EA 2919 7uk T Ryo R A or gEo I MAEX ta STFAENe d dAska
o

A AT Feoll A B AFRYE S EAE o) {23 Bo R dejA] JrhChin, 1998). ¥ AellA] 2
A2 2y B2 R 2O 4.2.3 g F&ato] EAsT

4.3.1 A= 9 B HE

2 AFME S T3] IS #dsh] flste] SPSS 26.08 &-83t4 et} Al HS
tHTable 3).
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Table 3. Validity and Reliability Verification Results

Variable Factor Commonal Crt‘)n
1 2 3 4 5 6 7 8 ity bach's a

Security 3 841 099 1561 .082  .158 .145 .166 .161 .846
Security 2 827 105 142 131 154 048 188 141 .814

Security 1 826 142 173 166 .146 129 .104  .120 .819 .939
Security 5 779 130 135 241 141 134 163 157 790
Security 4 756 222 196 148 115 104 116 .224 769
Perceived Value 4 156 717 187 202 206 141 200 213 761
Perceived Value 3 144 686 209 227 248 117 118 199 716

Perceived Value 5 A87 643 117 384 124 187 218 131 725 .891
Perceived Value 1 11 643 242 324 110 249 186  .019 .699
Perceived Value 2 318 629 189 104 120 .322 188 104 708
Decentralized 4 094 052 .693 .18  .246 .145 .035 .235 .664
Decentralized 2 143 216 692 115 249 154 104 .076 .662

Decentralized 1 296 1561 .649 208 157 .168 .090  .097 .645 .852
Decentralized 3 223 238 645 138 112 167 133 .113 .613
Decentralized 5 A72 177 615 268 116 245 193  .184 .650

Perceived Usefulness 1 .171 .193 .300 .115 7150238 095 .079 753
Perceived Usefulness 2 .243 .156 .225  .110 713201 118 198 748
Perceived Usefulness 4 .170 .149 .229 241 692 174 161 276 773 .904
Perceived Usefulness 5 .173 .161 .161 .244 669 .318 .183 .190 759
Perceived Usefulness 3 .198 215 .138 .379 576 .131 .248 244 718

Enjoyment 6 171 168 171 239 215 748 .092  .099 765
Enjoyment 7 .081 .168 275 144 217 694 138 .137 .695
Enjoyment 3 .083 .23, .210 .178 216 .600 .112  .319 .659 .878
Enjoyment 5 185 262 238 162  .167 .B96  .202  .296 .689
Enjoyment 4 206 .203 .091 225 240 516 .242 316 .625
Scarcity 3 119 135 .056  .015  .141 .150 .811 .098 746
Scarcity 2 230 213 .048 076 .074 016 778 .164 744 844
Scarcity 1 146 110 153 .043  .073 .107 777 .079 .685
Scarcity 4 136 110 155 292 211 .205 .648 .141 .667
Transparency 5 278 076 141 188 228 233 137 683 729
Transparency 4 188 136 240 214 269 299 169  .620 731
Transparency 2 363 279 220 117 227 172 241 617 791 913
Transparency 3 347 215 226 189 2160 .293 190 .590 771
Transparency 1 402 302 236 .166  .191 .185 .258  .504 726
Eigenvalue 48.38 6.019 4.762 3.999 3.079 2.783 2.202 2.121
Variance Explained(%)  48.38 54é39 59(')16 63.160 66é23 69i02 71:'322 73434
KMO .963

Significance Level .000
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Table 4. Validity Evaluation

1 2 3 4 5 6 7 AVE

Decentralized 0.749 0.561
Security 0.576 0.896 0.803
Transparency 0.715 0.736 0.828 0.685
Scarcity 0.581 0.576 0.669 0.759 0.576
Perceived Usefulness 0.698 0.591 0.797 0.661 0.798 0.637
Enjoyment 0.686 0.556 0.790 0.632 0.708 0.800 0.641
Perceived Value 0.716 0.606 0.745 0.669 0.786 0.780 0.812 0.660
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NFT ARTS] &4 2213} A Zte 8447k IAE #4138 49, AR Fake 115. 07001111 p-value %k—
0.0002.2 L}E} E} o] mdlo RXﬂ?} e

=}
o
©
o~
QHU
5
=
3
1o

lut
o
ko
rO
iy}
©
N
)
o
o

o

o,
lo,
1
©
~
m\°?

i

i

of

_?l_,

"é(t=7.648, p = 0.000), 28] Ai*é(t 2.359, p = 0.019)
Ehth 18y oM (t=0.712, p = 0477)L EAHo R
H1-3, H1-4& AgEa, 74 H1-25 714531y, 242 3= Table 59 Zt}.

:[o flo
(S

=
S
o2
Or
o
M .
)
N
i
z



Jeong et al: Investigating the Influence of NFT ART Characteristics on Consumer Perceived Value: Insights from Purchasing Experience 267

Table 5. Results of the Verification of the Relationship between NFT ART Characteristics and Perceived

Usefulness
Dependent Independent Standard s ¢ Toler
Variable Variable Error p olerance
Constant 0.228 2.205 0.028
Decentralized 0.055 0.307 6.326 0.000™ 0.549
Security 0.039 0.036 0.712 0.477 0.515
Perceived
Usefulness Transparency 0.056 0.442 7.643 0.000™" 0.385
Scarcity 0.039 0.103 2.359 0.019 0.672

R=0.771, R-Squared=0.594, Adjusted R-Squared=0.589,
F=115.070, p=0.000, Durbin—-Watson=2.077

'p<0.05, “p<0.01, *p<0.001

4.4.2 NFT ARTS] B4 a9lut A& 7te] 4

NFT ART®] 54 2913 7% 9] #A1E £4 % 23, 371239 Fghe 118.471¢]7 p-value 42 0.000
o2 HEpR. ol Qo] £799) 60.1%5 A eHS molF).
Durbin-Watson #- 1.9942, XFZ}E 7F«] S gRlepsinh 253 (t=6.254, p = 0.000), F8-9(t=9.129,
p = 0.000), 18] 344 (t=2.458, p = 0.015)> EA% Fove d&F& A= A= Yetsrh :lEWr B3k
B(t=-1.337, p = 0.182) AR Folua G mAA &keh, webs 7pd H2-1, H2-3, H2-4% el
AL, 7Hd H2-2%= 71745k &4 Aak= Table 63 2t}

Table 6. Results of the Verification of the Relationship between NFT ART Characteristics and Perceived

Enjoyment
Depe.ndent Indepgndent Standard s ; . Tolerance
Variable Variable Error
Constant 0.203 6.088 0.000
Decentralized 0.049 0.301 6.254 0.000™ 0.549
Security 0.035 -0.066 -1.337 0.182 0.515
Enjoyment Transparency 0.050 0.524 9.129 0.000"* 0.385
Scarcity 0.035 0.107 2.458 0.015° 0.672

R=0.775, R-Squared=0.601, Adjusted R-Squared=0.596,
F=118.471, p=0.000, Durbin-Watson=1.994

p<0.05, "p<0.01, *p<0.001
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4.4.3 A28 98497 X249 71#] 7R I

A2+ F-8433 X2 71 7o) BAE EAE A A EE Y FEES 163.4439]9 p-valuedke 0.0002.%
vepgth o] mde] RAl #2 0.508%, At 840l AztE 7hA] 50.8%E AWES HolFErh
Durbin-Watson #2 1.9942, Zbaks 7He] =9AS SRl A Zbe 842 A zte 7kxel tisl t=5.777,
p= 0.0009] 43S v X A2 e o5 F3ll, AZhd f84d0] A|Zte 7hAdl FA A Jaks nE Ao

= 7Hd H3= A9 4 2= Table 73 2t

=

Table 7. Results of the Verification of the Relationship between Perceived Usefulness and Perceived Value

Dependent Indepgndent Standard Error B t p Tolerance
Value Variable
Constant 0.229 4.645 0.000
Perceived 0.053 0.321 5777 0.000" 0.503
Perceived Value Usefulness ’ ’ ’ ’ ’

R=0.713, R-Squared=0.508, Adjusted R-Squared=0.505,
F=163.443, p=0.000, Durbin—Watson=1.977

"p<0.05, "p<0.01, ™p<0.001

4.4.4 EAT A2 7] 2] A

ZARI A7k 7HA] k] S B4R A3 RS Pk 163.443¢1H, p-value #2 0.0002.2 vHeR:
th o] BElo] RAIF & 0.508%, E71e] A7 7HH9] 50.8%5 WS RolEth. Durbin-Watson #t=
L9772, A5 2k 5384E st A A7 7H] el sl t=8.072, p= 0.0009] G A= 3o
2 Uttt ol & Fall, S0l Azt 7HAe 39 93 vA Aol 7Hd Haw AeE gl #4 Aot

2 QoK Figure 2, Table 83 Zt},
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Figure 2. Results of the Verification
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Table 8. Results of the Verification of the Relationship between Perceived Enjoyment and Perceived Value

Dependent

. Independent Variable Standard Error B t D Tolerance
Variable
Constant 0.229 4.645 0.000
Perceived Enjoyment 0.059 0.449 8.072 0.000™" 0.503
Value

R=0.713, R-Squared=0.508, Adjusted R-Squared=0.505,
F=163.443, p=0.000, Durbin-Watson=1.977

"p<0.05, “p<0.01, *p<0.001

5.2 &
% 992 NFT ARTY| aL#§ SA4o] LA} Q1A sk g9 oz Qe A zhe 7hA| ol om g FakS 73] =A]
AR 8 o]E 18], NFT ARTY 47F4] 1#f3 5SS F4o2 7H7|H8 29 (Value-based
Adoption Model, VAM)& 2-8-33lt}. o] Rel& AREAP7} Q1Al8k= 7hAJol] thgh A 2he o]ojo] Fa gk 93-S gt

U= A BojFel) 7}”1}"}Q ARk o] 8AbE 3 NFT ARTE g 7 % 2
ggo 2 Ai-FARE A8, SPSS 26.08 R 2213 4.2.3 A S ¢
AT Aok H %
8912 P2P 7INke] 9, 4
w3+

AFE B3 NFT ARTS] B4 8908 E&36ith. E28 898 = 47H4 78 &4
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EAR BF A(+)e] 9FS A= Aoz YERgth g RS S WA = o R e o4
< NFT ART o]&2}9] A7t 38 (Benefit)> B34, T84, 3laido] wold4s A2td §-843% 4 &4
28 = 21X FA Frl= AL AAFETE NFT ARTS Fullals AH|AHES Table 2004 TR EXo)A] A A&
up 7R3 @3 NFT o4 d =7 2~103]91 o] 452 NFT v gHE Aitoe =z Fxsta Azt 7Hsg
B QF 7]&e] Hold TYES AesA okt ol g she Fulalel 2 sk E3 NFT ART Aol A 9]
HMY 1A 1 Fede] tigk A7 Hashs AlAbett

=4, A48

se)(Benefih 4718 7Hske] B AZhe 843 2ALE A2 AR Aol )9l
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= ZAST A8 f840l AR A I 9 v i

Jeon(2020), Kim & N m(2019) Kim & Lee(2018) 52 Aol %

op
oX

 A194= NFT ARTS ?LUHEH
A FHFE FI FAH R oZlo] A4E THA = A TS Ulilk—ﬂ *‘J%EOEW %}ﬂx} % A, =2
EFA frejol g, 7ol &dske e g, M9



270 J Korean Soc Qual Manag Vol. 52, No. 2: 255-274, June 2024

38 (Benefit)th& tHF-2lom, ojoh dd e AL BlEo thefjr= arejshx] Fdrhs Al o & Ar=
NFT ARTZH= HAE Ak Aol Wk olaf & Astal7]ar, YAd ART Z:Hjol glojA] ZxH]At 71A] Q14 o
ANz A4S AleFozA, 24 AARE Al st 3t 53], Heliol Az #8439 E7180 VA=
FFol FometA Fth= A3z NFT ART AlelA 2ok o] 14t 1 F8d0 s A7t 2.

g}, o]i= NFT ARTell tidh A1zt 7HA17F e, 2L A2 7RA7F ) o, 7l ol fojm) 3t 93

o
FA & T AFS AAFETE AR NFTO thgh W& ofafizel 13l tigh gt WIzhA Sol A2t
ZEAeF Fuj el e, s Zto e 2 ¢ Qo nE 5 Ao o3 AES WHEs] HEY ot A&
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R4 QA sk AGska) vy Asgoln, Fa A U ¥l Hok= OM, SCM, TQM, CRM, HRD,
EA749, NFT ART, 2249, 7M1, slEp2 Sold.

AL AR SAUIA o]8 vaekelE ASalglen, @) Sadsk dwdls T4 ARGsel A4 Fol
W o g ok dole ¥4, Al 7% Solth

A AU AN G AR ASshgon, @A, SUTSL FYHY A, Baotoly)
YRAATL ATY W Aeolel A WFOT AA Foltk Fa AT ¥4 ok Al 714, M, Heole]
B4, QbQIA W ITY)e AR Sl

Adisha AGetn R A4 Folth F8 WaEoks OM, SOM, TQM, LSCM SolH.
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