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Abstract The purpose of this study is to confirm the direct and indirect influence of the social presence of the
Metaverse on intention to use. At this time, in addition to the direct effect of social presence, we attempted to
examine the indirect effect on intention to use through perceived value. Perceived value was based on previous
research. Perceived Enjoyment and perceived usefulness were used as positive values, and anxiety or worry
perceived in the use of the Metaverse was defined as perceived risk and applied together. As a result of
conducting a survey targeting college students who are the main users of Metaverse, the social presence of
Metaverse had a direct positive effect on intention to use, and the mediating effects of perceived enjoyment and
perceived usefulness could be confirmed. However, perceived risk did not have a significant mediating effect.
Strategic implications were provided based on the results of this study, which showed that increasing the social
presence of the Metaverse can enhance the intention to use it by increasing the value of the platform.

Key words : Intention to Use the Metaverse, Social Presence, Perceived Enjoyment, Perceived Usefulness,
Perceived Risk
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