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PURPOSE This study aims to provide empirical foundational data for the
development of a new profit model in Korean professional baseball. It does so
by examining the influence of professional baseball NFT product attributes on
customer perceptions of value, satisfaction, and purchase intention. METHODS
Data were collected from consumers who have experience purchasing KBOLLECT.
A total of 363 samples were collected for analysis. Surveys were utilized for data
collection, encompassing 39 items that measured product characteristics, perceived
value, satisfaction, purchase intention, and demographic information.

Using the collected data, various statistical analyses were conducted including
descriptive statistics, exploratory factor analysis, reliability analysis, correlation
analysis and multiple regression using SPSS version 21. The ensuing results from the
correlation analysis and multiple regression analysis are as follows. RESULTS Product
features, including aesthetics, symbolism, and scarcity, had a positive impact on
consumer’s perceived emotional value. Moreover, product features, encompassing
aesthetics, symbolism, scarcity, and creativity played a significant role in enhancing
consumer’s perceived economic value. Furthermore, product attributes such as
aesthetics, symbolism, and creativity positively contributed to consumer’s perceived
social value. Similarly, product features comprising aesthetics, scarcity, creativity, and
symbolism positively affected consumer’s perceived intellectual value. Additionally,
the research revealed that product features related to aesthetics, symbolism,
creativity, and scarcity were instrumental in bolstering consumer. Importantly, these
very attributes, including aesthetics, symbolism, scarcity, and creativity, exhibited a
positive influence on consumers’ purchase intentions. CONCLUSIONS In conclusion,
this study underscores the substantial impact of professional baseball NFT product
characteristics on consumers’ perceptions, satisfaction, and purchase intentions.
To maintain enduring relationships with consumers who engage with professional
baseball NFT products, it is essential to fortify these product attributes and offer
diverse services utilizing them.
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SAgF 20179 8404 O & 917]9] JHL KL o]F LofL 3
% e ASAQ T4 AV HEson, 20224 98 FHAIE S
EE Y% W ZEof TF = 4857 Mo R 20199 TF
728%F ol Hlote] Ax3 £2E et THKBO, 2022).
oI5 37 9 fAE ZRopE|d 43 TR o 429
ol 2184 JFS v]A]7] fE(Cho & Nam, 2011), =22
o= A 7 AR} td AMISE 29 FE T2 HA
502 AAYELY] oj#2 FRo| B aglo] oS TR E HHEA

SO A4 7hsd ZRARZ A0 R ToFS 4= gl AA o]
E}(Lee, 2022.3.27.).

olo] KBO+= A= M43 ZAA 714 B7} 5% uAY 52 &
Z15] KBOSF 5 =) A& §I8F TR ol At ‘aa} 2EHE AA
St ok Akgo] AA|H o R 2olS W ¢ 9l FRE A

Al Kim, 2018.10.23.). 3+ SFZop9] A= 2021 A7
2} o|AFS] | A = 22 A7, Wkt BA 8, oSt Edl=
AT 53 21 Bk BH 07 KBO 54 niAY ShE 1=
A 2R Ag $G5+H928(Lee, 2021.7.6.), KBOZ| L 4053
< 7Idsto] A4E9] oju| A et BAH A tAEsHAZl KBO
21 UEF NFT LS 53 vl Ald 253 Z2AER YAIS
tHKim, 2022.1.1.).

NFT(Non-Fungible Token)= £541%1 7|& 7|4lo2 W= =
Edoitt 153 g 7ML lo] vE EZ0 R A7t E7Fset
EAS 7N EZ0 8 AnzBg ofUet dl&A, 4E, A 5ol
A8 HFEY FE5E ¥ AtkKim, 2021a; Cho, 2022).

ARZ NFT 82 NBA 7] 3olgtolE JAHS tAE 7l=
2 AZS) E2AQ 7|&2 dUHTE WA st 7HA7F = AF
E07 ‘NBA g4KTopshot) 0] tEZQI AAjgt & 4= QloH, 1
F NBA 7]-4_4-/\1:,]. EHE xﬂol/\_,] a]tH/\ _dl:tﬂ 1:—]3 _4 o

o] &71 NFT tX|g 7}& AFZ o 2 dhfsto] 20214 49, 408 &
(315}t 49 6,0005F H)oll A 7150l Sitt. NBA 49| 4
NFT7F 2225 ¥|25) o] £3} Zdl= 2of2 4T 4= 9l

7F54S BolF Qa1 (Ahn, 2021.11.19.), B8] 4T g A%
27191 NBA, NFL, MLB, NHL2 NFTE &-83l0] =& A%
AEoto] FQF2E SIS Qlo] NFTw AX=Af Atk
2 YL F351 ArHSong, 2022.8.18.). FU A= KBO7}
I 2ok NFT A& /M3 KBOE| 19 v Zelx Z43}, A=
2 FHo W AulA AL ZHOoE NFT HAE AY ‘GE2dE
(KBOLLECT)'E &43}1tHCho, 2022.7.13.). ZEHEE KBO
2719 et =S &83F NFT 7122 53 (Collect)tt=
oJu| R, KBOZ 1 A= ARl ZEoft 7] HAHE NFT 7=
AEOE A ZS| LRop WEC] NFT 7H=8 A= AT & =
2 3} Au|A0H(KBO, 2022.7.12.), AEHE I NFT AZS
#Hots FABONA Ax= BopRrt ofye} &r]s, AEHAHA
S e NFT AlEo] 2% gutd A8 53 AnrEe] B4
A 5= AtH(u, 2022.9.15.).

oA thFgt FHoNA FEE I U= NFT7F ehZ2oft 4k
Ao Mz Fondz P27 YA Ag=ojof & A7t
HEE2 AvRY] oA AlZtE|ojof gttt & NFT AlEEAol o
g AH|AEo] Aot TSt 548 metstal TP E o= o]
o] & JYEE AnAE] TS o]Fo] ¥ 4= glojof 517 wi&o]
o} o] gt WEtoll A A7} X2k AEY A Z4E 7HR| e AlE

jiAp

il

k

-
[¢)

| X

mlo [N r{r rlo

E
KR
=

J 1

Korean Journal of Sport Science 2023, 34(3), 489-500

o

rO[n

T, ool Wt WEES AT EH, WA AE
1%01 7H 712 752 Bt A& Dot AlEo] 7};(]
S0 whet thFet AuR7E Rdol =] Wil B2 719E
|&-9] 2pdeks Ftstal 19] 7HA] S 98 ARS8
mobota Al FS Aok 2ol AAY Sl A FwFo] IkKim
& Heo, 2009). olell A9} E-EC] RIZAe MZAHES A&
2 TS A4Sk o] obd HERH AL -2 THFAA A F]
A Agsta Aty tHKim, 2022). webA F ol sl
FFY Al tigt £ ootol= /\2 %jcﬂ T3] AFel gt
E45 gebste A7 SV Qe FAlolH, dAE s AlE
(Kim, 2021a; Cho, 2022) 53 &2 ,_-_r"7} Y= 7o) 73
O] AlEQ RO NFT Aol thieh §4< oot B a/do] qlch
EQF AR A7 TR = UL AlG R A Ao Tt

HolT A AE AFUH7] QsiA AETE B]-E&-Z H|woto] AHZ}
7} AFH oz L7l= Ae|E 25l (Fttinger, 1998), Zﬂnol‘% AH]
29| 7HAo] A)zvd F43 A2k 3|40l FAlo FFS H
o]} 3|9 o8-S 31 ATt Sk (Zeithaml, 1988) o]
= 7H4o] 4&5otH v A7k 7HA = S71okAIRE, 48Rk
7} AES Fujshes FEof Hist 299 sAo] AA AHoZ 4
H| A7 X ZFohe 7HAE FAAIZIEAL 2 Z QA Aol et
AH[AY] REEE= AE, o]%of AH|ZL] 7]
ZrE ATE Haohs A8 Q0 WS dot AH|Reke] A7)
 TAE BT 4 e A4 #AE L (Oliver, 2014). A&
of gt PrEEs A8AVE AEFS AU AHEShE ZFollA
AEo] dote] ©EHS 7= 4 gt AR PR AE A}
Al, 3%, AvA 440 9T Wt gd(eong, 2013; Kim,
2017). TS Fufol= AlE 9 A Aof gk AnApe] Stuf 97
2 AH|R9] oA} 9 AFE o] PsS UstchBlackwell et al.,
2001). &8[A7F AE FHuf RS AYT | AFol Het e E )
T A E E FFES FAFeE)o Lot iR 71l
= g #A4gol vk (Yoo, 2013).

olo] NFTof| thet ¥4 St AFEAH] wE 48% P&
I BAEH o|EZ HIP R APATLE é}ﬂii‘ﬂ AZ-H(Hyun,
2022: Kim, 2021b; Park, 2021), 54121 71&(Lee, 2019a; Lee,
2019b; Min, 2019; Yoo & Kim, 2020) FuoE(Lee & Kim,
2022) 5 thorst b Ay E o] x| Qth, A= AFQ]of A 9]
NFT 8 APATEE AX2 NFT 719 A4 432 A5 o
“(Sohn et al., 2022)7} XY= ot E3F AZEA T HHF A
X2 A Yol A AX2EE(Chang & Kim, 2013), &

I = Jof(Yoon & Roh, 2021), ZtE o] A(Kim & Lee, 2017;
2019; Kim & Seo, 2020) 59 A+7} AP=| 1 Qlo] of 2] Ao
A 2R AES sty wufto] AlEo] 7Hd E4S 1Hotol=
A& T/ dekar & = Aot

Qb RopE| 119 WF 7 AEA R A *ﬂi HERHAL QLo
SR gt BR/AJE Qsta lom, 211 4059-E 7196
A5 NFT AlF ‘ZEHE 7L ‘NBA B4F I 22 *é%"’i. A 2ES
Ho] f2& Fonds Jujdd & JrsF AHAS FHjojE
£ Fofots A7 8E AL Ut o] IEofLARY]ollA] A2
oud BT NFT Aol ofg] fofo] Ao g grfE|oj7tal
A= AIHE F=Ale] w2t NFT AlE E4do] Au|A}F Fulf g 1]
= T BAE ot A gt olof] E A9 HHL AH[AE
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o A7 Lok NFT AIEEAC] tht A28 7H9 s 9
o) YEI LS otsto] YRLTFLY R Solnd BAL
9% 454 71 2A4RE AFSHe o B k.

AU

Ao

r_9.

© ZEOF NFTE sl Fdo] AW AAsHAL Qe
HAS 2207 AAstgon, HEEgE=s = 24gR
WS 2-8sto] 20229 99 79RH 9€ 174714 F 37089
FEoIAH. A=5H2 NFT A&l EH%L 3} Al “4124 g
a23te] 7-2(Google)o] HEA| 43 229 4E
AwSGoT, IBET D BHANA SUT THE AP
36378 2% 240 B8agich AP ATEA Bt 54
2 (Table 1)3} Zt}.

l

o R v b orfx

o rix
o

\:JE EO

S
Mﬂ

£ A7o|H AGH A BFS Mok NFT AREH 1324,
A 7B 138, WEE 489, FU9E 484, ATEAA
5

54 SEY F 302902 THHU ATEANH 54 2GS
AT 7 BFSS A T84 Lo A S THTHEE)

*(:)-j—_
71219l 53 LikertH & AHE-Ste] LAJ5H3A T

= ZRofE NFT AlEEA4o] XZtd 74, 5%, 9]
Lo X IS BA5] 95k 7 89 ¥ A Y_L thea 7
t}. TEoFL NFT AIEEAL Ju & Koo(2014), Kim & Lee(2019)9]
AFolA AHEE S 2 Aol 2A £ E Hgsto] ARESHR
t}. X 7tE 7HA]+= Sweeney & Soutar(2001), Sheth et al.(1991),
Ju & Koo(2014), Kim & Lee(2019)2] AF-ollA] A&t B3 B
Aol HA 78 I -“?-9}3]'04 Arg-otleh. YHEE= Oliver(2014)
9] Ao A fdret &S 7] %35} Kang et al.(2021)9] A+
oA AMEE 23S & Aol BHA 7 9 Hsto] AREShiT
Fu 9= Bower & Turner(2001), Coyle & Thorson(2001)
9] oA AR H E3FS 7110}04 Choi & Choi(2009), Lee &
Jung(2015)9] A5 EWE & Ao 9A 4 9 Hekoto] ARE-

skttt

A =T B E 9 AIEE

£ £ T AFEE HFoH] A A== B (reliability
analysis) ¥ ©A2 Q¥4 (exploratory factor analysis)< A A5}
Ao, 9F&L FAHEEAHH (principle component analysis)
S o] gstgloH, 291 3)HL F w3 H(orthogonal rotation) B
Wl WM A(varimax)¥4S 59 15X (factor loading)%t
o] .5 ol EFETS Aot th(Hair et al.,, 1998). ESH
4 Nad =3 519 8Q1E0 He Wa 4 S35 st
o] Cronbach’s ¢ AlFE o€ttt W& Y442 Nunnally &
Bernstein(1994)0] AA5F .6& 7|1& 0.2 A 83519t
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1. RO NFT AIEEA0 tie 244 9#4 9 A= R4
T Zof7k NFT AlFEA0] et @44 8174 A= (Table
2)8} &ty ZREofL NFT AREALS 5%ots ETE2 5 4
Mol stelaQloz A, =FA4 9oL J—r_%g}}o] 2.910, B4
v]&o] 22.381%, =4, 444 82
£°] 18.598%, A, Hv|d 891
] 17.703%, upA|Ero &2 344 89l
£0] 15.818%= Uebgtth. Ea 47
,] 821 AAYA7} 50135 2T}k,
& UEht ZRokt NFT AEE548E é’ﬁf"}% -Evjé}%% H]J_l’-zi Bt
oA SHEHASES & 5 AUTh E7L
of gt HEEF9] 48L& A5 <
“dQl Cronbach’s ¢ #& &4 23},
Nunnally & Bernstein(1994)°]
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2. A28 700 T3 A AR @ AlsE BA
B R Ak (Table )94 27 4

afgkel 2.904, -E*"‘_ &0l 22. 338% Ezm 71—;(%24
] Aha)&o] 21.708%, AA, A7}

Table 1. The demographic characteristics of participants

Variables N %
Male 213 57.7
Gender
Female 150 41.3
20’s 290 79.9
Age 30’s 56 15.4
Over 40’s 17 4.7
College(graduate) 203 559
student
Professional worker 47 13.0
) Clerical worker 36 19.9
Occupation Self-employment/
: C. 24 6.6
Managerial position
House worker/
Not employed/etc >3 146
Promotion 262 72.2
) Less than 100,000won 61 16.8
purchasing cost of =740 105 on 19 52
1 time
~500,000won 10 2.8
Over 500,000won 11 3.0
SNS 156 43.0
Portal Site 67 18.5
Information News article 36 9.9
acquisition path TV 16 4.4
Baseball broadcast 40 11.0
etc 48 13.2
Total 363 100.0
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Table 2. Exploratory factor analysis and reliability analysis for KBO NFTs Product Characteristics

Items Creativity Symbolism Aesthetics Scarcity
It's a uniqueness .835 204 205 183
It's a singularity .824 .156 172 177
It's a newness 785 133 257 .256
It's a freshness .685 230 412 138
Maintain identity 219 .842 221 .052
be helpful in one's judgment 12 .810 260 172
be helpful in expressing 225 .804 244 172
be stylish 246 274 77 .017
be attractive 295 257 761 203
be fashionable 302 299 759 194
There are not many people owned 123 .067 -016 821
Scarcer than general NFT 240 130 .168 748
Sell limited 163 .140 175 729
Eigen value 2.910 2418 2.301 2.056
Dispersion(%) 22.381 18.598 17.703 15,818
Cumulative(%) 22.381 40.979 58.683 74.501
Cronbach’s a .889 .859 .849 726

KMO=.903 Bartlett's test of Sphericity test (x*>=5308.147 p=.000)

Table 3. Exploratory factor analysis and reliability analysis for Customer’s Perceived Value

Items Economic value Emotional value Intellectual value Social value
It's a reasonable price 796 323 290 198
It's economical 792 283 275 .280
It's a good product for the price 767 .266 304 .296
Making me feel good 293 745 347 331
Giving me joy 302 702 445 311
Make i want to use it 446 .661 350 303
Make i feel comfortable when i use it 376 .653 157 449
Have a intriguing 327 .300 182 174
Provides a new experience 241 .163 761 388
Want to know about the product 305 436 .700 168
Have a social good feeling 232 301 .193 831
Improves my way of thinking 327 308 424 .636
making a good impression .346 404 335 597
Eigen value 2.904 2.822 2.728 2.364
Dispersion(%) 22.338 21.708 20.982 18.183
Cumulative(%) 22.338 44.046 65.029 83.211
Cronbach’s a 914 934 .876 873

KMO=.953 Bartlett's test of Sphericity test (x>=4404.12 p=.000)
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Table 4. Exploratory factor analysis and reliability analysis for

Table 5. Exploratory factor analysis and reliability analysis for Purchase

Satisfaction Intention
Items satisfaction Items purchase intention

Satisfied with my decision to buy 943 Willing to buy a product 961

Satisfied after as expected before purchase 932 Will buy the product 957

My feeling about purchasing products is good 929 Be plan to buy products continuously .956

Be overall satisfied with the product 927 Act aggressively to purchase products 947
Eigen value 3.481 Eigen value 3.649
Dispersion(%) 87.023 Dispersion(%) 91.234
Cumulative(%) 87.023 Cumulative(%) 91.234

Cronbach’s a .950 Cronbach’s o 968

KMO= 873 KMO= 852

Bartlett's test of Sphericity test (x*>=1453.242 p=.000)

EFEY 821 AR} 5014 2T}k

%= ety A2t 7HAE S5t &

FE2 81 d ot SFENES C & AUk B3 X ZHE 7HA

2T A= ASo] Yot £ 7 WE 43y

9l Cronbach’s ¢ & = é?l’ @J—I' 8739141 .934% B0 &
AE AL E UEHETH

AtHlEo] 83 2119

=
B}
ot
m&

3. TEEo g §AF QRIEA W Al s i A

S B3 HAE A 9184 Ait= (Table 49 Zr.
g QRlEA Aol WEW 1Rk 34812 ©YU 89002 &
SH300H, QRAAAAZ} 5o, 4 A&l 87.023%%
it v w A ggetA SAENES & 4 vk S Cronbach's
a gr°l 95008 UEh AR A= 9 AL/ o] EE
=i

Table 6. Correlation analysis result

Bartlett's test of Sphericity test (x>=1912.044 p=.000)

4. oo gt &4F ]l

Tz £33 #AE 24
o} Zt} g QRlRA Ao

oz EEEGoH, QRAHAX *Hﬂlv-_rol
91.234%=& et} v w3 gtdstA é %% %‘ = e} ERE
Cronbach’s @ %] .9682.& Yel} AEETo] Al 9 yHd
ol FHE

S

T wQlol] gt e R At
£ ATo] 4 ZROFT NFT ABSA, A7 714, #EE, 7ojo]
£ 7o) AREAE 4R o) AnTARAS AAsom,

1 A= (Table )3 2tk 2E #Q 1H9] IA = pd01 &l
A FAACE ot AHAATE e =2 tgE4dAdel 2

1 2 3 5 6 7 8 9 10
Creativity 1
Aesthetics .650™ 1
Symbolism 497" 623" 1
Scarcity 478" 386" 3577
Emotional value 5737 749* .692™ 424" 1
Economic value .592™ 719 643" 492 785" 1
Social value 559" 707 6717 374 .826™ 31" 1
Intellectual value 632" 681" .560™ S13™ 781" 719" 735" 1
Satisfaction 647 745" 656 483 .863™ .818™ .796™ .836™ 1
Purchase intention .610™ 697 .595™ 461 .830™ .796™ 752 768 .863™ 1

“p<.01
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AsE a9 20 AN BAPIRASE BT 2%, B
2 1 ol3k, VIF 10 J32 Ueht $AH 02 S.o3 2%E Tl
/\ 1‘—/],

D FEOfE NFT AlEEA40l AZtd 714, 95k, i QLo
U 2= 9F

1. ZEOR NFT Al ZRA7A 0 v X =

¥

Lok NFT AIEEA0l AZd 71 § AR A7HA] o 1K
FEFE A7 ol AEEAL HH8de 5 ‘ﬁ#i A4 7t
A& F5HLE T4t tF IARNE AAsHL 754%
(Table 7)3} 2t} o] g2 oF 65.6%(R’= 656& e
o, 2 2g0] FZHS 170.4030.8 {95 p<.01, p<.0019]4] %
AZHOoZ Fost Ao Z Yepytet E3H AlEEA 0l A A
"2 FFL FAF LR AnE A3 Av]4g(p=.573, p=.000), %
873(8=.375, p=.000), 3]&/3(8=.147, p=.007) 8%l &2 747
A7 Aol F-9gt FIFS A= AR Yoy, £3449(8=.072,
p=.197) 8912 7Y FFS vA]A g2 Ao FE e

E540] A%E A 5

2. Z2OoEF NFT AlE5A4 0l 244 714 & AA A7 o " &&=
IF

T 2o NFT AlEEAe] AZtd 74 3 BAA7 A v A=
FFE BA517] Aol AFEALY stY8flS SEHeE, FAZ
7 E SEHFE TYoto] bF g ARAS AASAL, 1 B
(Table 8)3 2t} 2] A2 oF 61.8%(R*=.618)2 eI
o, B o] pghe 147.1640.2 F-95F p{.05, p{001914 &
Aoz Fogt Ao Uehgrh E3h AEEAC] AAA7IA
U= 9FE FAH o2 AnE Ay} An]A(8=.438, p=.000), A
A73(8=.251, p=.000), 3]479(8=.243, p=.000), =%/3(8=.109,
p=.030) 82l =0 & BE Qlo] AAA7FA| o o3 FFE v]X|
£ Ao 2 Yt

3. 2ol NFT AIEEA4 0l AZd 714 F A3l A 7kA]of] nj X &=
I

ot NFT AlEE/de] AZtd 74 &A™ 710 v A=
FFS 24517 Yol AEEARY oshH8dS SHHSE, A F
7} 1% ZEUSE BYsto] e AEAS AASea, 1 A3
= (Table 93t 2t 9] A2 oF 61.8%(R*=.618)= LI}
ktgni 2 BP0 FFH 147.1640 8 {952 p<.05, p{.001°]A]
BAXHCE Fost Aoz Yyt E3h AEEA0] A 7HA
o TA & FFS FAF R A A3} An|A(8=.438, p=.000),
479(p=.251, p=.000), 3]4%(8=.243, p=.000), E4/3(8=.109,
p=.030) 821 £02 BE gQlo] AL A 7FA| o] R-o5t FFE 1A
= A0F Yeytt

Fl

4. L2} NFT ABEA0] A28 74X 3 AR vH:
I
EZET NFT AEEA0] A2 71 F AA7H0) nlxe 3
Fe B4 g0 ABEHY H912UL PSR, 457
A FEHUHE FYstol BEAFRAS AASNAL, T At
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(Table 10)3} 2t} B9 A8 oF 57.5%(R*=.575)2 et
won 2 ngo] pgre 12328808 §o153 p<.01, p<.0019]
A 27411—'1 o= fofgt Ao & yehgth 3, AFE/0l A A7
o tXE JFS FAH R AuE A3} 4u]4(8=.403, p=.000),
4@;(3—292, p=.000), =3/3(8=.253, p=.000), F4d(B=.145,
p=.001) 80«02 BE gglo] &7 tA|o Gt T vX=
Ao & eyt

5. LEOFT NFT AlF540] T
LEORE NFT AFS40] Bk vjAl= 93& 2451 9
s AF 549 sH9180S SYUFE, ASEE FHUFE £Y
3t 3 AEA S AAIHARL, 1 dike (Table 1134 7;5}. el
POl A2 oF 65.9%(R*=.659)% Hebdon, & Byo] gl
% pC001o1A BAHOE ROt o= et

oflt
O lo
~q

175.9172. §9]

Table 7. The Effects of Product Features of KBO NFTs on Emotional

value
B SE B t )4
-.753 202 -3.736  .000***
Creativity .072 .056 .056 1.292 197
Aesthetics 573 .057 463 10.091 .000™

Symbolism 375 .044 341 8.431 .000"""
Scarcity .147 .054 .097 2.707 .007"
R>=.618 F=147.164

"p<.05 ""p<.001

Table 8. The Effects of Product Features of KBO NFTs on Economic
value

B SE p t P
-312 .180 -1.730 .084
Creativity .109 .050 .099 2177 .030"
Aesthetics 438 .051 Al15 8.634  .000™"
Symbolism 251 .040 268 6.320  .000™"
Scarcity 243 .048 .189 5.027  .000™"
R*=.618 F=147.164

'p<.05 ""p<.001

Table 9. The Effects of Product Features of KBO NFTs on Social value

B SE B t )4
-.061 195 -314 754
Creativity 111 .054 .097 2.058 .040°

Aesthetics 449 .055 407 8.193 .000™"
Symbolism ~ .347 .043 354 8.084  .000™"
Scarcity .060 .052 .044 1.147 252

R?=.596 F=147.164

"p<.05 ""p<.001
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Table 10. The Effects of Product Features of KBO NFTs on Intellectual

value
B SE s t P
-.340 199 -1.704 .089
Creativity 253 .055 219 4.563 .000™
Aesthetics 403 .056 364 7.187 .000™"

Symbolism  .145 .044 147 3.290 .001™
Scarcity 292 .054 215 5.447  .000™"
R>=.575 F=123.288

“p<.01 ""p<.001

Table 11. The Effects of Product Features of KBO NFTs on Satisfaction

B SE s t P
-.746 .190 -3.931 .000
Creativity 225 .053 183 4263  .000™
Aesthetics 481 .053 409 9.001 .000™"
Symbolism 271 .042 259 6.468  .000™"
Scarcity 209 .051 .145 4.105 .000™"

R>=.659 F=175917

“p<.001

Table 12. The Effects of Product Features of KBO NFTs on Customer’s
Purchase Intention

B SE B t »
1562 252 6.194 000
Creativity =~ 262 .070  .180  3.739  .000""

Aesthetics .548 071 393 7.725 .000™

Symbolism ~ .256 .056 .206 4.603 .000™

Scarcity 256 .068 150 3.776 000"
=571 F=121.563

“p<.001

Wt B3 AEEAC] HEEo] v FIFS FAH O AnE
A7 A A(p=.481, p=.000), EZ4(8=.225, p=.000), 3|424(B
=.209, p=.000), A44(8=.271, p=.000) 29! ¢Oo0 =2 H=ro] &
o%t JFE A= A o2 YET

6. ZZOFE NFT AIEEA 0] oz n|X]&= FgF
I ZokF NFT AEEA 0] Qo] A& FFS B4517] ¢
3 A& B4 YacS EPHSE, FHAEE FHHUSE £
Joto] thE3|AEAS A9 T, 1 A3 (Table 12)3 2t
E*a‘u ArE L oF 57 1%(R%=.571)E UEhton], B Bgo] gt
2 12156308 §Ool42 p<. 001914 BAHORE GOl Aog
I%E}km. TS AESAC] P ro HXE Y FAHoR
AW E A1 Au|4(8=.548, p=.000), EF4(8=.262, p=.000), 3
Mel(ﬂ— 256, p=.000), A44(B=.256, p=.000) 82 &0 & HE

o] Fuf ol o] -9t PP H|A & A& YebgTh

n 4
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£ 7= TR0k NFT AFEAC] AZ44d 714, BEE, T
Lol nX|= GRS 5t LEORE NFT 41 &35S 918t 7]
ZARE AFotet] B4o] 9o, ojd 2 AT AWE TS
2 oh3 3t ol =9lstarAt gt

AR, LRop NFT AFE/0] A2k 7H] F A3 A 7FA] o 1|
AE TS B4 3t Ao, A4, slaK o= A7
of f9lgt G vXE AR YEyT 019} e AR Ju &k
Koo(2014)2} Kim & Lee(2019)2] 771 & A7) A= A X
ZF3 9lom Kim(2018, 2019)9] A7 2 03?4 Ao}t FEA
O & Yx|sh= A0 Ut ol2|g Axte Y H FHO R A
2y LZ2of NFT AlES 449 AvjAkETo] Fuid 5= k=
3| A7k 9} Z2op WES YA Y ERIZH Hu|Fo|i A4 H
1 EAL 7FA I Qlo] ROk NFT A&ES $7% anRE9] 7+
ol 2HHoR FFS Yete Aoz duEt maka, ZRof
J- NFT AES A&5Ho] 9lo] TZokTk NFT A& AFLE1= A4
E9 PAUES ZRopt ME] Yk HARICE A& sho] 4y
Ao Al AG3ka, TEoFE NFT AlES whishs 71dLS 4H|A}
Eo] A5t QlE ZZop NFT A&9 3|A7HAE A&40=
FAE Fart st ¢, AR5 891 § 54442 X7 7t
29| a+91 219l A&7 Aol FFS v A =T Jin(2015),
Lee(2021)9] A7t £ AF-9] Aol 22 Z3E Holil 9t} o]
= S Y ApEo] Eokeh BAHS AL Ao ok A
H|IZEOA] AH|AEO] Yol AeE9 A7) 43t Ho] ofd
=349 gRlo] E0i7F ZZof NFT Al &S &8[AHES] 443
7HA] o] fodt G HEtWA g Ao E wohEc oyl o]y
A ao] o] F0l ZLFEofL NFT A&7} 5A5F A4 Aglo] &
71 2ok NFT Al&o| A2 NFT AEL2 AYAtsta] A5g
o 3|47} 7F ol A AX|staA} she AHFEY] 815 FEA
71A] o 7474 ojZo] W 4 gl Aoz werHEnt ek, o
Aol AzrE AEIe] AESE floAle YA A FESIIL A=
& NFT gA19] A& A& AuAES 5L ojZoj d Wy
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EA), TZoFF NFT Al EEA] Xzt 74| &
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of tigt Fufju]go] FjHojrke IAS BEjdod 4 QIEE X
SOR NFT AlF 71l A| ZAEAIE 9 g4 22 T 4+
e} 22 &E AF3t AFo] ZHA| A e WA AR FAS
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F IEYE'E TUig R AuAEA FEZEE AI*W =%
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7RO Fogt YFE v|A = AOE YUERT o|et T2 2
= Ju & Koo(2014), Kim & Lee(2019), Lee(2021)9] A+
7b 2 AFZ20E AA ST Ut o= AH[AEC] AEE
& o 7|5l 8% ISR gL, 719 7ol ALF]olA Q17
W7} ok AMS A SHOIA HFFELS W, AES 4&F ol A
Lok NFT A|Fo] olfga, EFFola £21& & YE
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£ B3AHS S8 NFT AlES thobA Aot ZEokt NFT
AlEol 7HA = a7t E BE B Zstefof & 2o =2 waEct

A, LRk NFT AlF540] AZ4H 7HA] F AZ7HA]of n]A]
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