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            초록
          
        

        
          The purpose of this study was to identify users' acceptance of VR(Virtual Reality) leisure sports contents and to provide strategic implication for them to succeed in the market and also to establish desirable sports leisure activities using VR devices. The study used the Technology Acceptance Model which examines consumers’perceptions based on functional, hedonic, social and cognitive factors. Convenience sampling was conducted and 214 questionnaires from participants who have used VR sports contents as a leisure activity were analyzed after data cleaning. SPSS and AMOS software used to analyze the collected data. The results are as follows. First, It was shown that Functional and Hedonic factors had significant effect on Perceived Usefulness. Second, Social and Cognitive factors did not significantly affect Perceived Usefulness. Third, Hedonic and Cognitive factors have significant effect on Perceived Ease of Use. Forth, Functional and Social factors did not significantly affect Perceived Ease of Use. Fifth, despite Perceived Ease of Use having no significant effect on Perceived Usefulness. Sixth, Perceived Usefulness and Perceived Ease of Use combined were shown to have significant effect on Acceptance Intentions.
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