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            초록
          
        

        
          This study aimed to analyze the structural relationships between extended self-presence and the key variables of the Value-Based Adoption Model (VAM) in the context of screen sports participation. Specifically, it examined how extended self-presence influences perceived usefulness, enjoyment, and complexity, and how these factors affect participation intention through perceived value. Data were collected from 320 adults with experience in screen sports participation, and hypotheses were tested using structural equation modeling (SEM). The results revealed that extended self-presence had a significant positive effect on perceived usefulness and enjoyment, but not on perceived complexity. Both perceived usefulness and enjoyment significantly influenced perceived value, while perceived complexity did not. Finally, perceived value had a strong and statistically significant positive effect on participation intention. These findings suggest that immersive psychological factors such as self-presence play a critical role in technology acceptance within digital sports environments. The study provides theoretical insight for extending VAM and offers practical implications for designing user-centered digital sports strategies.
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