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ABSTRACT

The transparency and authenticity provided by NFTs address the challenge of counterfeit
products in the luxury industry. NFTs create a verifiable and tamper-proof record of ownership
and provenance, ensuring the authenticity and integrity of digital assets. This fosters
consumer trust and strengthens the luxury brand's reputation for delivering genuine and high-
quality products. Luxury brands can integrate NFTs into the customer journey, offering
unlockable content, rewards, and special privileges. This gamified approach incentivizes
customer engagement and fosters loyalty, contributing to a deeper connection between
luxury brands and their customers. Therefore, it is crucial to understand how can NFTs bring
value to the luxury brands by determine the effect of Knowledge, Popularity, Creativity,
Experience, Regularity Support, System Accessibility, through Trust, Perceived Usefulness,
Perceived Ease of Use, and depending of the mediation of Attitude, on Intention to use NFTs
by using the Technology Acceptance Model (TAM) to highlight on the future of NFTs with
luxury brands. This research was conducted on the audience who deal with luxury brand to
study if the NFTs can bring value and improve the performance of the luxury brands. Data was
collected by questionnaire and the total number of samples in this study were 129
respondents. The hypotheses were tested using PLS to determine the effect of the factors on
Intention to use NFTs. The results showed that there is a positive relationship for the external
factors mentioned on Intention to use NFTs, mediated by the situation that plays the
mediating role in this deductive process. NFTs bring significant value to luxury brands by
creating limited edition digital collectibles, engaging with a digitally native audience,
addressing authenticity concerns, and enhancing the overall customer experience. While
challenges exist, luxury brands that strategically embrace NFTs can extend their brand
presence, and strengthen customer relationships. This study contributes to the understanding
of NFTs' potential impact on luxury brands and highlights areas for further research and
exploration in this evolving field.

KEYWORDS

Non-Fungible Tokens; Knowledge; Popularity; Creativity; Experience; Regularity Support;
System Accessibility; Trust; Technology Acceptance Model
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1. INTRODUCTION

In our time today, ways of life are evolving and tend to rely more on contemporary technology and
the Internet, by improving the process of reaching individual needs with great speed and accuracy.
The expansion of the scope of digital platforms via the Internet has made it easier to obtain our total
needs at anytime and anywhere, and today it is difficult to live or work without relying on these digital
platforms. Many areas of business have changed through the recent digital transformation, and this
change has become valuable for brands as well as consumers. Artificial intelligence or digital
transformation is the main element in the commercial future (Boni, n.d. 2022). This change creates
new challenges and changes in the balance of purchasing power to move from the stage of traditional
purchase to full dependence on the Internet and digital platforms.

This research deals with the study of the concept of NFTs and their importance in the field of business,
especially luxury brands. The idea of NFTs comes from art, and it is an investment tool for aesthetic
pleasure, as the role throughout history has been dominant among several artists such as Pablo
Picasso, Gerhard Richter, Jean-Michel Basquiat, and Andy Warhol, their artworks were presented in
the art auction, and their sales reached hundreds of millions of dollars (Aletha & Radityasakti, 2021).
NFTs are cryptographic assets of the blockchain that possess unique identification codes and have
special data that distinguishes them from each other. NFTs have projects that develop daily, called
the digital art market, and it enables users to easily collect and trade them, a famous example being
NBA Top Shot by Dapper Labs selling tokenized video moments of basketball players in action (Dalai,
2022). From a brand perspective, NFTs are the components of a brand in the form of an introductory
design for a product, logo, or image (Colicev, 2022).

Luxury brands seek to provide the best modern services to their customers, as they tend to rely on
selling through digital platforms more than physical stores, but the matter is still limited to how to
provide those services in a way that facilitates the process for customers to use these digital platforms
to order products with the specifications they want. Therefore, luxury brands tend to introduce NFTs
in their marketing path to achieve value and also rely on them as stand-alone brand assets (Colicev,
2022).

Through the above explanation, the current study was based on some previous studies in which the
relationship of NFTs with brands was understood in different fields and different insights were
presented on the subject. For example, Colicev (2022) study aimed to suggest the possibility of NFTs
becoming stand-alone brand assets and how NFTs can create value for brands. It was concluded that
there is an exponential growth of digital tokens and their importance is expected to increase with the
expected development of Web3. It was also concluded that the NFTs can be considered
representative of the components of the brand. Importantly, NFTs can allow brands to form a highly
engaging brand community that can support the brand, blend online and offline product ownership,
and potentially create a bond between the brand and consumers.

Kirjavainen (2022) study aims to understand how the luxury fashion industry can benefit from NFTs
and, what should be taken into consideration when implementing these digital assets into their
current business model. The study applies theoretical models from both NFT and the luxury fashion
industry and deals with concepts of luxury fashion consumption, changes in consumer behavior and
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needs as well as the metaverse, to provide both theoretical as well as managerial implications on
luxury fashion NFTs. The results showed that luxury fashion brands should start experimenting with
NFTs. It also showed the different options there are for utilizing these digital assets to improve one’s
brand image and to further reach the growing target audience of the younger affluent clientele.

Brun (2021) study sheds light on the future of NFT in the fashion luxury industry which is predicted
based on the current trend of sales of NFT along with the concluding remarks regarding the analysis
of NFT and its applications. Finds that due to the extensive use of social media, luxury brands have
brought forth the opportunity of virtual shopping where customers buy garments, take a photo, and
post it on their profiles without any urge to purchase them physically. Fashion luxury NFTs contribute
to sustainable development in terms of ethical production which cuts down the use of natural
resources.

Through previous studies, the research gap can be formulated as:

What was concluded in the previous studies is that there is a great importance of NFTs on the brands,
but it was limited and focused on studying that relationship in certain areas, including the brands of
fashion and shoes, while this research tries to study the application of NFTs on luxury brands in general
without specifying a specific field. Lastly, this research will conduct a quantitative approach to luxury
brand consumers through an online survey. This research will be explanatory research, it aims to
analyze the relationships between variables or in another way how one variable affects the other one
(Kotler, 2000). It is highlighted to analyzing the effect of some variables of NFTs on the part of the
consumer, which are Knowledge, popularity, creativity, experience, Regularity support, and system
accessibility by using Technology Acceptance Model (TAM) also including the trust, as it is important
variable to understand the intention to use NFTs to bring value to the luxury brands.

The study of this analysis lies in the following questions:

1.1. RESEARCH QUESTION

The questions can be formulated based on the research objective as follows:

1. Is there a significant effect of knowledge through perceived usefulness depending on the mediation
of the attitude on intention to use NFTs?

2. Is there a significant effect of popularity through perceived usefulness depending on the mediation
of the attitude on intention to use NFTs?

3. Is there a significant effect of popularity through perceived ease of use depending on the mediation
of the attitude on intention to use NFTs?

4. Is there a significant effect of creativity through perceived ease of use depending on the mediation
of the attitude on intention to use NFTs?

5. Is there a significant effect of experience through perceived usefulness depending on the mediation
of the attitude on intention to use NFTs?



6. Is there a significant effect of experience through trust depending on the mediation of the attitude
on intention to use NFTs?

7. Is there a significant effect of regularity support through trust depending on the mediation of the
attitude on intention to use NFTs?

8. Is there a significant effect of system accessibility through trust depending on the mediation of the
attitude on intention to use NFTs?

1.2. RESEARCH OBIJECTIVE

The research objective of this study is to investigate the effects of the mentioned external variables
on TAM variables. By carefully designing experiments, collecting relevant data, and employing
appropriate statistical analyses, we aim to identify and quantify the relationships between these
variables. The objective is to contribute to the existing body of knowledge by providing empirical
evidence of how changes in one variable impact another. Through this research, we seek to enhance
our understanding of the underlying mechanisms and dynamics at play, enabling us to make informed
predictions, develop effective interventions, and inform decision-making in various fields, ultimately

leading to improved outcomes and advancements in the respective domains.



2. LITERATURE REVIEW

This chapter will mention some studies related to NFTs, usability, usefulness, trust, and brand loyalty.

2.1. NON-FUNGIBLE TOKENS (NFTS)

NFTs are unique assets generated from the reality of Blockchain that is issued by the creators of the
underlying asset (Aletha & Radityasakti, 2021). NFTs are unique digital certificates that cannot be
exchanged with any other item, sold and traded over the Internet, and protected and maintainedin a
digital ledger known as Blockchain (Dhruv, 2022). The value of NFTs is analyzed only by its original
owner, and its rights are reserved as its creator, and the owner is only the person who owns and trades
it because he is the first catalyst every time ownership is transferred (Dalai, 2022). NFTs provide an
even playing field for users that can be owned as a decentralized piece referred to as Metaverse. NFTs
are anything numeric, for example, a song, virtual character, picture, video, or virtual costume
(Kirjavainen, 2022). Digital tokens can be thought of as digital proof or identification of ownership of
a particular item that is traded over the Internet.

2.2. KNOWLEDGE

Knowledge is defined as a set of information that the individual's mind possesses to distinguish it from
others, which consists of patterns, facts, and concepts to interpret ideas and judgments (Alavi &
Leidner, 2001). It is a state of mind or a condition for accessing certain information (Simd&es &
Fontinha, 2019). The services provided by NFTs depend on how its methods are combined and
applied, which in the end are translated into knowledge (Alavi & Leidner, 2001). From this concept,
knowledge expresses the essential role in helping to understand the nature of using NFTs, and it is the
first means that users rely on.

2.3. POPULARITY

It is based on a normative path according to positive expectations and predictions that are approved
by others (Cialdini & Trost, 1998). People look at the opinions of others about the usability of a
particular technology in order to create a certain impression about the rejection or acceptance of that
technology (Goedegebure et al., 2022). Whether or not to use NFTs depends on its popularity and the
public's tendency to follow behavior, whether it is positive or negative towards it. The popularity of
NFTs may be an inspiration for determining social approval and assessing the likelihood that the public
will respond to its use.

2.4. CREATIVITY
Creativity expresses the skill that an individual enjoys in producing amazing self-artwork, as it
generates a completely new business model and market patterns (Reisman, 2015). Creativity lies in
the best way to produce or create new and distinct solutions and ideas (Henriksen et al., 2016).

Creativity represents the moral value and the cornerstone in building NFTs by relying on a unique
record of digital creativity that is distinguished by originality and premonition. Creativity in NFTs
expresses self-creative behavior that relies on unique digital art (Hoffmann et al., 2016).



2.5. EXPERIENCE

Using the system requires that its users have a certain level of knowledge and experience in order to
deal positively with it (Alalwan et al., 2018). Experience expresses the level of knowledge of users and
the extent of their experience in supporting their use of a particular system or technology (Hackbarth
et al., 2003).

The level of experience of NFTs has a strong influence on the extent of its usability, as the experience
enables NFTs to rely on an innovative and sensitive application to know the experience of its users
and influence the behavior they follow during use to know the extent of their confidence and belief in
accepting the use of NFTs (Albayati et al., 2020).

2.6. REGULATORY SUPPORT

The regulatory framework expresses the foundations and laws that governments establish to monitor
and ensure that providers of services and technologies may comply with the obligations and
regulations established to avoid violations (Albayati et al., 2020). Governments issue regulations and
laws to deal with any new technology to ensure quality control of their services and authorization for
safe use (Peters et al., 2015).

The same is the case with regard to NFTs, especially with regard to users' behavior towards its
usability, as it needs to follow government laws and regulations to ensure gaining the users' intention
to trust it and secure the use process, which helps raise their confidence and ensure continuity
(Albayati et al., 2020).

2.7. SYSTEM ACCESSIBILITY

Accessibility is a measure of the extent of accessibility for the optimal and easier use of information
and communication tools for a particular system, which means that the easier the system is to deal
with, the more there is a high possibility of increasing the use (Lazar et al., 2003).

People, especially people with disabilities, may use certain techniques that help them use the systems
and deal with them. The same applies to NFTs, it must follow an easy and flexible system that enables
all users to have quick and optimal access, and its seeds help increase the intention of use by the
public and also gain high confidence during use (Sambhanthan & Good, 2012).

2.8. TRUST

Itis difficult to define trust, especially when we talk about the world of the Internet and NFTs, because
itis a very important element because of its uncertainty and dependency (Aljazzaf et al., 2010). Trust
has several different definitions, and as defined by Rousseau et al (1998) that one is willing to rely on
another party or entity because of certain characteristics that characterize it. In another sense, trust
expresses tendencies to the reliable use of a particular technology (McKnight et al., 2009). NFTs can
win the loyalty of their customers by increasing their degree of trust, by securing and encrypting their
data, and for their sake, the degree of use can be increased and also obtain a competitive advantage
in the digital market.

Trust is built on the uncertainty of information consistency, and to avoid this, NFTs must build a secure
infrastructure to ensure that information is not leaked and to gain optimal use and security by its



customers (Schneider, 2017). It is considered the only external primary factor that complements TAM
in this research due to its importance in determining the intention of users towards NFTs.

2.9. TECHNOLOGY ACCEPTANCE MODEL (TAM)

TAM aims to understand and explain the adoption of a particular technology, in which it relies on
determining people's behavior through their intention to implement their desires, as it expresses the
users' intention, which in turn expresses the attitude towards the use of new technology (Davis, 1989).
TAM is relied upon in this research because it is considered the first model to explain the behavior of
users towards their intention to use NFTs, with its importance in providing value to luxury brands.

Perceived
Usefulness l
External Behavioral Actual
T Attitude
Variable Intention Usage
Perceived
Ease of use
Figure 1 - TAM

Davis's model (TAM) is based on the following elements, which were adopted in the analysis of this
research:

2.9.1. PERCEIVED USEFULNESS

It expresses the degree that the user relies on, which directs him toward achieving the desired return.
Or as defined by Davis (1989) as the degree of a person's belief that the use of a particular system can
enhance his job performance. It is also the main determinant of any system to adopt user behavior
because the success of any system depends on the value of the benefit it provides to its customers
(Setyo Iriani & Lestari Andjarwati, 2020).

From this perspective, it can be said that NFTs depend on the extent of value or usefulness that they
provide to users, to ensure their existence and continuity, and to gain positive interaction from their
customers.

2.9.2. PERCEIVED EASE OF USE

It expresses the degree to which individuals believe that the use of a particular technology will be free
of effort and obstacles (Davis, 1989). It is considered one of the basic components of the technology
acceptance model. It also indicates the level of belief or expectation of users that the use of a
particular system can be flexible and easy to deal with (Albayati et al., 2020).

From this point of view, ease of use is a key element in analyzing the public's intention to use NFTs,
which in turn gives an impression of how easy it is to deal with and the ability of NFTs to create value
for luxury brands.



2.9.3. ATTITUDE

It refers to feelings, whether positive or negative, towards the use of new technology (Davis, 1989). It
determines the administrative adoption of new technology (Austermann & Mertins, 2014a). Users'
attitudes towards the new technology are considered through a specific attitude when forming their
behavioral intentions, and this lies as a result of the targeted behavior through the reasons behind the
desire (Albayati et al., 2020).

In this research, the attitude is adopted as a mediator that mediates the relationship between the
intention to use NFTs and other elements, as it has an important role in determining that intention.

2.9.4. BEHAVIORAL INTENTION

It expresses of predicting intentions and behaviors (Austermann & Mertins, 2014a). It is the pre-
expression shown by the behavior of the individual and which determines the first impression of the
behavior. It also considers the direct influence on the behavior of individuals, provided that there is a
relationship between the result and the specific behavior (Sun & Wang, 2020).

The intention to use NFTs refers to the desire of individuals to use it through their direct interests and
behaviors, and this is done by studying some other factors that have an impact on showing that
intention, and this is what is dealt with in this research.



3. METHODOLGY

3.1. RESEARCH MODEL

The study developed a model shown in Figure 2. This model is derived from the studies and
assumptions of previous researchers on the mentioned factors to examine whether NFTs will bring
value the luxury brands.

Six external variables were adopted to measure NFTs in addition to TAM. For NFTs, we considered
knowledge as the first variable to present NFTs which defined as a set of information that the
individual's mind possesses to distinguish it from others, which consists of patterns, facts, and
concepts to interpret ideas and judgments (Alavi & Leidner, 2001). Popularity is the second variable
of NFTs which is based on a normative path according to positive expectations and predictions that
are approved by others (Cialdini & Trost, 1998). The third variable to present NFTs is creativity which
expresses the skill that an individual enjoys in producing amazing self-artwork, as it generates a
completely new business model and market patterns (Reisman, 2015). Experience is the fourth
variable to present NFTs which expresses the level of knowledge of users and the extent of their
experience in supporting their use of a particular system or technology (Hackbarth et al., 2003).
Regulatory support is the fifth representative of NFTs which expresses the foundations and laws that
governments establish to monitor and ensure that providers of services and technologies may comply
with the obligations and regulations established to avoid violations (Albayati et al., 2020). The last
external variable that represents NFTs is system accessibility which is a measure of the extent of
accessibility for the optimal and easier use of information and communication tools for a particular
system, which means that the easier the system is to deal with, the more there is a high possibility of
increasing the use (Lazar et al., 2003).

As for the other variables adopted by TAM, which is considered the first basis in analyzing the value
that provides by NFTs to luxury brands, presented as: Perceived usefulness which represents the
effectiveness of a particular activity in achieving benefits and returns that depend on the benefit that
users get from using a particular service (Bolodeoku et al., 2022). Perceived Ease of Use which
expresses the degree to which individuals believe that the use of a particular technology will be free
of effort and obstacles (Davis, 1989). The third variable in TAM is attitude, which occupies the field of
the mediator in this analytical process, in order to study what it is in mediating the relationship
between the variables. It refers to feelings, whether positive or negative, towards the use of new
technology (Davis, 1989). While trust occupies the complementary factor of TAM, with its direct
importance in measuring the relationship of external variables to the intention to use the new
technology. Which represents a multidimensional behaviour that depends on the way the service is
provided in terms of its provider and the willingness to be accepted by the users (Zsigmondova et al.,
2021). The intention to use NFTs was adopted as a dependent factor, in turn, to reach the desired
goal, which is to understand the intention of the users of NFTs in order to reach how it bring value to
the luxury brands. It is the pre-expression shown by the behaviour of the individual and which
determines the first impression of the behaviour. It also considers the direct influence on the
behaviour of individuals, provided that there is a relationship between the result and the specific
behavior (Sun & Wang, 2020).
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Figure 2 — RESEARSCH MODEL

3.2. RESEARCH HYPOTHESIS

According to the model in Figure 000, this research has eight hypotheses. which are:

H1: Knowledge has a positive influence through perceived usefulness depending on the mediation of
the attitude on intention to use NFTs.

H2: Popularity has a positive influence through perceived usefulness depending on the mediation of
the attitude on intention to use NFTs.

H3: Popularity has a positive influence through perceived ease of use depending on the mediation of
the attitude on intention to use NFTs.

H4: Creativity has a positive influence through perceived ease of use depending on the mediation of
the attitude on intention to use NFTs.

H5: Experience has a positive influence through perceived usefulness depending on the mediation of
the attitude on intention to use NFTs.

H6: Experience has a positive influence through trust depending on the mediation of the attitude on
intention to use NFTs.

H7: Regularity support has a positive influence through trust depending on the mediation of the
attitude on intention to use NFTs.

H8: System accessibility has a positive influence through trust depending on the mediation of the
attitude on intention to use NFTs.

3.3. RESEARCH METHOD

3.3.1. RESEARCH DESIGN

This research applied a quantitative approach, and it would be Explanatory research. Explanatory
research is the one that aims to analyze the relationships between variables or how one variable
affects the other (Kotler, 2000). This method was chosen because it is through research that wanted
to access the effect of knowledge, popularity, creativity, experience, Regularity support, and system
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accessibility indirect on intention to use NFTs through perceived usefulness, perceived ease of use and
trust mediated by attitude. And through this way, we can analyze the data statically.

3.3.2. RESEARCH LOCATION

This research aims to examine the effect of external variables of NFT on intention to use NFTs by using
TAM model. It is located Lisbon, Portugal.

3.3.3. POPULATION AND SAMPLE

3.3.3.1. POPULATION

The population is the area consisting of the process of characteristics sets by the researcher to extract
in conclusion (F. Hair JR et al., 1998). In this research, the luxury brands customers will be taken as a
unit of analysis to test their opinions on whether NFTs play a role to bring value to the luxury brands.

3.3.3.2. SAMPLE

In this research, we have 11 variables each variable has an indicator totaling 29 indicators, a totally of
129 samples 45.7% of women and 54.3% of men with average age between 20 to 50 years old.

3.3.4. UNIT OF ANALYSIS

According to Malhotra & Birks (2007), the unit of analysis is the individual, the company as well as
other parties who respond to treatment or research actions carried out in the research. So, this
research applied individual unit analysis of the customers of luxury brands.

3.3.5. DATA COLLECTING METHOD

Data Collecting Method in this research is the Questionnaire. It is the main tool in data collection. The
guestionnaire presented in English.

3.3.6. Data Analysis

In quantitative research, the process of implementationin a linear fashion begins from the background
of the research problem, formulation of the problem, the formulation of the hypothesis, preparation
of subject instrument, data collection and analysis of data, finally the research result (Dey, 1993).

3.3.6.1. Analysis Using PLS

The current research used PLS to analyze data according to the conceptual framework and to do the
estimates in the measurement model. PLS is the method of choice to success factor studies in
marketing (Albers, 2008). The PLS methodology had also achieved an increasingly popular mission in
practical research in international marketing, which may represent an appreciation of distinctive
methodological features of PLS.

3.3.6.1.1. Inner Model (Structural Model)

Inner models describe the relationship between latent variables based on substantive theory. Also,
will test the hypothesis to measure if accepted or accept (Ho). The limit to accept the hypothesis is
clear with (a)=5% or 0.05. It is resulted t-table value of 1.96. Therefore:
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o If t-statistic is more than t-table [ > 1.96] then Ho is rejected while Ha is accepted.
o If t-statistic is less than t-table [ < 1.96] then Ho is accepted while Ha is rejected.

3.3.6.2. Outer Model (Measurement Model)

This model will be used to know validity and reliability which bridge indicator and its latent variable.
it needs to be measured by Convergent and Discriminant.

¢ Convergent Validity

Convergent validity measures the value of correlation within the construct and latent variable. A valid
correlation is equal to the value of >0.5 (Wegelin, 2000).

¢ Discriminant Validity

The measurement model is examined based on cross leading calculation with the construct. If
construct with each indicator bigger than any other value, then latent construct its indicator is better
than another construct.

If the AVE value higher than other correlation values, then this will result in a good discriminant
validity. According to Wegelin (2000) AVE, more than 0.05 is higher recommended.

3.3.7. MEASURMENET

Given the need to understand the intention to use NFTs to bring a value to the luxury brands, a survey
was developed in Qualtrics. The survey included a little description about the study also a condition
"agree and disagree" was added to continue participate if agree or end the survey if disagree. The first
guestion was to indicate about have you ever known about NFTs as a component of luxury brands?

The measurement of the questions is (Linkert scale) considering seven points from strongly disagree
(1) to strongly agree (7).

Knowledge; it plays a crucial role in shaping the use and impact of NFTs. The level of understanding
and awareness about NFTs among creators, collectors, and the general public can significantly
influence how NFTs are utilized and perceived (Alavi & Leidner, 2001). Moreover, as NFTs continue to
evolve, it becomes increasingly important to foster and disseminate accurate and comprehensive
knowledge about the technology, its potential benefits, and any associated risks or challenges. By
doing so, we can ensure that NFTs are used ethically and responsibly, maximizing their positive impact
in the digital world. In this study, knowledge effect is measured by creation which assesses the ability
to generate innovative and original ideas or solutions, capture which evaluates the ability to
effectively acquire, gather, or comprehend information and concepts, and share which assesses the
ability to effectively communicate and disseminate information or ideas with others.

Popularity; The popularity of NFTs has skyrocketed in recent years, captivating the attention of
individuals, artists, collectors, and investors around the globe. One key factor behind the surge in
popularity is the unique nature of NFTs, which provide a novel way to establish ownership and scarcity
in the digital realm. NFTs have opened up a world of possibilities for artists, enabling them to monetize
their digital creations directly and gain recognition in a decentralized and borderless market
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(Goedegebure et al., 2022). The popularity of NFTs has also raised questions and concerns, such as
sustainability, copyright infringement, and market volatility. The future of NFTs will depend on how
these challenges are addressed and how the technology continues to evolve to meet the needs and
expectations of its users. This variable measured by aided awareness which quantifies the likelihood
of respondents recognizing or recalling information with assistance or cues, and memory of contact
gauges the probability of individuals recalling or remembering previous interactions or experiences.

Creativity; The advent of NFTs has unleashed a wave of unprecedented creativity in the digital
landscape. The unique nature of NFTs allows for the creation and sale of digital assets that were
previously difficult to monetize, such as digital art, virtual fashion, and virtual real estate (Hoffmann
et al., 2016). NFTs have become a playground for experimentation and imagination. The creative
possibilities offered by NFTs continue to evolve as artists and creators push the boundaries of what is
possible, shaping the future of digital art and cultural expression. It measured by originality which
assesses the extent to which a concept, idea, or solution is novel and unique, and the enjoyment
evaluates the level of pleasure or satisfaction experienced during the creative process.

Experience; The experience of using NFTs is a dynamic and transformative journey for both creators
and collectors alike, it allows them to showcase their work on decentralized platforms, gain
recognition, and connect directly with their audience (Alalwan et al., 2018). Moreover, NFTs offer a
new dimension of storytelling and context, allowing collectors to delve into the history and
significance of the asset they own. The experience of using NFTs brings a sense of excitement,
discovery, and connection to the digital realm. This variable measured by the satisfaction which
guantifies the level of contentment or fulfillment derived from a particular experience, skill evaluates
the level of proficiency or competence attained in a specific domain or activity, and the restintion
which quantifies the level of relaxation or rejuvenation experienced during an activity or period of
downtime.

Regulatory Support; The regulatory landscape surrounding NFTs is still evolving, with various
jurisdictions grappling to establish frameworks that address the unique characteristics and challenges
of this emerging technology (Albayati et al., 2020). Regulatory bodies are starting to recognize the
potential of NFTs and are taking steps to provide clarity and protect market participants. Striking the
right balance between fostering innovation and providing a regulatory framework that protects the
interests of all stakeholders will be crucial for the sustainable growth and acceptance of NFTs in the
broader financial and creative industries. It measured by expect which assesses individuals'
anticipated level of consistent assistance or reliability in a given context, and the enhance which is
evaluating the perceived ability to improve or optimize the consistency and effectiveness of support
received.

System Accessibility; The system accessibility of using NFTs has been a key factor in their widespread
adoption and appeal. Unlike traditional art markets or financial systems, NFTs have significantly
lowered barriers to entry, allowing anyone with an internet connection to participate (Sambhanthan
& Good, 2012). Furthermore, the programmable features of NFTs allow for dynamic and interactive
experiences, enhancing the accessibility and enjoyment for users. As the infrastructure supporting
NFTs continues to develop and evolve, the accessibility of the system will likely expand even further,
opening up new opportunities and experiences for creators and collectors alike. This variable
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measured by the privacy assesses the level of control and protection of personal information within
a system, and the available which evaluates the extent to which a system is accessible and operational
for users.

Trust; it is a fundamental aspect of using NFTs, this immutability and transparency provide a high level
of trust in the authenticity and provenance of NFTs. This trust is further bolstered by smart contracts,
which automatically execute and enforce the terms of the transaction, eliminating the need for
intermediaries and reducing the risk of fraud or disputes (Schneider, 2017). As the ecosystem evolves,
there will be a continued focus on establishing best practices, standards, and regulatory measures to
further enhance trust and protect the interests of all participants in the NFT market. It measured by
the promise and commitment which are the assess of a party to fulfill obligations and expectations,
the interest which evaluates the degree of curiosity, attention, and investment in a trusting
relationship or entity, and the safeguard to assess the perceived level of protection and security in a
trusted relationship or system.

Perceived Usefulness; The perceived usefulness of using NFTs stems from their ability to revolutionize
the way we interact with and value digital assets. NFTs have opened up new avenues for creators to
monetize their digital work, providing a direct and decentralized platform for showcasing and selling
their creations (Setyo Iriani & Lestari Andjarwati, 2020). The perceived usefulness of NFTs may vary
depending on individual perspectives and specific use cases, the overarching notion is that they offer
a transformative way to engage with and derive value from digital assets in a manner that was
previously unimaginable. It measured by the facilitate to evaluate the extent to which a system or
service aids and simplifies tasks or processes, the frequent which assesses the perceived frequency or
regularity of beneficial interactions or experiences with a system, and the provide to evaluate the
extent to which a system offers valuable and relevant features or resources.

Perceived Ease of Use; The perceived ease of use of using NFTs has played a significant role in their
widespread adoption and appeal. Minting and listing NFTs have become relatively straightforward,
with step-by-step guides and user-friendly interfaces that simplify the process (Albayati et al., 2020).
As the ecosystem continues to evolve, the perceived ease of use is likely to improve even further,
driving greater adoption and engagement with NFTs. This variable measured by expert which is the
assess the perception of proficiency and confidence in utilizing a system or product, the dynamic
evaluates the perception of flexibility and adaptability in interacting with a system or interface, and
the convenient which assesses the perception of practicality and user-friendly aspects in utilizing a
system or product.

Attitude; The attitude towards using NFTs is multifaceted and varies among different individuals and
communities. Some see NFTs as a means for artists and creators to gain recognition, and some
qguestion the long-term value and sustainability of digital assets that are based on an inherently
volatile market (Albayati et al., 2020). As the ecosystem matures and more use cases emerge, the
attitudes towards NFTs are likely to continue evolving, shaped by technological advancements,
regulatory developments, and societal attitudes towards the value of digital assets. It measured by
the positive to evaluate the degree of favorable feelings, opinions, or predispositions towards a
subject or entity, the wise to assess the perception of wisdom, discernment, or sound judgment
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towards a particular subject or entity, and the pleasant to evaluate the degree of enjoyment,
satisfaction, or positive emotional response towards a subject or entity.

Lastly, Intention to use NFTs; The behavioral intention of using NFTs revolves around the underlying
motivations and attitudes that drive individuals to engage with and participate in the NFTs ecosystem
(Sun & Wang, 2020). The behavioral intention of using NFTs is complex and can vary widely among
individuals, reflecting a combination of artistic, financial, social, and personal motivations. This
variable measured by the worthwhile to assess the perception of value, significance, or benefits
associated with pursuing a particular course of action, the planned which is evaluating the degree of
deliberate or premeditated decision to engage in a specific behavior or action, and the adoption to
assess the willingness or readiness to embrace and incorporate a new behavior, idea, or technology.
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4. RESULTS

This research was conducted on the audience who deal with luxury brand to study if the NFTs can
bring value and improve the performance of the luxury brands. The total number of samples in this
study were 129 respondents.

Data is processed according to the research objectives, namely to determine the effect of Knowledge,
Popularity, Creativity, Experience, Regularity Support, System Accessibility, through Trust, Perceived
Usefulness, Perceived Ease of Use, and depending of the mediation of Attitude, on intention to use
NFTs by using the Technology Acceptance Model (TAM) to highlight on the future of NFTs by bringing
value to the luxury brands.

4.1. UNIVARIATE ANALYSIS
Univariate analysis is an analysis conducted to determine the frequency distribution of several
demographic characteristics of the respondents, as well as the characteristics of the independent
variables (independent) and the dependent variable (dependent) in this study, which includes
demographic characteristics, as well as the categories of the observed variables, where the results of
the analysis of the variables above can be presented as following:

4.1.1. The demographic data of responses

Construct Frequency Percent
Gender
Male 70 54.3%
Female 59 45.7%
Age
<20 years old 11 8.5%
20-29 years old 63 48.8%
30-39 years old 45 34.9%
40-49 years old 6 4.7%
>= 50 years old 4 3.1%

What is your highest level of education?

High School 18 14.0%
Master's Degree 59 45.7%
Bachelor's Degree 27 20.9%
PHD 16 12.4%

Other 9 7.0%
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No

Yes

Have you ever known about NFTs as a component
of luxury brands?

50

79

38.8%

61.2%

Table 1 - demographic data of responses

Based on table 1 above, it can be seen that for the gender of the 129 respondents, there were 70

people (54.3%) male respondents, and the other 45.7% were female respondents. For the age range

of 129 respondents, there were 11 people (8.5%) who were under 20 years old, 48.8% aged between
20-29 years, 34.9% aged between 30-39 years, 4.7% aged between 40-49 years, and another 3.1%
aged 50 years and over. For the respondent's last education, 14.0% had a high school education, 45.7%
had a Master's Degree education, 20.9% had a Bachelor's Degree education, 12.4% had a PHD
education, and 7.0% had other levels of education.

4.2. RESEARCH VARIABLES

Based on the answers from 129 respondents, then obtained results for each variable namely
Knowledge (K), Popularity (P), Creativity (C), Experience (E), Regularity Support (RS), System
Accessibility (SA), on Trust (T), Perceived Usefulness (PU), Perceived Ease of Use (PEU), Attitude (A),
and intention to use NFTs (l), which can be presented as following:

Strongly Somewhat Neither
agree nor | Somewhat Strongly
Disagree Disagree Disagree disagree Agree Agree Agree Mean
Construct | n | % | n % n % n % n % n % n % valid
K1 4 131% | 6 47% | 9 7.0% | 18 | 14.0% | 36 | 27.9% | 38 | 29.5% | 18 | 14.0% 5.0310
K2 3123%| 6 47% | 15| 11.6% | 12 | 9.3% | 40 | 31.0% | 37 | 28.7% | 16 | 12.4% 4.9767
K3 3123%| 8 6.2% | 12 | 93% | 14 | 10.9% | 34 | 26.4% | 42 | 32.6% | 16 | 12.4% 5.0000
P1 6 |47% | 14 | 10.9% | 13 | 10.1% | 18 | 14.0% | 29 | 22.5% | 35 | 27.1% | 14 | 10.9% 4.6357
P2 7 | 54% |14 | 109% | 10 | 7.8% | 14 | 10.9% | 36 | 27.9% | 33 | 25.6% | 15 | 11.6% 4.6822
(o} 2 [16% | 5 39% | 9 7.0% | 11 | 85% | 30 | 23.3% | 48 | 37.2% | 24 | 18.6% 5.3411
c2 0 |00%| 5 39% | 8 6.2% | 17 | 13.2% | 27 | 20.9% | 47 | 36.4% | 25 | 19.4% 5.3798
E1l 5(13% | 9 7.0% | 7 54% | 16 | 12.4% | 32 | 24.8% | 39 | 30.2% | 21 | 16.3% 5.0310
E2 2 [16% | 7 54% | 9 7.0% | 16 | 12.4% | 30 | 23.3% | 42 | 32.6% | 23 | 17.8% 5.1938
E3 2 {16% | 10| 7.8% | 5 3.9% 8 6.2% | 37 | 28.7% | 42 | 32.6% | 25 | 19.4% 5.2791
RS 1 2 [16% | 5 39% | 6 4.7% | 26 | 20.2% | 43 | 33.3% | 27 | 20.9% | 20 | 15.5% 5.0465
RS 2 2 |16% | 4 31% | 5 39% | 24 | 18.6% | 37 | 28.7% | 34 | 26.4% | 23 | 17.8% 5.2016

16




SA1 16% | 10 | 7.8% | 8 | 6.2% |20 | 15.5% | 39 | 30.2% | 33 | 25.6% | 17 | 13.2% | , o4
SA2 0.0% | 4 | 3.1% | 5 | 3.9% [21]16.3% | 32 | 24.8% | 49 | 38.0% | 18 | 14.0% | £ 5o
T1 23%| 8 | 6.2% | 8 | 62% |17 | 13.2% |37 | 28.7% | 38 | 29.5% | 18 | 14.0% | £ 1o00
T2 0.8% | 7 | 5.4% | 5 | 3.9% [22]17.1% | 30 | 23.3% | 47 | 36.4% | 17 | 13.2% | 2 100
T3 0.8% | 6 | 47% | 8 | 62% [ 23] 17.8% | 26 | 20.2% | 39 | 30.2% | 26 | 20.2% | £ 5o
PU 1 0.0% | 4 | 3.1% | 7 | 5.4% | 18| 14.0% | 45 | 34.9% | 34 | 26.4% | 21| 16.3% | £ 0
PU2 0.0% | 5 | 3.9% | 6 | 47% [ 18] 14.0% | 35 | 27.1% | 43 | 33.3% | 22| 17.1% | £ 5o
PU 3 0.8% | 1 | 0.8% | 4 | 3.1% [ 18] 14.0% | 39 [ 30.2% | 41| 31.8% | 25 | 19.4% | £ 40
PEU 1 16% | 4 [ 31% | 5 | 3.9% | 15| 11.6% | 34 | 26.4% | 40 | 3L.0% | 29 | 22.5% | £ 4,00
PEU 2 0.0% | 1| 0.8% | 7 | 5.4% |20 15.5% | 42 | 32.6% | 37 | 28.7% | 22 | 17.1% | £ 5,4
PEU 3 0.0% | 1| 0.8% | 5 | 3.9% [23]17.8% | 32 | 24.8% | 42 | 32.6% | 26 | 20.2% | £ 4,0
Al 0.0% | 1| 0.8% | 7 | 5.4% |17 [13.2% | 41 | 31.8% | 36 | 27.9% | 27 | 20.9% | £ 4o,
A2 0.0% | 2 | 1.6% | 6 | 47% [ 20| 15.5% | 34 | 26.4% | 37 | 28.7% | 30 | 23.3% | £ 4oy
A3 0.0% | 2 | 1.6% | 5 | 3.9% | 16| 12.4% | 37 | 28.7% | 38 | 29.5% | 31 | 24.0% | £ oo
11 0.8% | 8 | 6.2% | 7 | 5.4% [ 16| 12.4% | 44 | 34.1% | 36 | 27.9% | 17 | 13.2% | 2 (o0
12 0.8% | 4 | 3.1% | 8 | 62% [ 18| 14.0% | 34 | 26.4% | 36 | 27.9% | 28 | 2L7% | £ 5o
13 0.8% | 5 | 3.9% |10 | 7.8% [ 15| 11.6% | 38 | 29.5% | 31 | 24.0% | 29 | 22.5% | £ 57 s

Table 2 - QUESTIONNAIRE ANSWER RESULTS FOR EACH VARIABLE INSTRUMENT ITEM

Based on the data in table 2 above, it is clear that the highest average is 5.52, with 29.5% agree to
think positively by using NFTs for innovation processes and productivity when dealing with luxury
brands. On the other hand, the lowest average is 4.63, with 27.1% agree that they were able to
properly try to use NFTs before.

Moreover, the results indicate for the knowledge variable from 129 responses with an average level
5.03, with 29.5% agree that they can learn how to use NFTs easily for dealing with luxury brands. Also,
the average level 4.97, and 31% of somewhat agree that to learn how to use NFTs is simple for dealing
with luxury brands. And, the average level 5.0, with 32.6% of them agree that they would have no
difficulty telling others about the results of using NFTs for dealing with luxury brands.

For the Popularity variable, average level of 4.68, with 27.9% of somewhat agree that they know
where they can go to achieve satisfaction trying out NFTs for dealing with luxury brands.
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For the Creativity variable, the average level of 5.34, with 37.2% agree that they would be a better
learner if they knew how to use NFTs for dealing with luxury brands. And, average level of 5.37, with
36.4% agree that they enjoy learning how to use NFTs for dealing with luxury brands.

For the Experience variable, the average level of 5.03, with 30.2% agree that their interaction with
NFTs would be clear and understandable. And, the average level of 5.19, with 32.6% agree that would
be easy for them to become skillful at using NFTs for dealing with luxury brands. Also, the average
level of 5.27, with 32.6% agree that they would like to be a participant member of using NFTs for
dealing with luxury brands.

For the Regularity Support variable, the average level of 5.04, with 33.3% somewhat agree that NFTs
adoption results in more efficiency for dealing with luxury brands. And, the average level of 5.20, with
28.7% somewhat agree that the portability of NFTs enhance the effectiveness of their usage for
dealing with luxury brands.

For the System Accessibility variable, the average level of 4.94, with 30.2% somewhat agree that the
dealing with NFTs is safe and secure when using personal data. And, the average level of 5.32, with
38% agree that NFTs develop creativity based alternative and new ideas on established values.

For the Trust variable, the average level of 5.03, with 29.5% agree that NFTs give the impression that
it keeps promises and commitments when dealing with luxury brands. And, the average level of 5.18,
with 36.4% agree that they believe that NFTs have their best interests in mind when dealing with
luxury brands. Also, the average level of 5.23, with 30.2% agree that NFTs have enough safeguards to
make them feel comfortable when dealing with luxury brands.

For the Perceived Usefulness variable, the average level of 5.24, with 34.9% somewhat agree that the
use of NFTs facilitate a direct interaction with luxury brands. And, the average level of 5.32, with 33.3%
agree that NFTs are frequently used for smart dealing with luxury brands. Also, the average level of
5.44, with 31.8% agree that NFTs provide useful platforms for dealing with luxury brands.

For the Perceived Ease of Use variable, the average level of 5.41, with 31% agree that experienced
person is needed whenever NFTs are used for dealing with luxury brands. And, the average level of
5.34, with 32.6% somewhat agree that NFTs are dynamic is usage for dealing with luxury brands. Also,
the average level of 5.44, with 32.6% agree that the use of NFTs is more convenient to access
information anywhere and anytime.

For the Attitude variable, the average level of 5.43, with 31.8% somewhat agree that they think
positively by using NFTs for innovation processes and productivity when dealing with luxury brands.
And, the average level of 5.45, with 28.7% agree that the using NFTs for dealing with luxury brands is
a wise idea.

For the Intention to use variable, the average level of 5.09, with 34.1% somewhat agree that they
believe it is worthwhile for them to use NFTs for dealing with luxury brands. And, the average level of
5.32, with 27.9% agree that they plan to use NFTs very often in the future for dealing with luxury
brands. Also, the average level of 5.27, with 29.5% somewhat agree that given that they have access
to NFTs when dealing with luxury brands, they predict that they would adopt it.
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4.2.1. Measurement Model Testing (Outer Model)

It is a model that specifies the relationship between latent variables and their indicators or it can be
said that the outer model defines how each indicator relates to its latent variables (Ghozali & Januarti,
2013). Following below is the output in the form of the Outer Loading value of each variable when
running PLS for the overall model.

The measurement model (outer model) shows the role of indicators in reflecting the variables formed
or shows the relationship between variables and their constituent indicators (Suryawardani, 2018).
The outer model value is the highest in each variable can interpreted as most representative indicator
variable constituent. Significance value from connection This obtained via bootstrap of 500 sub-
samples and 5% significance.

Output from model measurement on the variable Knowledge Use is reflected of the 3 item indicators
(X1.1, X1.2, X1.3), Popularity is reflected of the 2 item indicators (X2.1 and X2.2), Creativity is reflected
of the 2 item indicators (X3.1 and X3.2), Experience is reflected of the 2 item indicators (X4.1 and X4.2),
Regularity Support is reflected of the 2 item indicators (X5.1 and X5.2), System Accessibility is reflected
of the 2 item indicators (X6.1 and X6.2), Trust is reflected of the 3 item indicators (Z3.1, Z3.2, and Z3.3),
Perceived Usefulness is reflected of the 3 item indicators (Z1.1, Z1.2, and Z1.3), Perceived Ease of Use
is reflected of the 3 item indicators (Z2.1, Z2.2, and Z2.3), Attitude is reflected of the 3 item indicators
(Y1.1, 1.2, and Y1.3), and Behavioral Intention is reflected of the 3 item indicators (Y2.1, ¥2.2, and
Y2.3).

4.2.1.1. Convergent Validity Value

Validity test convergent can be measured through two criteria that is based on evaluation on outer
loading coefficient and Average Variance Extracted (AVE) value. Indicator reflexive said have
correlation with the variable being measured If have loading factor coefficient > 0.7 (Ghozali &
Januarti, 2013). According to Tomass M Hultt (2021) outer loading value 0.5-0.6 can be long enough.

Attitude i i Creativity peri K ledg! F ived Ease of Use | F ived F i Regularity support System ibility Trust
X1.1 0.585 0.628 0.602 0.794 0.928 0.591 0.628 0.709 0.670 0.658 0.660
X1.2 0.560 0.589 0.529 0.742 0.914 0.500 0.560 0.754 0.615 0.633 0.594
X1.3 0.638 0.614 0.585 0.715 0.869 0.506 0.594 0.552 0.504 0.586 0.635
X2.1 0.519 0.572 0.470 0.589 0.715 0.444 0.531 0.943 0.587 0.562 0.601
X2.2 | 0498 0518 0.472 0.642 0.691 0.480 0.566 0.950 0.598 0.591 0.639
X3.1 0.586 0.548 0.894 0.559 0.485 0.608 0.643 0.348 0.554 0514 0.532
X3.2 | 0.606 0.689 0.909 0.723 0.653 0.652 0.721 0.543 0.680 0.593 0.706
X4.1 0.590 0.599 0.639 0.846 0.747 0.508 0.600 0.585 0.597 0.636 0.592
X4.2 0.539 0.635 0.592 0.912 0.755 0.517 0.567 0.595 0.554 0.572 0.620
X4.3 0.598 0.687 0.636 0.861 0.679 0.596 0.680 0.529 0.546 0.572 0.659
X5.1 0.604 0.654 0.673 0.611 0.630 0.650 0.728 0.580 0.951 0.714 0.714
X5.2 0.558 0.636 0.630 0.618 0.625 0.589 0.730 0.609 0.947 0.723 0.683
X6.1 0.586 0.660 0.570 0.644 0.650 0.596 0.630 0.571 0.724 0.928 0.727
X6.2 0.540 0.581 0.575 0.618 0.637 0.603 0.691 0.561 0.683 0.929 0.731
211 0.660 0.691 0.724 0.641 0614 0.661 0.881 0.532 0.722 0.699 0.726
1.2 0.648 0.644 0.680 0.602 0.540 0.698 0.897 0.510 0.642 0.585 0.726
1.3 0.575 0.641 0.597 0.632 0.587 0.667 0.868 0.492 0.669 0.593 0.635
221 0.484 0.499 0.502 0.394 0.393 0.779 0.613 0.233 0.508 0.438 0.451
22.2 0.659 0.648 0.635 0.565 0.568 0.886 0.675 0.500 0.629 0.646 0.625
72.3 0.570 0.626 0.629 0.600 0.520 0.874 0.659 0.472 0.518 0.535 0.624
31 0.580 0.578 0.553 0.501 0.518 0.489 0.609 0.506 0.646 0.657 0.833
23.2 0.534 0.651 0.626 0.605 0.560 0.605 0.661 0.571 0.574 0.632 0.851
3.3 0.578 0.760 0.585 0.715 0.694 0.632 0.741 0.595 0.657 0.711 0.869
Y1.1 0.952 0.654 0.610 0.608 0.624 0.655 0.692 0.522 0.618 0.586 0.626
Y1.2 0.963 0.640 0.617 0.610 0.602 0.646 0.652 0.508 0.582 0.563 0.638
Y1.3 0.930 0.696 0.654 0.660 0.645 0.634 0.684 0.496 0.543 0.574 0.623
Y21 0.535 0.881 0.530 0.582 0.526 0.621 0619 0.443 0.600 0.628 0.661
Y2.2 0.679 0.923 0.679 0.723 0.672 0.635 0.686 0.577 0.598 0.577 0.730
Y2.3 0.692 0.943 0.667 0.703 0.644 0.677 0.740 0.546 0.670 0.638 0.751

Table 3 — CROSS LOADING
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Based on the outer loading for Knowledge, it is known that all three indicators have more outer
loading big of 0.7 with p values < 0.05, so can concluded that all three indicators from the Knowledge
variable meets convergent validity, meaning that it is good at measuring the Knowledge Variable. The
X1.1 indicator is known has an outer loading factor the largest is 0.928, and the X1.3 indicator has a
smallest outer loading factor i.e. 0.869.

Based on the outer loading for Popularity, it is known that both indicators have more outer loading
big of 0.7 with p values < 0.05, so can concluded that both indicators from the Popularity variable
meets convergent validity, meaning that it is good at measuring the Popularity variable. The X2.2
indicator is known has an outer loading factor the largest is 0.950, and the X2.1 indicator has a smallest
outer loading factor that is 0.943.

Based on the outer loading for Creativity, it is known that both indicators have more outer loading big
of 0.7 with p values < 0.05, so can concluded that both indicators from the Creativity variable meets
convergent validity, meaning that it is good at measuring the Creativity variable. The X3.2 indicator is
known has an outer loading factor the largest is 0.909, and the X3.1 indicator has a smallest outer
loading factor that is 0.894.

Based on the outer loading for Experience, it is known that all three indicators have more outer
loading big of 0.7 with p values < 0.05, so can concluded that all three indicators from the Experience
variable meets convergent validity, meaning that it is good at measuring the Experience variable. The
X4.2 indicator is known has an outer loading factor the largest is 0.912, and the X4.1 indicator has a
smallest outer loading factor that is 0.846.

Based on the outer loading for Regularity Support, it is known that both indicators have more outer
loading big of 0.7 with p values < 0.05, so can concluded that both indicators from the Regularity
support variable meets convergent validity, meaning that it is good at measuring the Regularity
support variable. The X5.1 indicator is known has an outer loading factor the largest is 0.951, and the
X5.2 indicator has a smallest outer loading factor that is 0.947.

Based on the outer loading for System Accessibility, it is known that both indicators have more outer
loading big of 0.7 with p values < 0.05, so can concluded that both indicators from the System
accessibility variable meets convergent validity, meaning that it is good at measuring the System
accessibility variable. The X6.2 indicator is known has an outer loading factor the largest is 0.929, and
the X6.1 indicator has a smallest outer loading factor that is 0.928.

Based on the outer loading for Trust, it is known that all three indicators have more outer loading big
of 0.7 with p values < 0.05, so can concluded that all three indicators from the Trust variable meets
convergent validity, meaning that it is good at measuring the Trust variable. The Z3.3 indicator is
known has an outer loading factor the largest is 0.869, and the Z3.1 indicator has a smallest outer
loading factor that is 0.833.

Based on the outer loading for Perceived Usefulness, it is known that all three indicators have more
outer loading big of 0.7 with p values < 0.05, so can concluded that all three indicators from the
Perceived Usefulness variable meets convergent validity, meaning that it is good at measuring the
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Perceived Usefulness variable. The Z1.2 indicator is known has an outer loading factor the largest is
0.987, and the Z1.3 indicator has a smallest outer loading factor that is 0.868.

Based on the outer loading for Perceived Ease of Use, it is known that all three indicators have more
outer loading big of 0.7 with p values < 0.05, so can concluded that all three indicators from the
Perceived Ease of Use variable meets convergent validity, meaning that it is good at measuring the
Perceived Ease of Use variable. The Z2.2 indicator is known has an outer loading factor the largest is
0.886, and the Z2.1 indicator has a smallest outer loading factor that is 0.779.

Based on the outer loading for Attitude, it is known that all three indicators have more outer loading
big of 0.7 with p values < 0.05, so can concluded that all three indicators from the Attitude variable
meets convergent validity, meaning that it is good at measuring the Attitude variable. The Y1.2
indicator is known has an outer loading factor the largest is 0.963, and the Y1.3 indicator has a smallest
outer loading factor that is 0.930.

Based on the outer loading for Intention to use NFTs, it is known that all three indicators have more
outer loading big of 0.7 with p values < 0.05, so can concluded that all three indicators from the
Intention to use NFTs variable meets convergent validity, meaning that it is good at measuring the
Intention use NFTs variable. The Y2.3 indicator is known has an outer loading factor the largest is
0.943, and the Y2.1 indicator has a smallest outer loading factor that is 0.881.

4.2.1.2. Discriminant Value (Discriminant Validity)

It will be tested by looking at the average variance extracted (AVE) root value for each construct and
comparing it to the correlation between constructs.

The discriminant validity test is used to see whether an indicator of a certain latent variable is really
different from indicators of other latent variables, so that the indicator is considered appropriate to
explain the latent variable. Discriminant validity testing is done by comparing values average variance
extracted (AVE) with 0.5.

To check the discriminant validity value is with evaluate validity from construct based on AVE value,
where a good model is required if AVE each construct value bigger from 0.5.

Average Variance

Extracted (AVE)
Knowledge 0.817
Popularity 0.896
Creativity 0.812
Experience 0.763
Regularity support 0.900
System accessibility 0.863
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Perceived Usefulness 0.778
Perceived Ease of Use 0.719
Trust 0.725
Attitude 0.900
Intention to use NFTs 0.839

Table 4 — AVERAGE VARIANCE EXTRACTED (AVE)

Based on the output results, the AVE value for each construct is greater than 0.5, so it can be
concluded that the Knowledge, Popularity, Creativity, Experience, Regularity Support, System
Accessibility, Trust, Perceived Usefulness, Perceived Ease of Use, Attitude, and Intention to use NFTs
constructs are good models, so all construct in the estimated model fulfil criteria discriminant validity.

4.2.1.3. Composite Reliability

The third part of the outer model is to test the composite reliability. Composite reliability tests the
reliability value between the indicator blocks of the constructs that form them. The construct is
declared reliable if the value of composite reliability or Cronbach alpha is above 0.7. The following is
a table of composite reliability output results from PLS:

Construct Con:lpo‘s'ite
Reliability
Knowledge 0.931
Popularity 0.945
Creativity 0.896
Experience 0.906
Regularity support 0.948
System accessibility 0.926
Perceived Usefulness 0.913
Perceived Ease of Use 0.884
Trust 0.888
Attitude 0.964
Intention to use NFTs 0.940

Table 5— COMPOSITE RELIABILITY

Composite reliability is good if the value is above 0.70. Based on the table above, it can be seen that
the Composite reliability value for the Knowledge is 0.931, Popularity is 0.945, Creativity is 0.896,
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Experience is 0.906, Regularity Supportis 0.948, System Accessibility is 0.926, Trust is 0.888, Perceived
Usefulness is 0.913, Perceived Ease of Use is 0.884, Attitude is 0.964, and Intention to use NFTs is
0.940, where the value of Composite reliability is the 11th construct in the model all are greater than
0.70, so it can be said that the measurement model or the outer model with reflexive indicators has a
very high level of validation. Because the validity of an indicator can be known for its loading value,
for exploratory research 0.5 to 0.6 is considered sufficient (Chin Wynne W. et al, 1996). Thus, it can

be said that the mentioned indicators are really reinforce each other's latent variables or are really
able to measure their latent variables.

4.3. HYPOTHESIS TESTING

Testing is done by t-statistic, when obtained t- statistic > t-table, then concluded significantly, and vice
versa. When the results of testing hypothesis on models outer significantly, it indicates that the
indicator is viewed can be used as a measuring instrument latent variable. Meanwhile, when the test

results in inner models is significant, it means that there is a significant effect of latent variables to
other latent variables.
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4.3.1. Influence direct effect from exogenous variables to endogenous variables

It shows the magnitude influence direct from exogenous to endogenous without involve mediating

variables.
Original Sample Mean Star‘1da-|rd T Statistics
sample (0) M) Deviation (/0/STDEV/) P Values
(STDEV)

Attitude -> Intention to use NFTs 0.700 0.701 0.037 18.892 <0.001
Creativity -> Perceived Ease of Use 0.607 0.615 0.066 9.223 < 0.001
Experience -> Perceived Usefulness 0.503 0.498 0.127 3.954 <0.001
Experience -> Trust 0.280 0.275 0.075 3.713 <0.001
Knowledge -> Perceived Usefulness 0.117 0.131 0.183 0.642 0.521
Perceived Ease of Use -> Attitude 0.287 0.288 0.080 3.595 < 0.001
Perceived Usefulness -> Attitude 0.327 0.335 0.103 3.187 0.002
Popularity -> Perceived Ease of Use 0.187 0.183 0.079 2.379 0.018
Popularity -> Perceived Usefulness 0.165 0.164 0.081 2.033 0.043
Regularity support -> Trust 0.246 0.252 0.101 2.446 0.015
System accessibility -> Trust 0.408 0.410 0.106 3.855 <0.001
Trust -> Attitude 0.211 0.204 0.085 2.466 0.014

Table 6 — Influence of direct effect

The inner model estimation results for the direct effect between Attitudes to Intentions to use NFTs
shows a p value of < 0.001, which it can conclude that there is significant direct effect between
Attitudes to Intention to use NFTs of 0.700. The positive influence between Attitudes to Intentions to
use NFTs can be interpreted that the better of Attitudes, then it will increase Intention to use NFTs.
And vice versa, the less good the attitude, then it will decrease Intention to use NFTs.

The inner model estimation results for the direct effect between Creativity to Perceived Ease of Use
shows a p value of < 0.001, which it can conclude that there is significant direct effect between
Creativity to Perceived Ease of Use of 0.607. The positive influence between Creativity to Perceived
Ease of Use can be interpreted that the better of Creativity, then it will increase Perceived Ease of Use.
And vice versa, the less good of Creativity, then it will decrease Perceived Ease of Use.

The inner model estimation results for the direct effect between Experience to Perceived Usefulness
shows a p value of < 0.001, which it can conclude that there is significant direct effect between
Experience to Perceived Usefulness of 0.503. The positive influence between Experience to Perceived
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Usefulness can be interpreted that the better of Experience, then it will increase Perceived Usefulness.
And vice versa, the less good of Experience, then it will decrease Perceived Usefulness.

The inner model estimation results for the direct effect between Experience to Trust shows a p value
of <0.001, which it can conclude that there is significant direct effect between Experience to Trust of
0.280. The positive influence between Experience to Trust can be interpreted that the better of
Experience, then it will increase Trust. And vice versa, the less good of Experience, then it will decrease
Trust.

The inner model estimation results for the direct effect between Knowledge to Perceived Usefulness
shows a p value of 0.521, where the value is greater of alpha 0.05, so it can conclude that direct effect
between Knowledge to Perceived Usefulness is not significant, because has a weak influence i.e.
0.117. In other words, the better or less good Knowledge does not influence to increase or decrease
in Perceived Usefulness.

The inner model estimation results for the direct effect between Perceived Ease of Use to Attitude
shows a p value of < 0.001, which it can conclude that there is significant direct effect between
Perceived Ease of Use to Attitude of 0.287. The positive influence between Perceived Ease of Use to
Attitude can be interpreted that the better of Perceived Ease of Use, then it will increase Attitude.
And vice versa, the less good of Perceived Ease of Use, then it will decrease Attitude.

The inner model estimation results for the direct effect between Perceived Usefulness to Attitude
shows a p value of 0.002, which it can conclude that there is significant direct effect between
Perceived Usefulness to Attitude of 0.327. The positive influence between Perceived Usefulness can
be interpreted that the better of Usefulness, then it will increase Attitude. And vice versa, the less
good of Usefulness, then it will decrease Attitude.

The inner model estimation results for the direct effect between Popularity to Perceived Ease of Use
shows a p value of 0.018, which it can conclude that there is significant direct effect between
Popularity to Perceived Ease of Use of 0.187. The positive influence between Popularity to Perceived
Ease of Use can be interpreted that the better of Popularity, then it will increase Perceived Ease of
Use. And vice versa, the less good of Popularity, then it will decrease Perceived Ease of Use.

The inner model estimation results for the direct effect between Popularity to Perceived Usefulness
shows a p value of 0.043, which it can conclude that there is significant direct effect between
Popularity to Perceived Usefulness of 0.165. The positive influence between Popularity to Perceived
Usefulness can be interpreted that the better of Popularity, then it will increase Perceived Usefulness.
And vice versa, the less good of Popularity, then it will decrease Perceived Usefulness.

The inner model estimation results for the direct effect between Regularity support to Trust shows a
p value of 0.015, which it can conclude that there is significant direct effect between Regularity
support to Trust of 0.246. The positive influence between Regularity support to Trust can be
interpreted that the better of Regularity support, then it will increase Trust. And vice versa, the less
good of Regularity support, then it will decrease Trust.
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The inner model estimation results for the direct effect between System accessibility to Trust shows
a p value of < 0.001, which it can conclude that there is significant direct effect between System
accessibility to Trust of 0.408. The positive influence between System accessibility to Trust can be
interpreted that the better of System accessibility, then it will increase Trust. And vice versa, the less
good of System accessibility, then it will decrease Trust.

The inner model estimation results for the direct effect between Trust to Attitude shows a p value of
0.014, which it can conclude that there is significant direct effect between Trust to Attitude of 0.211.
The positive influence between Trust to Attitude can be interpreted that the better of Trust, then it
will increase Attitude. And vice versa, the less good of Trust, then it will decrease Attitude.

4.3.2. Influence of indirect effect from exogenous to endogenous variables

This indirect effect shows the magnitude of the direct influence of exogenous on endogenous
variables by involving mediating variables.

Original | Sample | Standard .
L. T Statistics
Sample | Mean Deviation P Values
(10/STDEV])
(0) (M) (STDEV)
Creativity -> Perceived Ease of Use -> Attitude 0.174 0.178 0.056 3.133 0.002
Popularity -> Perceived Ease of Use -> Attitude 0.054 0.052 0.027 2.005 0.046
Experience -> Perceived Usefulness -> Attitude 0.165 0.167 0.068 2.437 0.015
Knowledge -> Perceived Usefulness -> Attitude 0.038 0.046 0.066 0.580 0.562
Popularity -> Perceived Usefulness -> Attitude 0.054 0.055 0.032 1.678 0.094
Experience -> Trust -> Attitude 0.059 0.057 0.031 1.927 0.055
Regularity support -> Trust -> Attitude 0.052 0.050 0.029 1.806 0.072
System accessibility -> Trust -> Attitude 0.086 0.084 0.043 1.993 0.047
Creativity -> Perceived Ease of Use -> Attitude ->
. 0.122 0.125 0.040 3.031 0.003
Intention to use NFTs
Perceived Ease of Use -> Attitude -> Intention to use
0.201 0.202 0.057 3.507 <0.001
NFTs
Popularity -> Perceived Ease of Use -> Attitude ->
. 0.038 0.037 0.019 1.994 0.047
Intention to use NFTs
Experience -> Perceived Usefulness -> Attitude ->
. 0.115 0.117 0.049 2.352 0.019
Intention to use NFTs
Knowledge -> Perceived Usefulness -> Attitude ->
. 0.027 0.032 0.047 0.569 0.570
Intention to use NFTs
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Perceived Usefulness -> Attitude -> Intention to use

0.229 0.236 0.075 3.034 0.003
NFTs
Popularity -> Perceived Usefulness -> Attitude ->

i 0.038 0.038 0.023 1.658 0.098

Intention to use NFTs
Experience -> Trust -> Attitude -> Intention to use

0.041 0.040 0.022 1.889 0.059
NFTs
Regularity support -> Trust -> Attitude -> Intention to

0.036 0.035 0.020 1.794 0.073
use NFTs
Trust -> Attitude -> Intention to use NFTs 0.148 0.143 0.061 2.425 0.016
System accessibility -> Trust -> Attitude -> Intention

0.060 0.059 0.031 1.961 0.050
to use NFTs

Table 7— Influence of indirect effect

The path coefficient value for the indirect effect between Creativity through Perceived Ease of Use on
Attitude is 0.174 indicating a p value of 0.002 which it can be concluded that the indirect effect
between Creativity through Perceived Ease of Use on Attitude is significant. In other words, the better
Creativity is, it will affect the increase in Perceived Ease of Use, so that with an increase in Perceived
Ease of Use it will increase Attitude. And vice versa, the less good Creativity is, it will affect the
decrease in Perceived Ease of Use, so that with a decrease in Perceived Ease of Use it will also decrease
Attitude.

The path coefficient value for the indirect effect between Popularity through Perceived Ease of Use
on Attitude is 0.054 indicating a p value of 0.046 which it can be concluded that the indirect effect
between Popularity through Perceived Ease of Use on Attitude is significant. In other words, the better
Popularity is, it will affect the increase in Perceived Ease of Use, so that with an increase in Perceived
Ease of Use it will increase Attitude. And vice versa, the less good Popularity is, it will affect the
decrease in Perceived Ease of Use, so that with a decrease in Perceived Ease of Use it will also decrease
Attitude.

The path coefficient value for the indirect effect between Experience through Perceived Usefulness
on Attitude is 0.165 indicating a p value of 0.015 which it can be concluded that the indirect effect
between Experience through Perceived Usefulness on Attitude is significant. In other words, the better
Experience is, it will affect the increase in Perceived Usefulness, so that with an increase in Perceived
Usefulness it will increase Attitude. And vice versa, the less good Experience is, it will affect the
decrease in Perceived Usefulness, so that with a decrease in Perceived Usefulness it will also decrease
Attitude.

The path coefficient value for the indirect effect between Knowledge on Attitude through Perceived
Usefulness as the intervening variable is 0.038 indicating a p value of 0.562 which it can be concluded
that the indirect effect between Knowledge on Attitude through Perceived Usefulness as the
intervening variable is not significant. In other words, the high or low of Knowledge will not affect the
high or low of Perceived Usefulness, so this will not affect the high or low of Attitude either.
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The path coefficient value for the indirect effect between Popularity on Attitude through Perceived
Usefulness as the intervening variable is 0.054 indicating a p value of 0.094 which it can be concluded
that the indirect effect between Popularity on Attitude through Perceived Usefulness as the
intervening variable is not significant. In other words, the high or low of Popularity will not affect the
high or low of Perceived Usefulness, so this will not affect the high or low of Attitude either.

The path coefficient value for the indirect effect between Experience on Attitude through Trust as the
intervening variable is 0.059 indicating a p value of 0.055 which it can be concluded that the indirect
effect between Experience on Attitude through Trust as the intervening variable is not significant. In
other words, the high or low of Experience will not affect the high or low of Trust, so this will not affect
the high or low of Attitude either.

The path coefficient value for the indirect effect between Regularity support on Attitude through Trust
as the intervening variable is 0.052 indicating a p value of 0.072 which it can be concluded that the
indirect effect between Regularity support on Attitude through Trust as the intervening variable is not
significant. In other words, the high or low of Regularity support will not affect the high or low of Trust,
so this will not affect the high or low of Attitude either.

The path coefficient value for the indirect effect between System accessibility through Trust on
Attitude is 0.086 indicating a p value of 0.047 which it can be concluded that the indirect effect
between System accessibility through Trust on Attitude is significant. In other words, the better
System accessibility is, it will affect the increase in Trust, so that with an increase in Trust it will
increase Attitude. And vice versa, the less good System accessibility is, it will affect the decrease in
Trust, so that with a decrease in Trust it will also decrease Attitude.

The path coefficient value for the indirect effect between Creativity through Perceived Ease of Use
and Attitude on Intention to use NFTs is 0.122 indicating a p value of 0.003 which it can be concluded
that the indirect effect between Creativity through Perceived Ease of Use and Attitude on Intention
to use NFTs is significant. In other words, the better Creativity is, it will affect the increase in Perceived
Ease of Use and Attitude, so it will increase Intention to use NFTs. And vice versa, the less good
Creativity is, it will affect the decrease in Perceived Ease of Use and Attitude, so it will also decrease
Intention to use NFTs.

The path coefficient value for the indirect effect between Perceived Ease of Use through Attitude on
Intention to use NFTs is 0.201 indicating a p value of 0.000 which it can be concluded that the indirect
effect between Perceived Ease of Use through Attitude on Intention to use NFTs is significant. In other
words, the better Perceived Ease of Use is, it will affect the increase in Attitude, so that with an
increase in Attitude it will increase Intention to use NFTs. And vice versa, the less good Perceived Ease
of Use is, it will affect the decrease in Attitude, so that with a decrease in Attitude it will also decrease
Intention to use NFTs.

The path coefficient value for the indirect effect between Popularity through Perceived Ease of Use
and Attitude on Intention to use NFTs is 0.038 indicating a p value of 0.047 which it can be concluded
that the indirect effect between Popularity through Perceived Ease of Use and Attitude on Intention
to use NFTs is significant. In other words, the better Popularity is, it will affect the increase in Perceived
Ease of Use and Attitude, so it will increase Intention to use NFTs. And vice versa, the less good
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Popularity is, it will affect the decrease in Perceived Ease of Use and Attitude, so that with a decrease
in Perceived Ease of Use and Attitude it will also decrease Intention to use NFTSs.

The path coefficient value for the indirect effect between Experience through Perceived Usefulness
and Attitude on Intention to use NFTs is 0.115 indicating a p value of 0.019 which it can be concluded
that the indirect effect between Experience through Perceived Usefulness and Attitude on Intention
to use NFTs is significant. In other words, the better Experience is, it will affect the increase in
Perceived Usefulness and Attitude, so that with an increase in Perceived Usefulness and Attitude it
will increase Intention to use NFTs. And vice versa, the less good Experience is, it will affect the
decrease in Perceived Usefulness and Attitude, so that with a decrease in Perceived Usefulness and
Attitude it will also decrease Intention to use NFTs.

The path coefficient value for the indirect effect between Knowledge on Intention to use NFTs through
Perceived Usefulness and Attitude as the intervening variable is 0.027 indicating a p value of 0.570
which is greater than 0.05, so it can be conclude that the indirect effect between Knowledge on
Intention to use NFTs through Perceived Usefulness and Attitude as the intervening variable is not
significant. In other words, the high or low of Knowledge will not affect the high or low of Perceived
Usefulness and Attitude, so this will not affect the high or low of Intention to use NFTs either.

The path coefficient value for the indirect effect between Perceived Usefulness through Attitude on
Intention to use NFTs is 0.229 indicating a p value of 0.003 which it can be concluded that the indirect
effect between Perceived Usefulness through Attitude on Intention to use NFTs is significant. In other
words, the better Perceived Usefulness is, it will affect the increase in Attitude, so that with an
increase in Attitude it will increase Intention to use NFTs. And vice versa, the less good Perceived
Usefulness is, it will affect the decrease in Attitude, so that with a decrease in Attitude it will also
decrease Intention to use NFTs.

The path coefficient value for the indirect effect between Popularity on Intention to use NFTs through
Perceived Usefulness and Attitude as the intervening variable is 0.038 indicating a p value of 0.098
which is greater than 0.05, so it can be concluded that the indirect effect between Popularity on
Intention to use NFTs through Perceived Usefulness and Attitude as the intervening variable is not
significant. In other words, the high or low of Popularity will not affect the high or low of Perceived
Usefulness and Attitude, or even of Intention to use NFTs either.

The path coefficient value for the indirect effect between Experience on Intention to use NFTs through
Trust and Attitude as the intervening variable is 0.041 indicating a p value of 0.059 which is greater
than 0.05, so it can be concluded that the indirect effect between Experience on Intention to use NFTs
through Trust and Attitude as the intervening variable is not significant. In other words, the high or
low of Experience will not affect the high or low of Trust and Attitude, or Intention to use NFTs either.

The path coefficient value for the indirect effect between Regularity support on Intention to use NFTs
through Trust and Attitude as the intervening variable is 0.036 indicating a p value of 0.073 which is
greater than 0.05, so it can be concluded that the indirect effect between Regularity support on
Intention to use NFTs through Trust and Attitude as the intervening variable is not significant. In other
words, the high or low of Regularity support will not affect the high or low of Trust and Attitude, and
Intention to use NFTs either.
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The path coefficient value for the indirect effect between Trust through Attitude on Intention to use
NFTs is 0.148 indicating a p value of 0.016 which it can be concluded that the indirect effect between
Trust through Attitude on Intention to use NFTs is significant. In other words, the better Trust is, it will
affect the increase in Attitude, so that with an increase in Attitude it will increase Intention to use
NFTs. And vice versa, the less good Trust is, it will affect the decrease in Attitude, so that with a
decrease in Attitude it will also decrease Intention to use NFTs.

The path coefficient value for the indirect effect between System accessibility on Intention to use NFTs
through Trust and Attitude as the intervening variable is 0.060 indicating a p value of 0.050 which is
greater than 0.05, so it can be concluded that the indirect effect between System accessibility on
Intention to use NFTs through Trust and Attitude as the intervening variable is not significant. In other
words, the high or low of System accessibility will not affect the high or low of Trust and Attitude, or
Intention to use NFTs either.

4.4. STRUCTURAL MODEL TESTING (INNER MODEL)

Evaluation of the model using R-square (R 2) for the dependent construct. The R-square value reflects
the predictive power of the entire model (Falk, 2014) with the limitation that the R-square value is
greater than 0.10 or greater than 10 percent (or the goodness-fit of the model). Based on data
processing with PLS, the value of the coefficient of determination (R-square) is generated as follows:

R Square
Attitude 0.568
Intention to use NFTs 0.490
Perceived Ease of Use 0.516
Perceived Usefulness 0.530
Trust 0.702

Table 8 — R-square value

Based on the model it is known that the R-square for Attitude is 0.568, which means that Attitude is
influenced by Perceived Usefulness, Perceived Ease of Use, Perceived Risk, and Trust of 56.8 %. While
the other 43.2%. influenced by other factors.

The R-square for Intention to use NFTs is 0.490, which means that Intention to use NFTs is influenced
by Attitude of 49.0 %. While the other 51.0%. influenced by other factors.

The R-square for Perceived Ease of Use is 0.516, which means that Perceived Ease of Use is influenced
by Popularity and Creativity of 51.6%. While the other 48.4%. influenced by other factors.

The R-square for Perceived Usefulness is 0.530, which means that Perceived Usefulness is influenced
by Knowledge, Popularity, and Experience of 53.0%. While the other 47.0%. influenced by other
factors.
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The R-square for Trust is 0.702, which means that Trust is influenced by Experience, Regularity
Support, and System Accessibility of 70.2%. While the other 29.8%. influenced by other factors.

Meanwhile for Knowledge, Popularity, Creativity, Experience, Regularity Support, System Accessibility
are independent variables that affect the dependent variable, so they don't have an R square.

The goodness of fit in PLS can be seen from the Q 2 value. The Q 2 value has the same meaning as the
coefficient of determination (R- square / R 2) in the regression analysis. The higher R 2, the model can
be said to be more fit with the data. A Q-Square value greater than 0 (zero) indicates that the model
has predictive relevance, while a Q-Square value less than 0 (zero) indicates that the model lacks
predictive relevance (Ghozali & Januarti, 2013). From the model above, it can be seen the value of Q
2 as follows:

2value=1-(1-R21)(1-R22) (1-R23) ... (1 =R 2n)
=1-(1- 0.568) (1-0.490) (1-0.516) (1-0.530) (1-0.702)
=1-0.0149=0.9851 =98.51%

In this research model the Q -square value (Q 2) generated in the overall model equation is 98.51%,
which is of very high value, so this means that the structural model has very high predictive relevance,
the model is classified as very good and feasible to be used in predictions.
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5. CONCLUSION

The research intends to understand how NFTs bring value to the luxury brands. It is unique for the
topic under discussion, whereas NFTs bring immense value to luxury brands in the digital landscape,
offering unique opportunities for engagement, monetization, and brand differentiation.

Moreover, NFTs allow luxury brands to connect with the younger, digitally native audience. By
embracing NFTs, luxury brands can offer innovative and immersive digital experiences that resonate
with the preferences and behaviours of this tech-savvy demographic. This engagement can lead to
increased brand relevance, customer retention, and market expansion.

Through the conclusions researched by this research through the study of the mentioned variables
noted that they have a positive effect on the behavioural intentions to use NFTs to bring value to the
luxury brands, offering unique opportunities for brand differentiation, engagement, and
monetization.

In summary, NFTs bring immense value to luxury brands as digital images, enabling brand
differentiation, engagement, and monetization in the digital landscape. By leveraging NFT technology,
luxury brands can create exclusive, visually captivating artworks that resonate with their audience,
collaborate with digital artists, ensure authenticity, and tap into new revenue streams. Embracing
NFTs as digital images allows luxury brands to stay at the forefront of digital innovation and connect
with consumers in a visually compelling and technologically advanced manner.
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6. LIMITTION AND FUTURE RESEARCH

This research helps to fill the large gap in the literature on how can NFTs bring value to the luxury
brands. The main contribution of the current study is to investigate the effect of non-independent
factors on the behavioral intention. Despite, the legal and intellectual property considerations
surrounding NFTs remain a complex and evolving area. Luxury brands must ensure that their NFT
initiatives comply with intellectual property laws and that proper licensing and rights management
are in place. As the legal landscape continues to evolve, luxury brands need to stay informed and
adapt their strategies accordingly to protect their brand assets and avoid potential legal issues.

In order to further explore the value of NFTs for luxury brands, there are several avenues for future
research. Firstly, examining consumer perceptions and behaviors towards luxury brand NFTs would
provide valuable insights into the acceptance and adoption of these digital assets. Understanding how
consumers perceive the value, authenticity, and desirability of luxury brand NFTs would help brands
tailor their strategies and offerings to better meet consumer expectations.

Another area of research could focus on the impact of NFT collaborations with digital artists on brand
image and customer engagement. Investigating the effects of these collaborations on brand
perception, customer loyalty, and the overall brand narrative would provide valuable insights for
luxury brands considering partnerships with digital artists in the NFT space.
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Appendix A: Measures

Constructs Items Questions References
Knowledge K1 | can learn how to use NFTs easily for | (Robinson et
dealing with luxury brands al., 2004)
K2 Learn how to use NFTs is simple for | (Ashrafzadeh
dealing with luxury brands & Sayadian,
2015)
K3 | would have no difficulty telling others | (Ashrafzadeh
about the results of using NFTs for | & Sayadian,
dealing with luxury brands 2015)
Popularity P1 Before deciding whether to use NFTs, | | (Ashrafzadeh
was able to properly try it out & Sayadian,
2015)
P2 | know where | can go to achieve | (Ashrafzadeh
satisfaction trying out NFTs for dealing | & Sayadian,
with luxury brands 2015)
Creativity c1 I would be a better learner if | knew how | (Reyna &
to use NFTs for dealing with luxury | Mejer, 2018)
brands
Cc2 | enjoy learning how to use NFTs for | (Reyna &
dealing with luxury brands Meier, 2018)
Experience El My interaction with NFTs would be clear | (Lewis & Hf,
and understandable 2019)
E2 It would be easy for me to become | (Lewis & Hf,
skillful at using NFTs for dealing with | 2019)
luxury brands
E3 | would like to be a participant member | (Ottenbreit-
of using NFTs for dealing with luxury | Leftwichetal.,
brands 2015)
Regularity RS1 NFTs adoption results in more efficiency | (Gholami et
Support for dealing with luxury brands al., 2018)
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RS2 Portability of NFTs enhance the | (Samuel et al.,
effectiveness of their usage for dealing | 2018)
with luxury brands
System SA1 Dealing with NFTs is safe and secure | (Ottenbreit-
Accessibility when using personal data. Leftwich etal.,
2015)
SA2 NFTs develop creativity based | (Ottenbreit-
alternative and new ideas on | Leftwichetal.,
established values. 2015)
Trust T1 NFTs give the impression that it keeps | (Tang &
promises and commitments when | Hanh
dealing with luxury brands. Nguyen
2013)
T2 | believe that NFTs have my best | (Tang &
interests in mind when dealing with | Hanh
luxury brands. Nguyen
2013)
T3 NFTs have enough safeguards to make | (Balaskas et
me feel comfortable when dealing with | al., 2022)
luxury brands.
Perceived PU1 The use of NFTs facilitate a direct | (Austermann
Usefulness interaction with luxury brands. & Mertins,
2014b)
PU2 NFTs are frequently used for smart | (Austermann
dealing with luxury brands. & Mertins,
2014b)
PU3 NFTs provide wuseful platforms for | (Austermann
dealing with luxury brands. & Mertins,
2014b)
Perceived Ease PEU1 Experienced person is needed | (Austermann
of Use whenever NFTs are used for dealing] &  Mertins,
with luxury brands 2014b)
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PEU2 NFTs are dynamic is usage for dealing | (Austermann
with luxury brands. & Mertins,

2014b)

PEU3 The use of NFTs is more convenient to | (Austermann
access information anywhere and | &  Mertins,
anytime. 2014b)

Attitude Al | think positively by using NFTs for | (Austermann
innovation processes and productivity | & Mertins,
when dealing with luxury brands 2014b)

A2 Using NFTs for dealing with luxury | (Austermann
brands is a wise idea. & Mertins,
2014b)
A3 Using NFTs for dealing with luxury | (Alzahrani et
brands is pleasant. al., 2019)
Intention to use 11 | believe it is worthwhile for me to use | (Alzahrani et
NFTs NFTs for dealing with luxury brands. al., 2019)
12 | plan to use NFTs very often in the | (Alzahrani et
future for dealing with luxury brands. al., 2019)
13 Given that | have access to NFTs when | (Austermann
dealing with luxury brands, | predictthat | &  Mertins,
| would adopt it. 2014b)
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APPENDIX B: MODERATORS

Demographics

Constructs Question Items Answers
Have you ever known about NFTs as a Yes
component of luxury brands?
Awareness No
Male
What is your gender? Female

Prefer not to say

What is your age?

Numerical values input

What is your highest level of education?

High school
Bachelor’s degree
Master’s degree
PHD

Other
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