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ANALISIS MODEL PENERIMAAN TEKNOLOGI METAVERSE 

SEBAGAI MEDIA PEMASARAN INDUSTRI OTOMOTIF 

ABSTRAK 

Oleh 

Herdi Heryadi 

Penelitian ini bertujuan untuk menganalisis model penerimaan teknologi 

metaverse sebagai media pemasaran dalam industri otomotif, dengan fokus pada 

kolaborasi antara Metanesia dan Honda. Metode yang digunakan adalah metode 

Structural Equation Model (SEM) dengan menggunakan software Smart-PLS. 

Variabel yang diukur meliputi inovasi teknologi, persepsi kegunaan, persepsi 

kemudahan, dan niat perilaku untuk menggunakan teknologi tersebut. Data 

dikumpulkan melalui survei dengan sampel sebanyak 125 responden pengguna 

Metanesia yang pernah berinteraksi dengan Honda Metaworld. 

Hasil penelitian menunjukkan bahwa inovasi teknologi memiliki pengaruh 

signifikan terhadap persepsi kegunaan dan persepsi kemudahan, yang kemudian 

mempengaruhi niat untuk menerima teknologi metaverse. Namun, penelitian ini 

juga menemukan bahwa hubungan antara inovasi teknologi dan niat perilaku 

secara langsung tidak signifikan. Hal ini menunjukkan bahwa inovasi teknologi 

membutuhkan mediasi dari persepsi kegunaan dan persepsi kemudahan untuk 

mempengaruhi niat penerimaan secara efektif. Penelitian ini memberikan 

kontribusi dalam memahami faktor-faktor yang mempengaruhi penerimaan 

teknologi metaverse di industri otomotif, khususnya melalui platform Metanesia 

yang digunakan oleh Honda untuk kegiatan pemasaran. Penelitian ini juga 

menyoroti pentingnya kemudahan penggunaan dan persepsi kegunaan sebagai 

determinan kunci dalam adopsi teknologi baru. Temuan ini relevan bagi 

pengembang teknologi dan pemasar dalam merancang sistem dan kampanye yang 

lebih efektif. 

Kata Kunci: Metaverse, Metanesia, Model Penerimaan Teknologi, Inovasi 

Teknologi, Persepsi Kegunaan, Persepsi Kemudahan  
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ANALYSIS OF THE ACCEPTANCE MODEL OF METAVERSE 

TECHNOLOGY AS A MARKETING MEDIUM IN THE AUTOMOTIVE 

INDUSTRY 

ABSTRACT 

By 

Herdi Heryadi 

This study aims to analyze the acceptance model of metaverse technology 

as a marketing medium in the automotive industry, focusing on the collaboration 

between Metanesia and Honda. The method used is the Structural Equation 

Model (SEM) method with Smart-PLS software. The variables measured include 

technological innovation, perceived usefulness, perceived ease of use, and 

behavioral intention to use the technology. Data were collected through a survey 

with a sample of 125 Metanesia users who has interacted with Honda Metaworld. 

The results of the study indicate that technological innovation has a 

significant impact on perceived usefulness and perceived ease of use, which 

subsequently affect the intention to accept metaverse technology. However, the 

study also found that the direct relationship between technological innovation and 

behavioral intention is not significant. This suggests that technological innovation 

requires mediation from perceived usefulness and perceived ease of use to 

effectively influence acceptance intentions. This research contributes to 

understanding the factors that influence the acceptance of metaverse technology 

in the automotive industry, particularly through the Metanesia platform used by 

Honda for marketing activities. The study also highlights the importance of ease 

of use and perceived usefulness as key determinants in the adoption of new 

technology. These findings are relevant for technology developers and marketers 

in designing more effective systems and campaigns. 

Keyword: Metaverse, Metanesia, Technology Acceptance Model, Technology 

Innovativeness, Perceived Usefulness, Perceived Ease of Use. 

 



 
 

v 
 

DAFTAR ISI 

 

KATA PENGANTAR ........................................................................................... iii 

UCAPAN TERIMA KASIH ................................................................................. ii 

ABSTRAK ............................................................................................................ iii 

DAFTAR ISI .......................................................................................................... v 

DAFTAR TABEL ................................................................................................ vii 

DAFTAR GAMBAR .......................................................................................... viii 

BAB I PENDAHULUAN ...................................................................................... 1 

1.1 Latar Belakang Penelitian ........................................................... 1 

1.2 Rumusan Masalah Penelitian ..................................................... 11 

1.3 Tujuan Penelitian........................................................................ 11 

1.4 Manfaat Penelitian .................................................................... 12 

1.4.1 Manfaat Teoritis .................................................................... 12 

1.4.2 Manfaat Praktis ..................................................................... 12 

1.5 Struktur Organisasi Skripsi ....................................................... 13 

BAB II KAJIAN PUSTAKA .............................................................................. 16 

2.1 Kajian Pustaka ........................................................................... 16 

2.1.1 Metaverse .................................................................................. 16 

2.1.2 Difusi Inovasi ......................................................................... 19 

2.1.3    Technology Acceptance Model .............................................. 20 

2.2 Penelitian Terdahulu .................................................................. 23 

2.3 Kerangka Pemikiran Penelitian dan Paradigma Penelitian ....... 26 

2.4 Hipotesis .................................................................................... 29 

BAB III METODE PENELITIAN .................................................................... 31 

3.1 Objek Penelitian ........................................................................ 31 



 
 

vi 
 

3.1.1 Pendekatan Penelitian ........................................................... 31 

3.2 Metode Penelitian...................................................................... 31 

3.2.1 Jenis Penelitian dan Metode yang digunakan ....................... 32 

3.2.2 Operasionalisasi Variabel...................................................... 32 

3.2.3 Jenis dan Sumber Data .......................................................... 37 

3.2.4 Populasi, Sampel dan Teknik Penarikan Sampel .................. 37 

3.2.5 Teknik Pengumpulan Data .................................................... 39 

3.2.6 Rancangan Analisis Data ...................................................... 40 

BAB IV HASIL DAN PEMBAHASAN ............................................................. 47 

4.1 Temuan Penelitian ..................................................................... 47 

4.2 Analisis Deskriptif .................................................................... 47 

4.2.1 Karakteristik Responden ....................................................... 47 

4.2.2 Analisis Indeks Three-box Method........................................ 50 

4.3 Analisis SEM-PLS dengan menggunakan SmartPLS 4 ............ 55 

4.3.1 Pengujian Model Pengukuran (Outer Model) ....................... 55 

4.3.2 Pengujian Model Struktural (Inner Model) ........................... 60 

4.4 Pembahasan ............................................................................... 66 

BAB V KESIMPULAN ....................................................................................... 77 

5.1 Kesimpulan ............................................................................... 77 

5.2 Saran .......................................................................................... 79 

DAFTAR PUSTAKA........................................................................................... 81 

LAMPIRAN ......................................................................................................... 83 

 

 

  



 
 

vii 
 

DAFTAR TABEL 

Tabel 2. 1 Penelitian Terdahulu ............................................................................. 23 

Tabel 3. 1 Operasionalisasi Variabel ..................................................................... 32 

Tabel 3. 2 Skala Pengukuran ................................................................................. 39 

Tabel 4. 1 Karakteristik Responden ...................................................................... 48 

Tabel 4. 2 Indeks Three-box Method ..................................................................... 51 

Tabel 4. 3 Hasil Pengujian Nilai Indeks Variabel Inovasi Teknologi .................... 51 

Tabel 4. 4 Hasil Pengujian Nilai Indeks Variabel Persepsi Kegunaan .................. 52 

Tabel 4. 5 Hasil Pengujian Nilai Indeks Variabel Persepsi Kemudahan ............... 53 

Tabel 4. 6 Hasil Pengujian Nilai Indeks Variabel Niat Menerima ........................ 54 

Tabel 4. 7 Hasil Pengujian Loading Factor .......................................................... 56 

Tabel 4. 8 Hasil Pengujian Composite Reliability ................................................. 57 

Tabel 4. 9 Hasil Pengujian Validitas Variabel ....................................................... 57 

Tabel 4. 10 Hasil Pengujian Cross Loading .......................................................... 58 

Tabel 4. 11 Hasil Pengujian Kriteria Fornell-Larcker .......................................... 59 

Tabel 4. 12 Hasil Pengujian Kriteria Heterotrait ratio (HTMT) .......................... 59 

Tabel 4. 13 Hasil Pengujian Multikolinearitas ...................................................... 60 

Tabel 4. 14 Hasil Pengujian Path Coefficient (β) .................................................. 61 

Tabel 4. 15 Hasil Pengujian Coefficient Determinant (R²) ................................... 62 

Tabel 4. 16 Hasil Pengujian T (T-Test) Path Coefficient ...................................... 63 

Tabel 4. 17 Hasil Pengujian T (T-Test) Specific Indirect Effect ............................ 63 

Tabel 4. 18 Hasil Pengujian Effect Size (F²) ......................................................... 65 

 



 
 

viii 
 

DAFTAR GAMBAR 

Gambar 1. 1 Pertumbuhan pasar dan Industri pada Metaverse 2019-2032 ............ 2 

Gambar 1. 2 Honda Metaworld ............................................................................... 3 

Gambar 1. 3 Honda Metaworld ............................................................................... 4 

Gambar 1. 4 Nikeland Roblox ................................................................................ 5 

Gambar 1. 5 Pembatasan Investasi Metaverse ........................................................ 6 

Gambar 1. 6 Versi terbaru dari Metanesia ............................................................... 7 

Gambar 1. 7 Session Honda Metaworld Bulan Oktober 2023 ................................ 7 

Gambar 1. 8 Session Honda Metaworld Bulan November 2023 ............................ 8 

Gambar 1. 9 Interaksi Produk Honda pada Metaverse Metanesia Bulan Oktober 

2023 ......................................................................................................................... 9 

Gambar 1. 10 Jumlah Interaksi Produk Honda pada Metaverse Metanesia Bulan 

November 2023 ....................................................................................................... 9 

Gambar 2. 1 Kerangka Pemikiran Technology Acceptance Model ...................... 21 

Gambar 2. 2 Final Model TAM ............................................................................. 21 

Gambar 2. 3 Kerangka Pemikiran ......................................................................... 28 

Gambar 2. 4 Paradigma Penelitian ........................................................................ 29 

Gambar 3. 1 Model PLS-SEM .............................................................................. 42 

Gambar 3. 2 Model PLS-SEM Penelitian ............................................................. 43 

 



 

78 
 

DAFTAR PUSTAKA 

Abubakar, R. (2021). Pengantar Metodologi Penelitian. https://digilib.uin-

suka.ac.id/id/eprint/42716/1/PENGANTAR%20METODOLOGI%20PENEL

ITIAN.pdf 

Aburbeian, A. H. M., Owda, A. Y., & Owda, M. (2022). A Technology Acceptance 

Model Survey of the Metaverse Prospects. AI (Switzerland), 3(2), 285–302. 

https://doi.org/10.3390/ai3020018 

Ahmad, A., & Gata, W. (2022). Sentimen Analisis Masyarakat Indonesia di Twitter 

Terkait Metaverse dengan Algoritma Support Vector Machine. Jurnal 

Teknologi Informasi Dan Komunikasi), 6(4), 548–555. 

https://doi.org/10.35870/jti 

Aisyah, M., Nugroho, M., & Sagoro, E. (2014). Pengaruh Technology Readiness 

Terhadap Penerimaan Teknologi Komputer pada UMKM di Yogyakarta. 

Jurnal Economia, 10(2), 105–119. 

Akour, I. A., Al-Maroof, R. S., Alfaisal, R., & Salloum, S. A. (2022). A Conceptual 

Framework for Determining Metaverse Adoption in Higher Institutions of 

Gulf Area: An Empirical Study Using Hybrid SEM-ANN Approach. 

Computers and Education: Artificial Intelligence, 3. 

https://doi.org/10.1016/j.caeai.2022.100052 

Al-Adwan, A. S., Li, N., Al-Adwan, A., Abbasi, G. A., Albelbisi, N. A., & Habibi, 

A. (2023). Extending the Technology Acceptance Model (TAM) to Predict 

University Students’ Intentions to Use Metaverse-Based Learning Platforms. 

Education and Information Technologies, 28(11), 15381–15413. 

https://doi.org/10.1007/s10639-023-11816-3 

Alfaisal, R., Hashim, H., & Azizan, U. H. (2024). Exploring the Adoption of the 

Metaverse System among Elementary Students. Journal of Advanced 

Research in Applied Sciences and Engineering Technology, 40(2), 117–126. 

https://doi.org/10.37934/araset.40.2.117126 

Ali, S., & Khan, R. (2023). Metaverse Marketing vs Digital Marketing. 

International Journal of Innovative Science and Research Technology, 8(1). 

https://doi.org/10.5281/zenodo.7564322 



79 
 

 
 

Almaiah, M. A., Alfaisal, R., Salloum, S. A., Al-Otaibi, S., Shishakly, R., Lutfi, A., 

Alrawad, M., Al Mulhem, A., Awad, A. B., & Al-Maroof, R. S. (2022). 

Integrating Teachers’ TPACK Levels and Students’ Learning Motivation, 

Technology Innovativeness, and Optimism in an IoT Acceptance Model. 

Electronics (Switzerland), 11(19). 

https://doi.org/10.3390/electronics11193197 

Almarzouqi, A., Aburayya, A., & Salloum, S. A. (2022). Prediction of User’s 

Intention to Use Metaverse System in Medical Education: A Hybrid SEM-ML 

Learning Approach. IEEE Access, 10, 43421–43434. 

https://doi.org/10.1109/ACCESS.2022.3169285 

Amanta, A. (2023). Kolaborasi Lebih Lanjut dengan Kehadiran Honda Metaworld 

di metaNesia. https://metanesia.id/blog/kehadiran-honda-metaworld-di-

metanesia 

Auliandri, T., & Arimbi, R. (2021). Pengaruh Technology Readiness Index 

Terhadap Keinginan Untuk Menggunakan Internet Banking Pada PT Bank 

Mandiri KCP Pondok Chandra Surabaya. Jurnal Manajemen Dan Inovasi 

Bisnis, 3(2), 38–52. https://doi.org/10.47201/jmn 

Ayu, D. (2023). MetaNesia: Menghubungkan Masa Depan dengan Dunia Virtual. 

https://metanesia.id/blog/pembuatan-dunia-metaverse 

Bala, P., Khepar, J., Tripathi, V., Mehra, S., & Roy, S. (2023). Awareness And 

Perception Of Youth Towards Metaverse Marketing. International Journal Of 

Creative Research Thoughts (IJCRT), 11(2), 2320–2882. 

https://ijcrt.org/papers/IJCRT2302533.pdf 

Ball, M. (2022). Metaverse Revolusi Besar Dunia Teknologi Telah Dimulai. 

Berubah atau Punah? 

Barrera, K., & Shah, D. (2023). Marketing in the Metaverse: Conceptual 

understanding, framework, and research agenda. Journal of Business 

Research, 155. https://doi.org/10.1016/j.jbusres.2022.113420 

Benzerara, A., & Belkhiri, R. (2023). Metaverse Marketing for Businesses: Trends, 

Strategies and Issues. Management & Economics Research Journal, 5(4), 56–

65. 

https://www.researchgate.net/publication/377729333_Metaverse_Marketing_



80 
 

 
 

for_Businesses_Trends_Strategies_and_Issues_Title_Metaverse_Marketing_

for_Businesses_Trends_Strategies_and_Issues#fullTextFileContent 

Burhanuddin, F., Arif, M., & Asdar, M. (2023). Analisis Pemanfaatan Metaverse-

Roblox Sebagai Media Komunikasi Bisnis dan Pemasaran. Journals of Social, 

Science, and Engineering, 2(2), 121–127. https://doi.org/10.31960/tea.v5i1 

Cheah, I., & Shimul, A. S. (2023). Marketing in the metaverse: Moving forward–

What’s next? Journal of Global Scholars of Marketing Science: Bridging Asia 

and the World, 33(1), 1–10. https://doi.org/10.1080/21639159.2022.2163908 

Cohen, Jacob. (1988). Statistical Power Analysis for The Behavioral Sciences. 

Psychology Press, Taylor & Francis Group. 

Darwin, M., Mamondol, M., Sormin, S., Nurhayati, Y., Tambunan, H., Sylvia, D., 

Adnyana, I. M., Prasetiyo, B., Vianitati, P., & Gebang, A. (2021). Metode 

Penelitian Pendekatan Kuantitatif. 

https://www.researchgate.net/publication/354059356 

Davis. (1989). Perceived Usefulness, Perceived Ease of Use, and User Acceptance 

of Information Technology. : : Management Information Systems Research 

Center, University of Minnesota, 13(3), 319–340. 

http://www.jstor.org/stable/249008?origin=JSTOR-pdf 

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1989). User Acceptance of Computer 

Technology: A Comparison of Two Theoretical Models. Management Science, 

35(8), 982–1003. https://doi.org/10.1287/mnsc.35.8.982 

Davis, F. D., & Venkatesh, V. (1996). A Model of The Antecedents of Perceived 

ease of use: Development and Test. Decision Sciences, 27(3), 451–481. 

https://doi.org/10.1111/j.1540-5915.1996.tb00860.x 

Dionisio, J. D. N., Burns, W. G., & Gilbert, R. (2013). 3D virtual worlds and the 

metaverse: Current status and future possibilities. ACM Computing Surveys, 

45(3). https://doi.org/10.1145/2480741.2480751 

Emergenresearch. (2023). Metaverse Market By Component (Hardware, Software, 

Services), By Application (Social Events & Trade Shows, Health Surgery), By 

Platform (Desktop, Mobile), By Offering, By Technology, By End-Use, and By 

Region Forecast to 2032. 1. https://www.emergenresearch.com/industry-

report/metaverse-market 



81 
 

 
 

Endarto, I. A., & Martadi. (2022). Analisis Potensi Implementasi Metaverse Pada 

Media Edukasi Interaktif. Jurnal Barik, 4(1), 37–51. 

https://ejournal.unesa.ac.id/index.php/JDKV/ 

Eyada, B. (2023). Advertising in the Metaverse: Opportunities and Challenges. 

International Journal of Marketing Studies, 15(1), 22. 

https://doi.org/10.5539/ijms.v15n1p22 

Febriantari, D., Mulyono, L., & Dakwah, M. M. (2023). Pengaruh Influencer 

Marketing, Applicatison Quality dan Online Customer Review Terhadap 

Kecepatan Keputusan Pembelian Konsumen Gen-Z Melalui Shopee. Jurnal 

Riset Pemasaran, 2(3), 1–9. https://doi.org/10.29303/jrp.v2i3.3273 

Ferdinand, A. (2019). Metode Penelitian Manajemen Pedoman Penelitian untuk 

Penulisan Skripsi, Tesis, dan Disertasi Ilmu Manajemen (Vol. 5). Badan 

Penerbit Universitas Diponegoro Semarang. 

Ferdinand, A. (2020). Metode Penelitian Manajemen Pedoman Penelitian Untuk 

Penulisan Skripsi, Tesis dan Disertasi Ilmu Manajemen. 

Firmansyah, A. (2020). Komunikasi Pemasaran. 

Gaikindo. (2023). Indonesian Automobile Industry Data 2023. 

https://files.gaikindo.or.id/process.php?do=download&id=673 

Gaikindo. (2024). Indonesian Automobile Industry Data 2024. 

https://files.gaikindo.or.id/process.php?do=download&id=695 

Ghozali, I., & Kusumadewi, K. (2023). Partial Least Squareࣟ: Konsep, Teknik dan 

Aplikasi Menggunakan Program Smart PLS 4.0 Untuk Penelitian Empiris. 

Ghozali, I., & Latan, H. (2015). Partial Least Squares Konsep Teknik dan Aplikasi 

dengan Program Smart PLS 3.0. 

Gunay, A. C., & Toraman, Y. (2023). User Acceptance of Virtual Commerce on 

Metaverse: Insight from Innovation Diffusion Theory (IDT) AND Technology 

Acceptance Model (TAM). Akademik Hassasiyetler, 11(24), 23–42. 

https://www.researchgate.net/publication/380185981 

Hair, J. F., Celsi, M., Ortinau, D. J., & Bush, R. P. (2017). Essentials of Marketing 

Research (4th ed.). https://nibmehub.com/opac-

service/pdf/read/Essentials%20of%20Marketing%20Research%20by%20Jos



82 
 

 
 

eph%20F.-%20Jr.%20Hair-%20Mary%20F.%20Wolfinbarger-

%20David%20J.%20Ortinau.pdf 

Hair., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least squares 

structural equation modeling (PLS-SEM): An emerging tool in business 

research. European Business Review, 26(2), 106–121. 

https://doi.org/10.1108/EBR-10-2013-0128 

Handoko, B. L., Lindawati, A. S. L., Sarjono, H., & Mustapha, M. (2023). 

Innovation Diffusion and Technology Acceptance Model in Predicting Auditor 

Acceptance of Metaverse Technology. Journal of System and Management 

Sciences, 13(5), 443–456. https://doi.org/10.33168/JSMS.2023.0528 

Harpiawan, G. (2022). Metanesia Metaverse Penghubung Ekonomi Digital 

Indonesia. https://metanesia.id/blog/metanesia-metaverse-penghubung-

ekonomi-digital-indonesia 

Haryono, S. (2016). Metode SEM Untuk Penelitian Manajemen dengan AMOS, 

LISREL dan PLS. http://e-

learning.stmi.ac.id/assets/uploads/blog_dosen/d92b9-E-Book---Metode-

SEM-Untuk-Penelitian-Manajemen-AMOS-LISREL-PLS---HARYONO.pdf 

Herdikiagung, D., Nasution, S., Pambudi, A., & Ekasari Kementerian Riset dan 

Teknologi, R. (2012). Pemetaan Legislasi Kegiatan Perekayasaan, Inovasi, dan 

Difusi Teknologi pada Sistem Inovasi Nasional. Jurnal Kebijakan Riset, 

Teknologi, Dan Inovasi, 1, 28–47. https://jurnalkritisi.wordpress.com/wp-

content/uploads/2012/03/20120515-pemetaan-legislasi-iptek-dalam-

kegiatan-perekayasaan-edited.pdf 

Hollensen, S., Kotler, P., & Opresnik, M. O. (2023). Metaverse – the new marketing 

universe. Journal of Business Strategy, 44(3), 119–125. 

https://doi.org/10.1108/JBS-01-2022-0014 

Hussein, A. (2015). Modul Ajar Penelitian Bisnis dan Manajemen Menggunakan 

Partial Least Squares (PLS) dengan smartPLS 3.0. 

https://www.researchgate.net/file.PostFileLoader.html?id=5786f4c94048544

b3332e123&assetKey=AS:383572759334914@1468462280965 

Israfilzade, K. (2022). Marketing in the Metaverse: A Sceptical Viewpoint of 

Opportunities and Future Research Directions. The Eurasia Proceedings of 



83 
 

 
 

Educational & Social Sciences (EPESS), 24, 53–60. 

https://www.researchgate.net/publication/363924401_Marketing_in_the_Met

averse_A_Sceptical_Viewpoint_of_Opportunities_and_Future_Research_Dir

ections 

Jackson, J. D., Yi, M. Y., & Park, J. S. (2013). An Empirical Test of Three Mediation 

Models for The Relationship Between Personal Innovativeness and User 

Acceptance of Technology. Information and Management, 50(4), 154–161. 

https://doi.org/10.1016/j.im.2013.02.006 

Jaya, I. (2020). Metode Penelitian Kuantitatif Dan Kualitatif Teori, Penerapan dan 

Riset Nyata (F. Husaini, M. Fikri, & D. Syahputra, Eds.; 2nd ed.). 

QUADRANT. 

Jenifer, A., Khanum, A. A., Sarika, A., Ashwin, A. S., Latheef, A., & Deepika, S. 

(2023). Metaverse. International Journal of Innovative Research in 

Information Security, 9(3), 215–220. 

https://doi.org/10.26562/ijiris.2023.v0903.29 

Jeong, S. H., & Kim, H. K. (2023). Effect of Trust in Metaverse on Usage Intention 

through Technology Readiness and Technology Acceptance Model. Tehnicki 

Vjesnik, 30(3), 837–845. https://doi.org/10.17559/TV-20221111061245 

Jhantasana, C. (2023). Should A Rule of Thumb be Used to Calculate PLS-SEM 

Sample Size. Asia Social Issues, 16(5), e254658. 

https://doi.org/10.48048/asi.2023.254658 

Karahanna, E., Straub, D., & Chervany, N. (1999). Information Technology 

Adoption Across Time: A Cross-Sectional Comparison of Pre-Adoption and 

Post-Adoption Beliefs. MIS Quarterly, 23(2), 183–213. 

Kaushik, S. (2023). What is the Estimated Metaverse Development Cost? [2024]. 

Mobile App Daily. https://www.mobileappdaily.com/knowledge-hub/cost-to-

develop-metaverse 

Kim, J. Y., & Oh, J. M. (2022). Opportunities and Challenges of Metaverse for 

Automotive and Mobility Industries. International Conference on ICT 

Convergence, 2022-October, 113–117. 

https://doi.org/10.1109/ICTC55196.2022.9952976 



84 
 

 
 

Köllner, C. (2023). Here’s How the Metaverse is Affecting the Automotive Industry. 

Springer Professional. https://www.springerprofessional.de/en/companies---

institutions/mobility-concepts/here-s-how-the-metaverse-is-affecting-the-

automotive-industry/24607722 

Li, J. (2023). Advertising in the Metaverse. Advances in Economics, Management 

and Political Sciences, 18(1), 90–95. https://doi.org/10.54254/2754-

1169/18/20230058 

Li, Y., & Xiong, D. (2022). The Metaverse Phenomenon in the Teaching of Digital 

Media Art Major. https://doi.org/10.2991/assehr.k.220205.056 

Lu, J., Yao, J. E., & Yu, C. S. (2005). Personal Innovativeness, Social Influences 

and Adoption of Wireless Internet Services via Mobile Technology. Journal of 

Strategic Information Systems, 14(3), 245–268. 

https://doi.org/10.1016/j.jsis.2005.07.003 

Maesaroh, S. (2022). Analisis Faktor Konfirmatori dalam Mengukur Kapasitas 

Target Pasar Kredit Usaha Mikro, Kecil, dan Menengah. Manajemen Dan 

Akuntansi, 25(1). https://doi.org/10.35591/wahana.v25i1 

Mystakidis, S. (2022). Metaverse. Encyclopedia, 2(1), 486–497. 

https://doi.org/10.3390/encyclopedia2010031 

Nagarajan, G., Moorthy, S., Mohamed, A. K., Ishaq, M. M., & Lakhsmi, M. R. 

(2023). The Role Of The Metaverse In Digital Marketing. Journal for 

Educators, Teachers and Trainers, 14(5). 

https://doi.org/10.47750/jett.2023.14.05.009 

Ngafeeson, M., & Sun, J. (2015). The Effects of Technology Innovativeness and 

System Exposure on Student Acceptance of E-textbooks. Journal of 

Information Technology Education: Research, 14, 55–71. 

http://www.jite.org/documents/Vol14/JITEv14ResearchP055-

071Ngafeeson0735.pdf 

Novianti, K., Putri, N., & Purnamayanti, I. (2021). Analisis Penerimaan Sistem 

Informasi Menggunakan Technology Acceptance Model (Studi Kasusௗ: Sijalak 

Desa Pohsanten Kabupaten Jembrana Provinsi Bali). INSERT: Information 

System and Emerging Technology Journal, 2(2), 113–125. 

https://ejournal.undiksha.ac.id/index.php/insert/article/view/43135/20898 



85 
 

 
 

Park, S. M., & Kim, Y. G. (2022). A Metaverse: Taxonomy, Components, 

Applications, and Open Challenges. IEEE Access, 10, 4209–4251. 

https://doi.org/10.1109/ACCESS.2021.3140175 

Prehanto, A., Guntara, R. G., & Aprily, N. M. (2021). Pemanfaatan Webinar 

Sebagai Alternatif Digitalisasi Informasi dalam Seminar Kurikulum. 

Indonesian Journal of Digital Business. 

https://ejournal.upi.edu/index.php/IJDB/index 

Purnomo, R. (2016). Analisis Statistik Ekonomi dan Bisnis Dengan SPSS (1st ed., 

Vol. 1). Wade Group. 

Qi, M., Cui, J., Li, X., & Han, Y. (2021). Perceived Factors Influencing the Public 

Intention to Use E-Consultation: Analysis of Web-Based Survey Data. Journal 

of Medical Internet Research, 23(1). https://doi.org/10.2196/21834 

Rafella, L., & Clarissa, S. (2019). Analisa Pengaruh Kesiapan Teknologi Terhadap 

Penerimaan Teknologi Pada Karyawan Restoran di Surabaya. Pubication 

Petra. https://publication.petra.ac.id/index.php/manajemen-

perhotelan/article/download/10169/9102 

Rogers, E. (1983). Diffusion of innovations. Free Press. 

https://teddykw2.files.wordpress.com/2012/07/everett-m-rogers-diffusion-of-

innovations.pdf 

Rogers, E. (2003). Diffusion of Innovations, 5th Edition -Free Press. 

https://www.academia.edu/21106473/Everett_M_Rogers_Diffusion_of_Inno

vations_5th_Edition_Free_Press_2003_ 

Saputro, P. (2023). Telkom Kurangi Investasi di Metaverse, Situasi Belum 

Mendukung. https://inet.detik.com/telecommunication/d-6920312/telkom-

kurangi-investasi-di-metaverse-situasi-belum-mendukung 

Sari, S. G. P., & Yozani, R. E. (2022). Difusi Inovasi Pemasaran Green Smoothie 

Factory dalam Menarik Minat Beli Konsumen. Journal of Management 

Communication and Organization Juni, 2022(1), 13–29. https://journal.rc-

communication.com/index.php/JMCO/article/view/40/33 

Sarstedt, M., Ringle, C. M., & Hair, J. F. (2017). Partial Least Squares Structural 

Equation Modeling. In Handbook of Market Research (pp. 1–40). Springer 

International Publishing. https://doi.org/10.1007/978-3-319-05542-8_15-1 



86 
 

 
 

Sekaran, U., & Bougie, R. (2016). Research Methods For Business: A Skill Building 

Approach 7th Edition (7th ed.). 

https://www.academia.edu/38338906/B_Research_Methods_ForBus_A_Skill

_Building_Approach_7e2016UmaSekaran_RogerBougie_Wiley 

Setiawan, B. (2022). Monograf Pembelajaran Interaktif Dengan Metaverse. 

https://www.researchgate.net/publication/364825332 

Soebroto, S. (2023). Layanan Virtual Office di Indonesia | Penjelasan dan 

Penggunaannya. https://metanesia.id/blog/layanan-virtual-office-di-

indonesia-penjelasan-dan-penggunaannya 

Sudirjo, F., Tawil, M. R., Imanirubiarko, S., Judijanto, L., & Fauzan, T. R. (2023). 

The Influence of Insecurity, Perceived of Technology Innovativeness, 

Perceived Ease of Use and Perceived Usefulness on Consumers Intention to 

Use Electronic Toll Payment Cards. Jurnal Informasi Dan Teknologi, 92–97. 

https://doi.org/10.60083/jidt.v5i4.421 

Sugiyono. (2013). Metode Penelitian Kuantitatif, Kualitatif dan R&D. 

https://id.scribd.com/document/391327717/Buku-Metode-Penelitian-

Sugiyono 

Sumayah, S., Sembiring, F., & Jatmiko, W. (2023). Analysis Of Sentiment Of 

Indonesian Community On Metaverse Using Support Vector Machine 

Algorithm. Jurnal Teknik Informatika (JUTIF), 4(1). 

https://doi.org/10.20884/1.jutif.2023.4.1.417 

Taylor, T. E. (2022). The User’s Experience. Exploring the Impact our Interactions 

with Technology Have on Us. 35th International BCS Human-Computer 

Interaction Conference. https://doi.org/10.14236/ewic/HCI2022.36 

Toraman, Y. (2022). User Acceptance of Metaverse: Insights from Technology 

Acceptance Model (TAM) and Planned Behavior Theory (PBT). EMAJ: 

Emerging Markets Journal, 12(1), 67–75. 

https://doi.org/10.5195/emaj.2022.258 

Tyas, E., & Darma, E. (2017). Pengaruh Perceived Usefulness, Perceived Ease of 

Use, Perceived Enjoyment, dan Actual Usage Terhadap Penerimaan Teknologi 

Informasi: Studi Empiris Pada Karyawan Bagian Akuntansi dan Keuangan 



87 
 

 
 

Baitul Maal Wa Tamwil Wilayah Daerah Istimewa Yogyakarta dan Sekitarnya. 

Reviu AKuntansi Dan Bisnis Indoneisa, 25–35. 

Utama, S. (2018). Determinan Perceived Ease of Use Terhadap Intention to Use 

Informasi Berbasis Kreatif Sub Sektor Fashion di Malang. G-Tech Jurnal 

Teknologi Terapan. https://doi.org/10.33379/gtech.v1i2.273 

Utami, S., & Ananda, F. (2023). Bisnis Metaverse Meredup, Apa Kabar Produk 

Metanesia Milik Telkom Group? KumparanBISNIS. 

https://kumparan.com/kumparanbisnis/bisnis-metaverse-meredup-apa-kabar-

produk-metanesia-milik-telkom-group-218vHvyFcMh/full 

Venkatesh, V., Brown, S. A., Maruping, L. M., & Bala, H. (2008). Predicting 

Different Conceptualizations of System Use: The Competing Roles of 

Behavioral Intention, Facilitating Conditions, and Behavioral Expectation. 

Source: MIS Quarterly, 32(3), 483–502. 

White, M. (2021). What is the metaverse? A deep dive into the ‘future of the 

internet.’ Digitaltrends. https://www.digitaltrends.com/computing/what-is-

the-metaverse-the-future-of-the-internet-explained/ 

Wu, J., Lin, K., Lin, D., Zheng, Z., Huang, H., & Zheng, Z. (2023). Financial 

Crimes in Web3-empowered Metaverse: Taxonomy, Countermeasures, and 

Opportunities. https://doi.org/10.1109/OJIM.2022.1234567 

Yildiz, S. (2023). Assesing the Adoption and Acceptance of the Metaverse From a 

Marketing Perspective. Journal of Financial Politic & Economic Reviews / 

Finans Politik & Ekonomik Yorumlar, 60(665), 89–108. 

https://openurl.ebsco.com/EPDB%3Agcd%3A16%3A21321344/detailv2?sid

=ebsco%3Aplink%3Ascholar&id=ebsco%3Agcd%3A173327026&crl=c 

Yuki, C. (2023). Penerapan Marketing dengan MetaNesia Bisnis dalam Dunia 

Metaverse. https://metanesia.id/blog/penerapan-marketing-dengan-

metanesia-bisnis 

  

 

 

 

 


