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METAVERSE MARKETING

The Metaverse, a product of

contemporary technological

advancement, is anticipated to

change the dynamics of the

current omni-channel

marketing environment. It is a

virtual 3D environment that

replicates the physical world. 

Several metaverse platforms

exist where individuals can

interact with others using their

avatars in a highly immersive

way, involving all their senses.

For instance, Gucci, a fashion

brand, uses ZEPETO platform to

provide themed rooms and

virtual boutiques.

Hyundai, an automobile brand,

utilized Roblox platform for

their campaign of sustainable

transportation, with interactive

games (Mileva, 2024). 
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The experience provided by

this technology has a myriad of

implications for consumer

behavior in both the metaverse

and the real world.

When customers use the

metaverse platform, they co-

create value with other actors

on the platform, including

fellow avatars, AI assistants,

and brand communities. They

engage in mutually beneficial

service-to-service exchanges,

generating and supporting a

positive customer experience.

This is further enhanced by

self-representative avatars and

when the virtual environmental

activities are congruent with

their self-perceptions. These

positive encounters amplify the

customer’s intention to

continue using the platform,

purchasing products through it,

and transferring their virtual

purchasing habits to the real

world.  

This effect is more prominently

observed in long-term

metaverse users than short-

term users, as the former are

more adept at using the

technology. 

Two key factors drive a positive

customer experience in the

metaverse: social presence and

trialability. In marketing

literature, social presence is

found to enable customer trust,

loyalty, satisfaction, online

purchases, and enjoyment. This

is because social presence is

determined by the customer’s

ability to project their identity,

build community, and create

social cohesion. Achieving this

leads to positive emotional

responses, further enhancing

customer experience.  In

alignment with this, the

metaverse provides a socially-

rich experience, allowing

realistic verbal and non-verbal

cues and communication,

fostering these outcomes.
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Trialability, which refers to

trying and experimenting with

an offering before purchase,

helps reduce perceived risk

and enhances confidence in a

brand or product. With virtual

fitting rooms, showrooms,

displays, and interactive

simulations for user avatars,

the metaverse provides near-

realistic experiences with

brands and products,

facilitating product

exploration and internalization

before purchase. In some

cases, trying out a product

also helps users achieve the

aspirational version of

themselves. Such benefits

reinforce a positive customer

experience. 
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Though still in its budding

stage, metaverse platforms

hold enormous potential to

become a significant marketing

channel. With this highly

personalized technology,

brands can leverage these

insights in their value creation

endeavors to increase brand

loyalty, purchase intention, and

positive customer

recommendations.

 A strong brand presence in the

metaverse, established through

highly interactive and engaging

virtual campaigns, can

strengthen the brand-

customer relationship across

both the virtual and real world,

ultimately increasing

profitability.
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Art and technology, when combined,
expand the canvas of imagination,

painting the future of creativity with
brilliance.
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