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Abstract: Metaverse bursts into the media as a 
new marketing channel in September 2021, creating 
an explosion of reactions as brands join the race to be 
pioneers. Within a fully digital society and from a ma-
ture gaming industry, Metaverse is much more than an 
incubator of marketing and advertising ideas for 
brands, Metaverse is envisioned as a social disruption. 
This scenario raises three relevant questions to resolve 
over time: 1) Will the Metaverse finally take shape as a 
virtual society or, on the contrary, will it be integrated 
as one more channel of relationship within the context 
omnichannel? 2) how customers, brands and institu-
tions are reacting to the Metaverse and 3) in any case, 
what transversal disruptive changes will be necessary 
in the new scenario of the Metaverse? From the deep 
and constant search for information in secondary 
sources (desk research methodology), this article seeks 
a holistic vision of the Metaverse, and its reading will 
allow defining specific areas of research on behavior 
patterns of people in this new virtual reality. 
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Resumen: Metaverso irrumpe en los medios como 
un nuevo canal de marketing en septiembre de 2021, 
creando una explosión de reacciones a medida que las 
marcas se unen en la carrera por ser pioneras. Dentro 
de una sociedad totalmente digital y de una industria 
del juego madura, Metaverso es mucho más que una 
incubadora de ideas de marketing y publicidad para 
marcas, Metaverso se concibe como una disrupción 
social. Este escenario plantea tres cuestiones relevan-
tes a resolver en el tiempo: 1) ¿Metaverso se configu-
rará finalmente como una sociedad virtual o, por el 
contrario, se integrará como un canal más de relación 
dentro del contexto omnicanal? 2) ¿cómo están reac-
cionando los clientes, marcas e instituciones ante Me-
taverso? y 3) en todo caso, ¿qué cambios disruptivos 
transversales serán necesarios en el nuevo escenario 
del Metaverso? Desde la búsqueda profunda y cons-
tante de información en fuentes secundarias (meto-
dologia desk research), este artículo pretende una vi-
sión holística del Metaverso, y su lectura permitirá 
definir áreas específicas de investigación sobre patro-
nes de comportamiento de las personas en esta nueva 
realidad virtual. 
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INTRODUCTION

Although the birth of the Metaverse has been associated with the name
change of Facebook by Mark Zukerberg in September 2021, Telepresence,
introduced by Hoffman and Novak (1996), already presaged an immersive and
hedonic form of virtual relationship that would allow a relationship conti-
nuous and fluid between people and the technology. But it is from gamifica-
tion that advances in virtual, augmented, and mixed reality have aroused the
attention of brands and of institutions to attract and retain potential custo-
mers (ESIC, 2018).

Metaverse breaks into society allowing a parallel virtual life that repre-
sents a disruptive change in business processes throughout your marketing
strategy. Aharon et al. (2022) show it is expected that metaverse will become
involved in accommodate many economic sectors, including healthcare, edu-
cation, social commerce, advertising, smart manufacturing, and many others.
But, strictly from marketing point of view, this merge of the real and virtual
worlds, opens the door to endless possibilities for brands, who see the Meta-
verse as an incubator for ideas. But it also becomes a new starting point for
researchers, who must review study concepts such as the Uncanny Valley (Ma-
sahiro, 1970, cited in Sugiyama, 2021), Diffusion of Innovation by Rogers
(2003, cited in Rodríguez-Ardura, 2008) or Social Pressure or Subjective
Norm (Bilgihan et al., 2016), Theory Planned Behavior (Azjen, 1991; Azjen
and Fishbein, 2004) in the adoption of this new virtual reality in consumption
processes.

Additionally, it is important to introduce the concept of web 3.0 associa-
ted with the Metaverse, a decentralized web that coincides with the rise of
blockchains, security based on third-party certification and increasingly fur-
ther away from traditional certification by competent authorities. There are
many questions that arise, in addition to the impact on marketing as a rela-
tionship tool. Security and trust once again occupy a central place in this pro-
cess of adopting new technologies (Davis, 1996 in Lorenzo Romero et al.,
2011).

This scenario raises three relevant questions to be resolved over time and
that are proposed as reflection for the field of research: 1) Will the Metaverse
finally be configured as a virtual society or, on the contrary, will it be integra-
ted as one more channel of relationship within of the omnichannel context? ;
2) how will the marks react [in the Metaverse]? and 3) in any case, what trans-
versal disruptive changes will be necessary in the new scenario of the Meta-

M DOLORES MÉNDEZ-APARICIO, ANA ISABEL JIMÉNEZ-ZARCO Y ALICIA IZQUIERDO-YUSTA



verse? Thus, we enter a new infinite dynamic scenario since, as Zuckerberg
closes in his 2021 statement, the Metaverse will be what people want it to be.
These questions cannot be resolved yet as the Metaverse is under construc-
tion (Dean, 2022; Canales, 2022; Renbarger, 2022). The race to be the first
has only just begun and where each company and institution must find its own
opportunity. But undoubtedly, being in the Metaverse has become an abso-
lute digital marketing trend (IPMARK, 2022a) and synonymous with an in-
novative company or institution.

In the following sections, the Metaverse will be studied from the follo-
wing perspectives:

1. The Metaverse is essentially related to gamification. The need for the
game has become a powerful and profitable industry

2. The Metaverse allows us to embody our ideal self from the theory of
the archetype

3. Metaverse allows the experience to flow from the attraction of experi-
mentation through technology 5.0

4. The Metaverse and networking become the same possibility from the
online game

5. The Metaverse incites the desire to consume from the hedonic expe-
rience together with placement advertising. The immersive experience, the
3D effects and the use of AI will make DOOH (Digital Out of Home) some-
thing essential in any brand media plan

6. What is the role of technology in this process?

7. And most importantly, major changes in the regulation of personal and
business relationships will be necessary for the Metaverse to become a reality
in our lives

This approach will allow us to understand its power as a marketing tool
and opportunity and the implications for business from a technology pers-
pective. Its reading will allow a holistic view of this announced paradigm and
its conclusions will allow defining specific areas of research on consumer be-
havior patterns in the face of this new virtual reality.

The methodology followed is desk research, a research method that ba-
ses its results on a deep and constant search for information within secondary
sources. Since Metaverse has become a marketing trend, many brands have
echoed it, so the sources consulted will not only be of an academic nature but
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also of a business nature to directly understand the news of the sector (Barrera
and Shah, 2023). A quantitative investigation has not been considered oppor-
tune given the general unknowledge of the Metaverse in society, which could
provide inconclusive results. Nor has qualitative research been contemplated
in companies due to the bias that the sector and its state of digital transfor-
mation would entail, still ongoing for most of them.

1. WHAT IS METAVERSE?

1.1. Metaverse evolution

90s was the substratum where the concept of Metaverse was born, in a
euphoric society before the paradigm that the democratization of the Inter-
net supposed. About 1992, the protagonist of the novel Snow Crash (Neal Ste-
phenson, 1992), could transcend his socially unattractive self and become a
Samurai, pay in electronic money (bitcoin) and interact with his surroundings
through virtual glasses. Games like “The Sims” (Will Wright, early 2000s by
Maxis and Electronic Arts1) or “Second Life” (Linden Lab, June 2003), allo-
wed us to glimpse the attractive possibility of a virtual life for people.

With e-commerce in its infancy and taking its first steps as a multi-chan-
nel strategist, brands began their race against time to digitally engage with
their customers through their websites. We were on the threshold of the tech-
nological explosion, which marked the beginning of Marketing 2.0. (Jiménez-
Zarco and Pacheco-Bernal, 2022), where all companies wanted to be present
to offer their products and services and provide a unique experience (Hol-
brook and Hirschman, 1982).

This new virtual relationship advocated a new form of experiential rela-
tionship from technology (Dwivedi et al., 2022a). Concepts such as the flow
experience (Csikszentmihalyi, 1990), digital customer experience (Swaid and
Wigan, 2012), fun and hedonism as a marketing tool (Hirschman and Hol-
brook, 1982; Hosany and Witham, 2010; Loroz, 2004; Pine and Gilmore,
1998) or e-reputation (De Quevedo, 2010). Concepts that became an object of
interest for the researcher who observes how technology offers a rich envi-
ronment conducive to complex and multidimensional company-client rela-
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tionships. The reference framework soon welcomed multiple studies on con-
sumer behaviour in new channels, as well as on the determinants and conse-
quences derived from an adequate digital customer experience (Méndez-Apa-
ricio, 2019). Similarly, there have been many studies on technology adoption
(TAM, Davis, 1989, cited in Venkatesh and Davis, 2000) and the Theory of
Planned Behaviour (TPB, Ajzen, 1991, Azjen and Fishbein, 2004) as a model
for the penetration of innovation in the society.

However, once the daily use of technology normalized the ideal digital
expectations (Pelegrín-Borondo et al., 2016) of the user, the perceived use-
fulness and quality of the virtual platform prevailed as a determinant of digi-
tal satisfaction, minimizing the relevance of the perceived flow experience in
web browsing (Méndez-Aparicio et al., 2020). In this way, electronic com-
merce has reached a spectacular development in recent years thanks to digital
usability and the democratization of its use. In fact, s-commerce has become
a 2022 trend (Global Trends Report, WARC, 2022) as a new marketing com-
munication platform, much more visual and effective, where a new company-
client relationship can be established.

Currently, the incorporation of technology in people’s lives is already a
reality and as such, its naturalization is imposed from the 5G umbrella, which
allows this humanization of digital transactions. This new technological rea-
lity implies important changes in the company-customer relationship (Dwi-
vedi et al., 2022a). Known as marketing 5.0, it proposes “the application of
technologies that imitate humans to create, communicate, deliver and improve
customer value” in the words of its creators Kotler, Kartajaya and Setiawan
(Kotler et al, 2021). This new approach to marketing must solve three great
challenges of this century: the generation gap, the inequality of prosperity and
the digital divide. So, streaming, blockchain, NFT, mixed and augmented re-
ality, voice recognition, image recognition, natural language processing and
personal and emotional treatment from artificial intelligence become the cha-
llenge of digital transformation for companies in their customer relationship
strategy. It is the so-called view of Kotler et al. (Kotler et al., 2021) “Techno-
logy for humanity”. This context returns us to the hedonic enjoyment of tech-
nology while digitally interacting with brands (Congress DEC, 2022).

These technological advances have allowed multiple metaverses to have
been developed from the concept of immersive experience. This is the case of
the industrial metaverses (they carry out the mapping and expansion opera-
tions of the physical industry in the virtual space to significantly improve in-
telligent manufacturing, Kang et al., 2022), the learning platforms (Game Ba-
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sed Learning, GBL, Getchell, et al., 2010) or the hedonic worlds of video ga-
mes that understand the Metaverse as an opportunity for immersive expe-
rience that mimic persistence (Nevelsteen, 2018). However, these “metaver-
ses” are not the Metaverse conceived as a virtual world, whose persistence
characteristic becomes essential, as we will see below.

1.2. Definition and characteristics of Metaverse

There are multiple definitions as can be seen in the review of the litera-
ture by authors Park and Sim (2022), where words like world, immersive, ava-
tar, realism, parallel, feeling, technology, 3D, 5G, community, experience, etc.
interact. But one of the most approximate is “Metaverse is a compound word
of meta and universe, meaning beyond, a temporal-spatial aspect where the
real world and the virtual world are mixed (Cunningham, 2010 in Park and
Sim, 2022). Definition that Park and Sim nuances when saying “is a com-
pound word of transcendence meta and universe and refers to a three-dimen-
sional virtual world where avatars engage in political, economic, social, and
cultural activities” (Park and Sim, 2022). This convergence will be more im-
mersive the greater the absence of real physical stimuli. As can be seen in fi-
gure 1, in augmented reality the simultaneity of sensations with the real world
is allowed, a necessary fact, for example, in its use in medicine, the automotive
industry or its use in security and supervision of installations, for example, but
where you can interact with digital elements. On the contrary, in the purely
digital environment, the perception of the real world disappears, and this is
where the true immersive experience is achieved. For each of these percep-
tions the devices are different. For example, for augmented reality a mobile
phone would be perfectly suitable, for virtual reality special glasses and, finally,
there are mixed reality devices that allow immersion, but do not isolate users
(Microsoft in Congress DEC, 2022).

These worlds are designed to be highly social, where participants inter-
act in real time online through their avatar. In these worlds there may be a
sense of ownership, which also implies a virtual economy, as will be develo-
ped below (Peña de San Antonio, 2022). Another of the Metaverse conditions
is that the life of the avatar must be persistent and interoperable (Ball, 2022).
And according to Hackl et al. (2022), must be unique. These characteristics
pose a Metaverse construction problem since the current distributed compu-
ting presents important doubts about whether these architectures can really
support a single virtual world, that is, persistent and interoperable (Nevels-
teen, 2018).
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2. METAVERSE: NEW REALITY OR NEW CHANNEL?

2.1. Metaverse, a new customer reality

In a climate of expectation towards marketing 5.0, Metaverse has burst
explosively into society when Mark Zuckerberg announced in September
2021 the renaming of Facebook. Meta arises with a new positioning, “Live in
the future” (Pérez Sarmenti, 2021), and with the goal of encouraging “people
to invest in their virtual space, instead of others, where users can enjoy the
best possible experience, and even encouraging companies to use it when
doing business” (LaSexta, 2021). With a well-orchestrated media campaign,
Metaverse has become a recurring theme in marketing and has been imme-
diately echoed by all brands.

Metaverse inherits known concepts, and incorporates others, which it
combines in a spectacular psychological cocktail shaker:

1. The value of playfulness. People love to play (Gil, 2020, Orús, 2022a)
and the sense of flow it produces, on the border of hedonism and challenge,
motivates and attracts us (Csikszentmihalyi, 1990).

2. The archetype theory. According to this theory, the main character—
called Avatar—merges or incarnates with their ideal according to their uni-
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Source: Hurtado (2022, in Congress DEC MetaExperience, 2022)
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versal unconscious symbols (Jung’s psychoanalytic theory, 1911, quoted in Gu-
bern, 2002).

3. Experimentation through 5.0 technology. Augmented reality and IoT
enable real virtual experiences (Feierherd et al., 2019).

4. The need for socialisation. As we move up the Maslow’s pyramid (Des-
met and Fokkinga, 2020), the need for affiliation and contact keeps us hyper-
connected, due to the success of social networks and online gaming commu-
nities (Barrera and Shah, 2023; Orús, 2022b).

5. The desire for consumption. We like to consume due to the hedonic
experience it produces which insulates us from distress and anxiety (Harnish
et al., 2021). And we also like to be exclusive owners of objects coveted by
others (Goor et al., 2020) and that explains the craze for owning NFTs (Non-
fungible token in Wang et al., 2021).

6. People want to live stories. Content marketing will evolve in Meta-
verso towards a gamified story, where the storytelling will be immersive and
interactive. Disbelief is eliminated and affinity is built (iabSpain, 2023)

As a result, in the Metaverse the costumer lives through his avatar new
possible or unattainable experiences, endowing this virtual self with powers,
abilities, personality and appearance, identifying the “playful subject” with the
“playful self” (Fernández-Vara, 2009). Navarro-Remesal (2019) points out that
even in certain contexts such as social networks, the individual’s own reality is
blurred, such that the individual can embody multiple parallel social repre-
sentations vis-à-vis the environment, which overlap with (or over) the real
world. This new world of avatars, where there is no distinction between the
physical and the virtual and the technological (Pinedo, 2022), allows the vir-
tual personality to differ from the real one, from the creation of a new self as
a parallel personal reality where fantasies can be developed.

This perspective has been studied from the sociology of virtual commu-
nities (Hine, 2000, cited in Angelone, 2019) in social networks. The big dif-
ference in Metaverse is that virtual life does have physical repercussions on
people (Playoffnations, 2021, quoted in economíadehoy.es, 2021). Thus, the
avatar created to play Super Mario Bros (1985) on the Wii (2006) or “The
Sims” of the 2000s, has left a mark on millennial society that is inherited by
generation Z and Metaverse. Why start with this generation as consumers of
Metaverse products, included in video games or in those contents whose use
and enjoyment is considered playful? Because it is a generation assiduous to

M DOLORES MÉNDEZ-APARICIO, ANA ISABEL JIMÉNEZ-ZARCO Y ALICIA IZQUIERDO-YUSTA



the game, eminently digital and that, according to Playoffnations (Econo-
miadehoy.es, 2021; Playoffnations, 2022), “it is the best breeding ground and
experiment to understand virtual behaviour patterns and then create generic
examples.”

Metaverse is a very attractive platform for young people, as confirmed
by The New Consumer in 2021 analysis. This report indicates that 45% of
those surveyed belonging to generation Z feel more comfortable in an online
environment (Cortès, 2022).

From this perspective, Metaverse becomes a spectacular field of study of
customer behaviour, as understood by companies.

2.2. Metaverse, new channel for companies

Everybody wants to be present in this new scenario, but while for clients
it is a new reality for companies and institutions, it is a new channel to add wi-
thin the wide range of today’s existing. There is a clear explanation for the vi-
rality of the Metaverse into organizational context. Based on gamification, vi-
deo game producers have led the current bases of the Metaverse, and millions
of users have normalized the use of avatars (Cortès, 2022). Metaverse explo-
res and exploits how gamification allows brands to “introduce game mecha-
nics and game design in non-game contexts” (Gil, 2020) from different digi-
tal tactics. This marketing strategy is aimed at customer learning and message
remembering while increasing consumer engagement, generating high value
for the business (Huotari and Hamari, 2012).

But Metaverse is much more than a gamification tactic, as it allows for
multiple customer rewards, as indicated in its semantics. Thus, Metaverse
allows virtual access to unattainable products, making the brand known and
creating the need for possession in potential consumers (Dikcius et al., 2021).
Therefore, a new scenario opens where the principles of marketing are repe-
ated in this new channel. It will not only be necessary to listen to their de-
mands, but to raise awareness and interest to attract consumers, generate con-
versions and recover the expected marketing return (Turletti, 2018). This
opportunity has provided innovative brands with an unbridled race to posi-
tion themselves by understanding the potential of their possibilities, measu-
ring the reaction of the competition, and studying the virtual profiles of their
customers.
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The substrate of a mature gaming industry today forms a virtual digital
ecosystem that recursively brings together massive audiences (Orús, 2022a;
iabSpain, 2023). And its idiosyncrasy allows a relaxed relationship between
user and company. But, for Metaverse to be successful for brands, it will be
necessary to develop new communicational concepts, scientifically reviewing
the roles of advertising under three fundamental aspects: a) conceptually by
defining the boundaries of Metaverse according to the context; b) from an
adequate methodological framework that allows individual and group con-
sumption behaviours to be evaluated and metrics to be established and c) a
structuralist approach, as indicated by Kim (2021), necessary to identify and
classify the characteristics of the message, the embedded user and interaction
between the message and multiple users in the Metaverse.

Regarding the Metaverse as a channel of social interaction, the platforms
themselves have turned it into a communication channel, as indicated by Ro-
blox figures, which show how users between the ages of 15 and 25 create more
messages on the platform than those they send via email. other channels such
as WhatsApp (Cortès, 2022). This experiential marketing offers a strong ap-
peal to consolidate stable and lasting relationships between brand and custo-
mer, (Urdea et al., 2021) and Metaverse presents a unique opportunity to of-
fer playful experiences.

3. METAVERSE INFLUENCE ON BRANDS AND INSTITUTIONS

As previously mentioned, Metaverse is presented as an opportunity for
loyalty and attraction for customers from an attractive and playful communi-
cation channel and brands and institutions want to be present in this new sce-
nario. And according to the opinion of the main marketing consultants “”The
metaverse is still in its infancy, but it will advance very quickly. If companies do
not act now, they will find themselves operating in worlds designed by and for
others.”“ (Paul Daugherty2, Accenture, 2023).

Thus, we find Burger King3 in gaming scenarios (Burger King in Fort-
nite, Mora, 2022a) and Gucci exhibits its products in a virtual walk through
the store, where you can see its catalogue and collections (Mora, 2022a; IP-
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MARK, 2022b) or Carrefour4, where you can recover healthy living from its
organic supermarket (Mora, 2022c). Similarly, Nike has created Nikeland5

(Martínez, 2022) within the Roblox platform. In this 3D world, players are in-
vited to an immersive adventure with the brand’s objectives: a healthy and
sporty life. And in the case of Coca Cola6, Metaverse serves as an excuse to
launch a new “pixel” flavour, Zero Sugar Byte, aimed at “younger and “techie”
consumers” and which takes the opportunity to announce its “gaming” pre-
sence in Fortnite (Lastra, 2022). It is in this segment where Metaverse esta-
blishes its target audience, as in the case of Lego7 in its partnership with Epic
Games to create a Metaverse for children, appealing to their right to play sa-
fely, privately and with tools that control their digital experience, (Mora,
2022d). In short, and in the words of Zuckerberg, “this parallel world will
move hundreds of billions of dollars in the next ten years, as evidenced by the
expected business figure of some 800,000 million by 2024” (Dwivedi et al.,
2022b; Pascual, 2022).

But beyond maintaining a dual relationship in two different environ-
ments, Metaverse is preparing to advance the omniverse (Song et al., 2022). In
the not-too-distant future, McDonald’s will allow you to place your orders
from Metaverse and receive them in real life. To this end, it has already filed
ten Metaverse-related applications for both McDonald’s and McCafé with the
U.S. Patent and Trademark Office in early 2022 (The Money Post, 2022), and
is seeking software experts to develop Metaverse shopping scenarios with real-
world interaction, audio and video downloadable and a concert hall from
McCafé, both real and online (Dean, 2022). The Metaverse Panera Bread has
already applied for a brand for this spectrum, with NFT, virtual entertainment
services with Metaverse customer reward loyalty (The Money Post, 2022). But
beyond this, Nvidia8 is committed to face-to-face-digital integration, making
the latter an extension of the real world (Hummel and Kooten, 2019). Along
the same lines, some football clubs are planning to increase their member ser-
vices, such as real/virtual/exclusive interviews with their favourite players.
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Thus, Real Madrid9 plans to sell millions of season tickets as virtual members
of its team (Lorenzo, 2022).

There is also a growing interest in these immersive spaces for institu-
tions. It is worth mentioning the opportunity presented by digital twin spa-
ces in the health sector, cloning hospital management and patient evolution
flows (Open Systems, 2022). Also, its use in Institutions to guide the citizen
from the Metaverse through cloned public spaces, case of the Government of
Navarra (2022) or the considered success story of the Faculty of Agriculture of
the University of Laos (Khansulivong, Wicha y Temdee, 2023). And it is in-
creasingly used in company safety management, where the virtual interaction
of the internet of things displayed in the digital twin of facilities and factories
allows inspections to be carried out without putting the health of workers at
risk (Iberdrola case, DEC, 2022). But where Metaverse is having the greatest
power of attraction is in the world of teaching and outreach. As indicated by
the author of the report “Analysis and reflections on the potential impact of
the Metaverse in the educational sector” (Cortès, 2022), up to 14 key aspects
can be considered for said assimilation of teaching spaces. In addition to the
aspects mentioned as members of generation Z and Alpha, Metaverse allows
student diversity and personalization in learning capacity, it is a powerful at-
traction of the attention necessary for study, it allows a new form of interac-
tion between teacher and student and what is most relevant for society, it co-
vers the gap between the educational offer and the demand for talent (Cortès,
2022).

As success stories where Metaverso is already being monetized, in addi-
tion to those already mentioned, in Hyundai Mobility Adventure the user can
try the latest in cars, they can go out to a virtual party in Amnesia Ibiza (where
unique NFTs are offered), or bid at Sotheby’s, the iconic auction house that
bets on online bidding through Sotheby’s Metaverse, with payment in crypto-
currencies (IEBS Scholl, 2022), record a record in Metaverse with XR BBC
Maida Vale Recording Studios (Cairns et al., 2022), among many other ca-
ses. It is up to Accentur, who consider the factory of the future of the Mars
company in Illinois, United States, as a success story, where digital twin tech-
nology and models will be applied to Mars factories around the world in the
next three years (Accenture, 2022).
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Even sectors such as the financial sector have been strongly affected by
Metaverse due to the arrival of cryptocurrencies. In Metaverse, cryptocu-
rrencies are the usual form of payment. Despite the perceived risk about the
security of the process and action in case of the theft or loss of virtual keys,
cryptocurrencies can be a great opportunity to energise and modernise the fi-
nancial system (Casanueva, 2021). However, in anticipation of the future,
banks have already made their advertising incursions in order not to be left
behind. For example, Bankinter10, appealing to Customer Centric, has chosen
Km 0 in Madrid to indicate that “the Metaverse is yours” (Bankinter, 2022;
Mora, 2022b).

Faced with such a situation, we ask ourselves the question: will Metaverse
finally take shape as a virtual society or, on the contrary, will it be integrated
as one more relationship channel within the omnichannel context?

How to populate these empty worlds is then posed as an immediate need.
We are sociable by nature (Tanford and Jung, 2017), and users will begin to
demand their right of entry to Metaverse as a community. This has also been
understood by the platforms and so Next Earth is selling La Rioja (García Ar-
naiz, 2022), in plots and its most important monuments. For example, Las
Gaunas football field, Yuso Monastery, the La Ribera bullring, the Rioja Cul-
tural Centre and Calahorra City Hall have already been purchased. The ques-
tion is: to what end? Presumably, speculation is the objective, and to reverse
the investment from the rental and sale of its virtual land. These decentralised
(privately owned) Metaverses require legislation yet to come. The NextEarth
has not only invested in virtual plots, but it has also triggered a virilization of
the sector, which will be the object of a lucrative business in the coming de-
cades (García Arnaiz, 2022), as already initiated by the Metahood or Decen-
traland platforms, with similar services (Mora, 2022a).

In short, strolling through a virtual universe, shopping, interacting, en-
joying shows and events, will become Zuckerberg’s dream “that we will be able
to live a life beyond and free ourselves from physical space” (Marketing Di-
recto, 2022).
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4. DISRUPTIVE CHANGES AND NEW CHALLENGES IN THE
METAVERSE

4.1 Metaverse, a new adoption of technology for the client

If we couple this need for socialisation with the pressure from our envi-
ronment on the adoption of technology and theory of planned behaviour (Da-
vid, 1989, cited in Besley and Case, 1993; Schifter and Ajzen, 1985), the bu-
siness opportunity arises for many brands because of the mass appeal it will
have, as well as for institutions, which find a great opportunity for social mar-
keting in Metaverse.

As Rogers (2003, cited in Rodríguez Ardura, 2008) indicates in his Dif-
fusion of Innovation Model, in the implementation of a disruptive change
there are certain archetypes of people that produce a normal distribution in
the form of a Gaussian function. It begins when the innovators and early
adopters start to become measurable market share; it peaks when the first
large majority adopts the change and closes with the laggards in the last wave
(see Figure 2).
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Figure 2. Innovation Diffusion Model. Rogers Archetypes

Source: Rogers (2003)



Therefore, innovative customer profiles are key, as well as a certain elite,
prone to change and social influence, with a high level of income and culture.
But no less so are the adapters, the first followers who pave the way for the
great masses, sharing their experiences in innovation and who are what really
convince the majority, who are highly averse to change due to the perceived
risk. This model should be the roadmap for any marketing strategy given the
typified response rate. This democratization of technology is increasingly wi-
despread, as analyzed in the study by Wunderman Thompson (2021), where
78% of those surveyed understand that “their lives and daily activities depend
on technology”.

Rogers’ archetypes are universal and can therefore be extrapolated to
companies and, therefore, the most innovative ones will be the leaders in the
Metaverse. Including the Unique Proposition Selling (USP), differential value
of the brand from the gamification and the trend, embedding its message in
the benefits of the Metaverse, is the new digital customer experience. And this
experience only increases brand loyalty (Méndez Aparicio, 2019). It can be
concluded that the times of Metaverso will be linked, therefore, to the adop-
tion of technology by users, but also dependent on the present and future de-
velopments of brands (iabSpain, 2023), a virtuous circuit from the technolo-
gical determinism of which we will talk about later.

4.2 Metaverse, the impact of a new channel for companies

As a marketing strategy, Metaverse will allow companies to enhance the
physical environment of brick-and-mortar stores by observing consumer be-
havior by interacting with other customers and store staff as it happens (Swi-
ley, 2016). This is possible as the Metaverse connects with AR as the avatar’s
life forms from “multiform contacts and overlaps between multiple points in
the real world and a distinct and different Metaverse”, giving rise to a new
type of augmented reality interaction (Wright et al., 2008) between the client
and the brand. Lu and Smith (2007) concluded in their comparative research
on AR versus traditional e-commerce that AR provides more direct informa-
tion about the consumer. Schwartz (2012) establishes a direct relationship bet-
ween AR and attitude, as well as purchase intention. While Park et al. (2008,
cited in Wright et al., 2008) show that 3D visual simulation on an e-commerce
site influences the quality of information perceived, improves mood and the-
refore attitude and purchase intention.
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Also, Metaverse in the research field becomes a target. As the researchers
indicate, there are hardly any sectoral studies that indicate the opportunity of
extended reality, ER, in the study of consumer behavior (Swilley, 2016).

However, how is this media deployment possible if the Metaverse does
not yet exist technologically? (Mora, 2022a). As we have seen in the evolution
of the Metaverse, technological determinism shapes and determines the ad-
vancements in the Metaverse. Research in artificial intelligence, real-time
transmission, the Internet of things and bodies, improvements in augmented
reality and the democratization of the necessary hardware costs mean that the
Metaverse is still considered a reality under construction since multiple fac-
tors converge (Philipp et al., 2022). In a race to provide content for the new
world, the big technology companies open their doors to software developers
to work on their projects related to this concept, as is the case of Microsoft
(The Money Post, 2022). Under this approach, while the platforms are being
developed, public opinion models the Metaverse as an incubator of barriers
and opportunities for companies. As already indicated and in the words of
Zuckerberg, the Metaverse will be defined by the users themselves in their de-
mands (Zuckerberg, 2022).

The big question is: how will brands react? We are in full digital trans-
formation, where companies are still in a process of technological conversion
of their processes to offer a digital and competitive experience to their clients,
with big data and artificial intelligence as objectives. This race that began five
years ago (Extra Software.es, 2021), with a roadmap still to be completed in
many cases, raises the following question: are companies prepared to face this
revolution? At first, it seems difficult. And not only because of the overlap-
ping priorities in terms of modernizing their business processes, but because
Metaverse must meet other needs radically different from those of traditional
business.

While it was already a complex objective to correlate structured and uns-
tructured data on purchasing and consumption behaviour in the different avai-
lable channels, unify their information in big data and generate actionable res-
ponses for the company from artificial intelligence (Méndez-Aparicio et al.,
2021), we are now faced with unknown behaviours based on the assumption of
personalities and unforeseen customer responses, the result of unusual beha-
viour in an open world. Thus, it is conceivable that corporate big data will
need to process both real and virtual customer profiles, as has been the case
with social networks, from the perspective of multiple parallel social repre-
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sentations, documented by Wright et al. (2008), which they have termed aug-
mented duality.

Another aspect that will radically change our economy is the democrati-
sation of virtual currencies or cryptocurrencies. There are many of them,
which are unknown, subject to speculation and ultimately not so secure against
cyber-attacks (Escoda, 2014). Peer-to-peer certification (blockchain), which
avoids the presence of financial intermediaries, augured agility in the eco-
nomy, especially in emerging economies lacking powerful online payment in-
frastructures. Faced with this, countries’ central banks are beginning to put
their virtual currency into circulation to avoid speculation, the legal vacuum,
and the need for security.

Cyber security will be of relevance in this new channel. Numerous rese-
archers are already warning about the precariousness of the anonymity of vir-
tual wallet owners through the Ethereum Name Service (ENS) and the well-
known attraction of digital criminals or the proliferation of malicious smart
contracts. This is the case of ‘sleepminging’ which falsifies the provenance of
NFT (Canales, 2022).

Coupled with the need for interoperability and persistence, the Meta-
verse must be unique, reproducing our virtual reality as a unique and unrepe-
atable new self, far from the idea of multiple Metaverses that exists today. This
idea seems linked to the need for standardization to be imposed as the only
way to democratize the Metaverse and cryptocurrencies. As happened with
Internet technology in the 90s (hardware and software), mobility and its ac-
cessories, operating systems, and Internet browsers, have finally ended up in
digital monopolies, such as Meta, Microsoft or Google, where all brands want
to be and that slows down the development of other platforms (Meier, 2021).
We are therefore witnessing a war that has only just begun between the cu-
rrent that advocates the decentralization of the web, known as 3.0 or the struc-
ture of “fenced gardens”, which have generated an ecosystem of their own re-
sources, scarcely interoperable. Thus, it is not surprising the alliances that are
predicted in the construction of the Metaverse, such as the one described as
“without origin” between Meta and Microsoft or Zoom (del Castillo, 2022).
These giants have announced that Microsoft’s virtual and augmented reality
products will be available and integrated into Quest, the Meta platform, fully
operable with Zuckerberg’s virtual reality glasses, as well as all office automa-
tion features (Word, Excel, PowerPoint, or Outlook), the integration of video
games with current hardware, and the necessary tools for meetings, such as
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Zoom. This not only provides the continuity of the user in his virtual life but
also guarantees his current monopoly in leisure and work environments.

5. CONCLUSION

As has been seen, although Metaverse will be a new virtual reality in the
future, it is still a communication and distribution channel between brands
and institutions and their customers. For this reason, it is not only relevant to
understand the opportunities and challenges that they represent for everyone,
but it is also necessary to define what place they want to occupy one and others
in this new virtual society.

Metaverse is here to stay, as predicted by the expectation and investment
it has triggered. From the theory of technological determinism (Fanjul, 2019),
living in Metaverse will determine changes in social behaviours, leisure, and
consumption habits. Referred to as Web 3.0 or the Spatial Web (Cook et al.,
2020), researchers predict a dramatic change in the way we interact with the
digital world (Austin, 2021, cited in Kim, 2021). These continuous specula-
tions about its innate complexity do not allow for a clear definition or to es-
tablish objectives and scope since, today, it is a concept still to be built.

But what is unquestionable is that it opens a framework of study from
the pre- and post-Metaverse. Multiple unknowns will have to be contempla-
ted, such as the application in advertising (iabSpain, 2023); the validity of tra-
ditional metrics and Key Performance Indicators (KPI); will it be an owned
media, an earned media; will it be possible to identify the sponsor? It will be
necessary to define the ethical boundary that protects persuasive intent from
response induction; and most importantly, how to tailor the relationship bet-
ween customer and company, identifying the advantages or disadvantages of
Metaverse in “cognitive, affective and behavioural effects” (Kim, 2021). To
this end, as indicated by the author, brands should define their communica-
tion objectives based on the functional approach: shopping, entertainment or
socialisation, and adequately process the effect of the advertising message, in-
cluding the negative ones, which damage their image or the customer. The
next step, already underway, will be interaction as companies adapt their fi-
nancial systems and channels, with the resulting technological disruption in
their processes. The concept of virtual property also emerges as an object of
study since NFTs are already a reality.
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Thus, all areas of knowledge such as Law and Political Science, Art and
Humanities, Economics and Business, Health Sciences, Digital Skills, City
and Urban Planning, Computer Science, Multimedia and Communication
(Cortès, 2022), will be involved in shaping and delimiting this new way of con-
ceiving reality.
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