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Marketing on the Metaverse: Research Opportunities and Challenges 

Few business topics generate as wide an array of opinions as the metaverse. 

According to one industry survey, half of US firms were planning to spend 10% or greater of 

their 2023 marketing budget on the metaverse (Dencheva 2023). Yet, in another industry 

survey, nearly half of US firms indicated that their marketing teams will not be prioritizing 

the metaverse in 2023 and that the metaverse will not live up to its long-term hype (Majidi 

2023). 

Business leaders also have divided opinions on the metaverse. Mark Zuckerberg, 

Meta’s co-founder and CEO, described the metaverse as “the next chapter of the internet” 

and as “this kind of very magical sensation, and it’s extremely human and in a lot of ways it’s 

like the Holy Grail of the types of social experiences” (Carlson 2022). Satya Nadella, 

Microsoft’s CEO, stated that “the metaverse is here, and it’s not only transforming how we 

see the world but how we participate in it – from the factory floor to the meeting room” (Marr 

2022). In contrast, Elon Musk, Tesla, SpaceX, and Twitter’s CEO, said that he is “unable to 

see a compelling metaverse situation” and that he does not “see someone strapping a frigging 

screen to their face all day and not wanting to ever leave” (Wayt 2021). Tim Cook, Apple’s 

CEO, stated he is “really not sure the average person can tell you what the metaverse is” and 

this makes him skeptical of its future success (Huddleston 2022). 

Into this domain, Reibstein and Iyengar (2023) boldly provide clarity on how the 

metaverse can be used for marketers. Reibstein and Iyengar place the metaverse in a 

marketing context by describing it as the next evolution that builds on previous marketing 

domains such as 4 P’s (promotion, product, place, and price), 5 C’s (customers, company, 

competitors, collaborators, and context), and omni-channel marketing. Reibstein and Iyengar 

also present a nice overview of firms’ initial motivations for investing in the metaverse. 

Further, Reibstein and Iyengar conduct an interview with Tessie Lieberman, Chipotle’s vice 
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president (VP), digital marketing and off-Premise to detail how Chipotle leverages the 

metaverse to expand its traditional in-store experience into the virtual world. Reibstein and 

Iyengar describe Chipotle’s Burrito Builder game on Roblox, where Chipotle’s virtual 

customers assembled burritos in the metaverse and were able to earn free physical store 

entrée rewards. Reibstein and Iyengar build on their overview and interview to develop a 

summary of seven methods for how firms can conduct metaverse marketing. Finally, 

Reibstein and Iyengar offer interesting reflections for marketers to consider how the 

metaverse will evolve and what parts of the metaverse may succeed.  

Our paper aims to provide insights into how firms can leverage the metaverse for 

marketing purposes. Previous research in marketing on the metaverse has typically focused 

on a consumer perspective (e.g., Belk et al. 2022; Hadi et al. 2023; Lee and Chen 2011). In 

contrast, we expand on Reibstein and Iyengar (2023) to provide scholars and practitioners a 

better understanding of potential avenues of metaverse marketing from a firm perspective.  

As the metaverse is nascent and constantly evolving, we first provide background on the 

metaverse and summarize existing metaverse marketing research. Then, we describe how 

marketers can use the metaverse to differentiate their firms through the 4 P’s and 5 C’s. We 

subsequently expand on Reibstein and Iyengar’s (2023) seven potential marketing roles for 

the metaverse by providing additional rationales, potential opportunities, challenges, and 

future research directions for each role. We conclude by summarizing the potential and 

challenges firms will face conducting metaverse marketing.  

What is the Metaverse? 

The word/topic of “metaverse” conveys different meanings to different people and 

firms since the metaverse is not fully developed and is constantly evolving. For some, the 

metaverse conjures up a futuristic three-dimensional (3D) - environment where customers 

can interact with each other and brands from any virtual location in the world. For example, 
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Hugo Swart, VP and general manager of extended reality (XR) at Qualcomm, described how 

his firm: “Views the metaverse as an ever-present spatial internet complete with personalized 

digital experiences that spans the physical and virtual worlds, where everything and everyone 

can communicate and interact seamlessly. People will access the metaverse through any 

computing device–smartphone, PC, augmented and virtual reality (AR/VR) device, etc.–as a 

portal to a virtual presence that mirrors aspects of real life” (Sullivan 2021). For others, the 

metaverse is simpler and is just the next version of the internet that enables 3D experiences. 

Hence, Ed Greigg, Chief Disruptor at Deloitte, described the metaverse “in simplest terms” as 

“the internet, but in 3D” (Marr 2022). And for many others, general uncertainty exists about 

what exactly the metaverse is and how it will evolve. For instance, Timoni West, VP of 

AR/VR at Unity, stated about the metaverse: “I think we can all agree our initial dreams of a 

fully immersive, separate digital world is not only unrealistic, but maybe not what we 

actually want” (Sullivan 2021).  

The lack of certainty on what exactly the metaverse is, what it will look like, what 

users will do on it, and how firms will interact with users on it has greatly impeded 

consumers’ and firms’ metaverse use (Atske 2022; Dwivedi et al. 2023; Ravenscraft 2022). 

However, the idea of a virtual world for consumers such as the metaverse is not new. Various 

technologies related to the metaverse such as virtual worlds, VR, Second Life with avatars, 

gaming with friends, and co-experiencing online communities with others, were envisioned 

and/or developed many decades ago (Barrera and Shah 2023).  

The term metaverse originates from Neal Stephenson’s 1992 science fiction novel 

“Snow Crash” that described the metaverse as a virtual world people could go online to 

experience (Economist 2020). The metaverse does not rely on a single platform or 

technology, despite one firm’s (Meta’s) attempt to associate itself with the metaverse. 

Instead, the metaverse includes a wide array of functions, such as social interaction and social 
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commerce, and is supported by emerging technologies such as XR, artificial intelligence, and 

blockchain (Barrera and Shah 2023). 

Video games played an influential role in the development of the metaverse and 

currently serve as an anchor for what people envision as the metaverse. Second Life, a video 

game released in 2003, is largely considered the first successful “metaverse” (Villar 2022). It 

is a 3D online virtual world where avatars live and operate similarly to people in the real 

world. Roblox is a major metaverse platform and its daily active user count reached over 50 

million in 2022 (Goldman 2022). Roblox allows users to play a wide variety of games, create 

games, and chat with others online, which combines gaming, social media, and social 

commerce. One co-author’s children regularly play on Roblox with their friends and families 

living near and far, and his children use the platform as a method to build and maintain 

connections with those friends and family.  

The metaverse, of course, is not just a video game-like hosting platform in a virtual 

world. Fast-food companies such as Wendy’s, McDonald’s, and Panera Bread have opened 

or are in the process of opening virtual restaurants in the metaverse (Meisenzahl 2022), in 

addition to Chipotle’s metaverse experience described by Reibstein and Iyengar (2023). 

Apparel brands such as Gucci, Burberry, Forever 21, H&M, Vans, and Nike (Semmence 

2023), beverage brands like Coca-Cola (Wright 2022), and entertainment brands like Disney 

(Faughder 2022) have also begun to engage with consumers in the metaverse. Opportunity 

also exists for firms in various industries such as financial services (e.g., decentralized 

finance supported by blockchain and cryptocurrency that may not rely on traditional banks), 

healthcare (e.g., telemedicine and collaborative R&D), and manufacturing (mixed reality 

enabled factory floor) to employ the metaverse (McKinsey and Company 2022a). 

Various academics and practitioners attempted to define the metaverse (see Table 1). 

Early definitions characterize the metaverse as (1) a technology-mediated (through AR, VR, 
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and XR) environment that allows for (2) real-time social interaction (users can interact with 

each other) and (3) an immersive experience (users have high-level sensory engagement in a 

seamless and realistic environment). The concept of the metaverse started as a purely single 

virtual world, without the assumption that the virtual worlds are interconnected. For example, 

Davis et al. (2009) define the metaverse as immersive 3D virtual worlds where people 

interact as avatars with each other and software agents.  

--- Insert Table 1 around here --- 

Recent metaverse definitions add one more characteristic: (4) interconnectedness 

among multiple virtual worlds, platforms, and experiences. This characteristic aims to define 

the metaverse as consisting of multiple interconnected virtual worlds where large numbers of 

users can interact simultaneously in an embodied form (Ahn et al. 2022). For instance, 

Dionisio et al. (2013) define the metaverse as an integrated network of 3D virtual worlds that 

allows users to interact in real-time with a computer-generated environment and with each 

other through the use of avatars or agents that represent them in the virtual space. Hennig-

Thurau et al. (2022) conceptualize the metaverse as a new computer-mediated environment 

consisting of virtual worlds where people use avatars to act and communicate with each 

other. Hadi et al. (2023) define the metaverse as a network of digitally mediated spaces that 

immerse users in shared, real-time experiences.  

Scholars employing a futuristic perspective posit two additional characteristics that 

define the metaverse: (5) interoperability (users have avatars that interact with other avatars 

seamlessly in different virtual worlds, games, and platforms) and (6) a fully functioning 

virtual economy (potentially built on cryptocurrency and digital goods and assets, including 

nonfungible tokens [NFTs]). For example, Barrera and Shah (2023) expand on earlier 

definitions to view the metaverse as a technology-mediated network of scalable and 

potentially interoperable XR environments merging the physical and virtual realities to 
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provide user experiences characterized by their level of immersiveness, environmental 

fidelity, and sociability. Yoo et al. (2023) describe the metaverse as an online collaborative 

shared space consisting of 3D environments that leverage high consumer immersion 

techniques to reduce the perception of technological mediation alongside transferrable and 

unique digital assets while allowing user-generated digital personas to interact with each 

other. 

Therefore, to answer the question “what is the metaverse,” our review describes how 

the metaverse started as a single virtual world with a technology-mediated network where 

users can create avatars, interact with each other in real-time, and engage in an immersive 

experience. Since then, the metaverse has further expanded to interconnected extended 

realities with blurred lines between physical and virtual worlds. In the future, the metaverse 

intends to move towards interoperable extended realities that will enable a fully functioning 

virtual economy.  

What is Marketing on the Metaverse? 

Literature Review 

The marketing literature contains several published papers that provide detailed 

metaverse overviews, focusing primarily on how the metaverse will impact consumers. Ahn 

et al. (2022) conceptualize consumers as relationship initiators that stand at the apex of a 

triadic relationship between customers, engagements, and media on the metaverse and 

physical world. Hadi et al. (2023) posit a consumer-metaverse framework that centers around 

how the five key characteristics of the metaverse (i.e., digitally mediated, spatial, immersive, 

shared, and operates in real-time) might alter our understanding of consumer behavior in 

three domains: consumer identity, social influence, and ownership. Hennig-Thurau et al. 

(2022) build on Hoffman and Novak (1996)’s idea of computer-mediated environment to 

examine the real-time multisensory social interactions (RMSIs) between metaverse users. 
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Hennig-Thurau et al. (2022) provide initial conceptual and empirical evidence on when 3D 

based RMSIs in the metaverse, accessed through VR headsets, generate more value for 

respondents in terms of interaction outcomes (interaction performance, evaluation, and 

emotional responses), compared to 2D virtual interactions. 

 Barrera and Shah (2023) propose (1) an inner-ring of the metaverse based on user 

experiences that are determined by the extent to which the metaverse offers immersiveness, 

environmental fidelity, and sociability; and (2) an outer-ring based on the technology that 

supports the inner-ring. Belk et al. (2022) focus on the metaverse’s digital economy and 

theorize new forms of ownership with fractional ownership and fractionalized property rights. 

Dwivedi et al. (2023) provide 14 academic researchers’ diverse perspectives on how the 

metaverse will affect consumer psychology, consumer well-being, consumer consciousness, 

sensory acceptance, and consumer states of information flows, in addition to how firms can 

tailor their branding and service marketing to better match those consumer behaviors. Yoo et 

al. (2023) detail how four characteristics, online collaboration, high consumer immersion, 

unique digital assets, and digital personas, will directly impact consumers’ use of the 

metaverse.  

 Consequently, based on a review of the marketing literature, metaverse marketing 

represents a forward-thinking approach to engaging with consumers that can help businesses 

establish a competitive advantage in today’s rapidly evolving landscape. Thus, we build on 

Reibstein and Iyengar (2023) and focus on what metaverse marketing could entail for firms. 

Next, we take a broad view to discuss how firms can conduct metaverse marketing through 

each of the 4 P’s and 5 C’s. Subsequently, we expand on Reibstein and Iyengar’s (2023) 

seven proposed methods for metaverse marketing.  
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Metaverse Marketing through the 4 P’s 

Metaverse marketing will entail the opportunity for firms to engage with consumers 

through the 4 P’s in a virtual world, with the aim of building long-term profitable 

relationships in the virtual and/or physical world. We discuss several opportunities for how 

the metaverse can benefit each of the firms’ 4 P marketing efforts (Table 2).    

--- Insert Table 2 around here --- 

Promotion. The metaverse enables marketers to promote their firms to users through a 

variety of innovative (e.g., immersive technology) and traditional (e.g., billboards) methods. 

Further, the metaverse will allow marketers to reach customers through direct (e.g., through 

their own metaverse firm-shopfronts) or indirect (e.g., through brand-developed 

communities) methods not bound by physical world limitations. For example, Coca-Cola and 

Samsung have placed virtual billboards throughout metaverse video games like Football 

Manager to promote their brands, extending the traditional use of billboards (Miles 2022). In 

addition, H&M’s Looptopia Experience on the Roblox platform provides users with an 

immersive experience that allows digital identity experimentation while also promoting 

H&M as a brand that empowers people to express themselves through different styles 

(Stewart 2023).  

Product. The metaverse allows marketers to develop products tailored to consumer 

preferences in the interconnected and/or interoperable virtual world, which are not 

necessarily bound to the physical world. Firms must understand what products to develop on 

the metaverse that can fulfill customers’ wants and needs through an understanding of 

customers’ motivations to own virtual products. Pokémon’s virtual store, Electric/City on 

Selfridges, has been successful because it understood that a significant number of its 

consumers prefer to purchase both virtual and physical collections of Pokémon products 
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(Yahoo Life Staff 2021). Nike has released virtual shoes, apparel, and accessories on Nike’s 

Swoosh platform, allowing customers to buy and collect virtual products (Perry 2022). 

Place. The metaverse enables marketers to develop new channels of distribution that 

may substitute or complement firms’ current online and offline channels, depending on how 

firms intend to utilize the metaverse. Additionally, the metaverse can enhance firms’ current 

omni-channel strategy by enabling users to transition between the physical, traditional online, 

and virtual worlds. IKEA offers a high-definition, interactive VR showroom that enables 

users to explore and visualize IKEA furniture virtually before purchasing physical products.1 

Disney brought its physical Star Wars themed park, Galaxy’s Edge, to its VR game, “Star 

Wars: Tales from the Galaxy’s Edge.” Tilak Mandadi, Disney’s chief technology officer, 

described the initiative as a “theme park metaverse … where physical and digital worlds 

converge” so users unable to visit the park can explore the park virtually through the game. 

Further, Disney’s initiative enabled users who visited Disney’s physical parks to also play the 

game after becoming connected with the game’s story through their physical world 

experience (Martens 2020). 

Price. The metaverse will enable firms to employ innovative pricing and payment 

strategies that build on NFTs, crypto-currency, and blockchain technologies, in addition to 

traditional payment methods. Further, the metaverse is not restricted to just traditional forms 

of pricing and payments, which should allow firms to develop payment strategies that may 

not be feasible in the physical world. For example, Gucci is currently testing different pricing 

strategies by making its AR digital-only sneakers available to everyone priced at lower points 

than in the physical world (Bingol 2021). However, Gucci’s NFTs are exclusively sold only 

at its NFT store and the NFTs’ price points are extremely high in the thousands of dollars 

(Harjai 2022). Sandbox sells virtual real estate in its game world with different price points 

 
1 Available at: https://demodern.com/projects/ikea-vr-showroom  

https://demodern.com/projects/ikea-vr-showroom


11 

 

based on the value of the locations: for popular destinations that many users will teleport to, 

the greater the value of the surrounding areas (Shine 2022).   

 Main Future Research Questions on Metaverse Marketing through the 4 P’s: Given 

the uncertainty with how the metaverse will evolve, questions exist about how firms will 

conduct metaverse marketing through the 4 P’s. Two broad future research questions that will 

particularly assist firms in their metaverse marketing through the 4 P’s are:  

• Will firms need to develop new to the world products, promotions, places, and pricing 

to succeed on the metaverse, or will firms be able to leverage their current methods?   

• How can firms accurately estimate the demand for metaverse promotions, products, 

places, and prices? 

Further, for each of the P’s, we list a major unaddressed research question:  

• Promotion: How can firms determine the most effective promotional technology 

(traditional vs. innovation) and delivery mode (direct vs. indirect) combinations on 

the metaverse? 

• Product: How will the extent of “newness” of metaverse (versus traditional) products 

affect customer adoption, and how will the effect vary by product type and industry? 

• Place: How will metaverse marketing impact firms’ omnichannel strategies, and how 

can firms effectively integrate metaverse channels into their existing omnichannel 

approach? 

• Price: How can firms determine whether innovative or traditional pricing and 

payment strategies are better suited for their metaverse efforts? 

Metaverse Marketing through the 5 C’s 

Building on how marketers can employ the 4 P’s on the metaverse, we now describe 

how the metaverse will enable marketers to also differentiate their firms through the 5 C’s 

(Table 3).  
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--- Insert Table 3 around here --- 

Customers. The metaverse will enable firms to expand on the types of customers with 

which they engage; e.g., brick-and-mortar dominant firms will be able to use the metaverse to 

reach customers either unable or uninterested in coming to physical stores with engaging 

virtual communications. The metaverse will allow firms to develop greater connections with 

their customers than current online purchases, which are primarily transactional-focused and 

not conducive to long-term relationship building (Mintz 2022). For example, Acura uses 

virtual showrooms to enhance the consumer experience by allowing customers to virtually 

race new models and interact with salespeople about the products without having to go to the 

dealership (McKinsey and Company 2023). Adidas is planning to engage with its customers 

by rewarding their metaverse use through special access to physical merchandise and 

purchases of Adidas’ NFTs (Peters 2021).  

Company. Customer expectations for creative firm engagements are significantly 

greater on the metaverse than in the physical world (Ringman 2022). Additionally, firms’ 

adaptability and capability to utilize technology to create the 4 P’s tailored to the metaverse 

will be critical to their metaverse marketing success (McKinsey and Company 2022b). Thus, 

to succeed in the metaverse, firms must improve their customer engagement strategies to 

support the development of customer-centric metaverse content, either in-house or through 

collaborations. For example, Sephora’s virtual try-on technology supports a personalization 

strategy by allowing users to see how different makeup products look on their faces using AR 

(Yashin 2023). Yet, Sephora will need to further leverage the customer insights and 

intelligence gained from its customers’ experiences to create successful new products and 

personalized offerings that meet customers’ unfulfilled needs.  

Competition. Firms can differentiate themselves on the metaverse by creating unique 

virtual experiences or products. On the one hand, unique metaverse experiences require 



13 

 

technological innovation that creates a new barrier to entry, particularly for firms with few 

resources and technological capabilities to operate effectively in the virtual world. On the 

other hand, the metaverse can allow firms to successfully break through physical world 

competition by offering innovative methods to gain customer attention and develop customer 

relationships. Hence, Sephora’s competitors will also need to consider the consequences of 

whether or not to develop virtual shopping by offering real-time, immersive, and interactive 

experiences catered to each consumer (Darbinyan 2022). Fast-food pioneers Chipotle and 

Wendy’s have already opened their metaverse-based restaurants, while McDonald’s and 

Panera Bread plan to compete with them by opening their own metaverse-based restaurants 

(Meisenzahl 2022). Consequently, the metaverse will require firms to consider how to best 

position themselves to compete in this new environment by effectively communicating their 

value propositions and unique selling points to customers. 

Collaborators. The metaverse creates new opportunities for collaboration, allowing 

for an entire new network of potential collaborators. New firms, gatekeepers, and power 

players are likely to emerge. NVIDIA’s “Omniverse” allows multiple firms, including 

Amazon, AT&T, BMW, Ericsson, Foxconn, GM, Kroger, Lowe’s, Mattel, Pepsico, Siemens, 

Sony, Universal Robots, and Valeo, to build digital twins of their processes and simulate 

factory layout, workstation design, and assembly design (Freund 2022). This tool allows 

companies to collaborate on 3D models, enhancing communication, productivity, and 

innovation (Gandhi 2022). Two Bulls, an Australian firm, has collaborated with large and 

small firms, government agencies, and non-profits to develop metaverse ideas into practice at 

an affordable rate. Thus, a market opportunity should exist for those who find collaborators 

that can enable firms to match their customers’ unmet wants and needs on the metaverse.  

Context. The metaverse offers the potential for firms to build a truly global 

community around their products not constrained by physical world limitations. Hence, the 
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metaverse will enable firms to be creative and develop entire new contexts that can be 

tailored to any potential user. Accenture provided more than 150,000 employees metaverse-

based offices to allow them work and collaborate with others inside the organization in a 

virtual environment (Peyton 2022). Fortnite has excelled at hosting live concerts with 

unconstrained capacity limits, audience physical locations, or types of shows that artists can 

perform in the physical world. Further, Fortnite was able to integrate the singers’ concerts 

and contents such as their songs, clothing style, and emotes into its game to enhance 

customers’ connections with the signers and the game.2 Consequently, the change in context 

that the metaverse provides should provide firms additional opportunities to better reach and 

engage with customers.  

Main Future Research Questions on Metaverse Marketing through the 5 C’s:  

Significant challenges remain for how firms can conduct metaverse marketing through the 5 

C’s. Two broad future research questions that will particularly assist firms in their metaverse 

marketing through the 5 C’s are:  

• How can firms conduct market research to understand customers’ wants, needs, and 

expectations on the metaverse when customers are uncertain about what is currently 

offered and what can potentially be offered?  

• Will firms’ success in delivering experiences on the metaverse that meet customers’ 

expectations depend on external gatekeepers, internal or external technological 

capabilities, or new systems of collaboration with few barriers to entry? 

For each of the C’s, we list a key research question to be addressed: 

• Customers: What percent of customers will want to use and/or actively use the 

metaverse, when (if ever) will various customer segments adopt the metaverse, and 

 
2 For example, see https://www.fortnite.com/news/fantasy-meets-reality-fortnite-introduces-the-kid-larois-wild-

dreams  

https://www.fortnite.com/news/fantasy-meets-reality-fortnite-introduces-the-kid-larois-wild-dreams
https://www.fortnite.com/news/fantasy-meets-reality-fortnite-introduces-the-kid-larois-wild-dreams
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how will this impact the types of interactive customer engagements offered on the 

metaverse?  

• Company: Will firms’ ability to adapt and use technology efficiently be a more 

important driver of metaverse success than to leverage established physical and 

traditional online skills?  

• Competitors: How can firms effectively communicate value propositions and unique 

selling points on the metaverse to create differentiated customer experiences that 

outperform their competitors? 

• Collaborators: Which types of collaborations will emerge on the metaverse, and will 

the metaverse become dominated by a few gatekeepers or be more egalitarian? 

• Context: How can firms develop global communities and engagements on the 

metaverse that will effectively resonate with customers while being unconstrained by 

physical world limitations and expectations?  

The Seven Methods of Metaverse Marketing 

We now detail how Reibstein and Iyengar’s (2023) seven potential metaverse 

marketing methods can benefit firms while also presenting challenges and future research 

directions related to each method (Table 4). Throughout our discussion, we use Chipotle’s 

Burrito Builder metaverse experience discussed by Reibstein and Iyengar (2023) as a case 

study that provides concrete examples for each metaverse marketing method. 

--- Insert Table 4 around Here --- 

Method 1: Further Create Brand Awareness 

 Benefits. The metaverse represents a new frontier for firms to create further brand 

awareness by showcasing their brands and creating memorable experiences. Marketers can 

foster a deeper connection with customers by leveraging the immersive nature of the 

metaverse. Chipotle created further awareness of the brand through its Burrito Builder 
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experience that provided a more interactive environment than traditional digital or offline 

advertisements. In addition, Chipotle took advantage of the metaverse’s unique features by 

transporting customers back to the original Chipotle in Denver in 1993 to learn about the 

brand’s values, culture, and history in an engaging and interactive way. Hence, Chipotle used 

the metaverse as a method to enhance its unique brand identity and connect with its 

customers that should increase its overall brand awareness. 

Challenges. Firms have increasingly become successful with brand building efforts in 

the physical and traditional worlds. Yet, it is uncertain whether customers’ expectations for 

enhanced experiences on the metaverse will force firms to change from previously successful 

brand building efforts. Further, it remains unclear whether brand building on the metaverse 

directly or indirectly translates into product sales and brand loyalty. The delay between when 

customers become aware of a product, such as a virtual Chipotle burrito in the metaverse, and 

when they eventually make purchase decisions in the physical world may result in short-lived 

effects unrelated to sales. Marketers will also face major challenges in attributing the effects 

of metaverse brand building efforts to long-term customer behavior in the physical or virtual 

world that can also be influenced by many additional traditional online and offline initiatives. 

Thus, marketers may not be able to demonstrate the results of their brand building efforts on 

the metaverse as effectively as in the physical world.  

 Main Future Research Questions:  

• How can firms develop meaningful connections on the metaverse that further enhance 

brand awareness? 

• Which success factors of brand building in the physical and traditional online worlds will 

be related to success factors of brand building on the metaverse? 

• How can firms measure the impact of metaverse brand building efforts on customer long-

term behaviors? 
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Method 2: Broaden the Audience  

Benefits. The metaverse provides firms a unique opportunity to reach customers that 

may be difficult to reach through existing marketing methods. Chipotle was able to leverage 

the metaverse to reach customers who have not tried out the restaurant or do not have access 

to a physical location, such as potential rural and international customers. Further, Chipotle’s 

Burrito Builder game allowed the firm to gain benefits from a broader audience beyond 

traditional customers, e.g., job applicants, which enjoyed Chipotle’s virtual experiences 

mimicking physical world job responsibilities. In addition, the metaverse allows companies 

to target younger customers who are more likely to possess and seek metaverse experience 

than older customers (McKinsey and Company 2022a). This is especially significant since 

some of these younger customers have been on metaverse-like platforms for years and now 

represent an influential, income-generating group (McKinsey and Company 2022c).  

Challenges. Firms cannot solely rely on having a presence on the metaverse to 

broaden their audience through metaverse marketing. Instead, to design effective metaverse 

marketing, firms must conduct extensive market research to understand customer’s needs and 

responses to firm’s metaverse marketing. For example, Chipotle’s burrito builders may not be 

interested in buying a real Chipotle burrito. Further, Chipotle’s burrito builders that expressed 

interested in working for the firm may not necessarily translate their virtual skills into the 

real-world and may not enjoy working in a physical location. In addition, developing content 

tailored to younger adults presents numerous challenges due to their overexposure to 

marketing across various social media and digital marketing technologies (McKinsey and 

Company 2022d). Further, numerous ethical and regulatory concerns exist if firms decide to 

use the metaverse to market to minors. 
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Main Future Research Questions:  

• How can firms leverage the metaverse to effectively target and reach a broader audience 

than with their existing methods? 

• What innovative and traditional marketing methods should firms conduct on the 

metaverse to broaden their audience?   

• How can firms develop tailored metaverse marketing content to effectively target younger 

customers, considering those customers’ lofty expectations for metaverse experiences and 

high exposure to various additional types of marketing? 

Method 3: Enhance the Customer Experience with the Brand  

 Benefits. One of the primary aspirations for firms to utilize the metaverse is the 

potential to deliver customer experiences that were previously unattainable (e.g., Dwivedi et 

al. 2023; Hadi et al. 2023; Yoo et al. 2023). Chipotle has successfully created a nostalgic 

experience for its customers to visit its original restaurant location while also reminding them 

of the original popular destination for millennial fans. Further, Chipotle’s Burrito Builder 

experience allowed customers to feel like they are part of the team and immerse themselves 

in how to build burritos. Other firms could also leverage the metaverse’s potential to deliver 

unforgettable customer experiences, with firms already offering superior customer 

engagement than what is possible in the physical world through virtual test driving of new 

cars, virtual tours of museums and firms’ signature locations, and virtual showrooms and 

activities that allow customers to customize products. 

 Challenges. Designing an immersive customer experience in the metaverse may pose 

significant challenges because it may be difficult for firms to attain the level of experiences 

customers expect from the new environment. Customer heterogeneity in preferences, 

expectations, and comfort in using the metaverse all will make it challenging for firms to 

deliver enhanced customer experiences. Firms may also encounter difficulties in finding or 
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affording the necessary talent to develop and implement enhanced customer experiences on 

the metaverse. Gathering and processing vast amounts and types of personal data is another 

inherent challenge of the metaverse, while firms must ensure compliance with data protection 

regulations and take appropriate measures to safeguard customer privacy.  

Main Future Research Questions:  

• What level of innovation is required for firms to match customer expectations for 

enhanced customer engagement on the metaverse? Should firms rely on experiences 

similar to those used in traditional internet or physical world engagements, or should they 

develop completely new and innovative experiences?  

• What elements of the metaverse can firms utilize to create engaging and immersive 

customer experiences, and how can firms effectively integrate these elements into their 

marketing strategies? 

• How can firms tailor customer metaverse experiences to individual preferences and 

expectations when facing difficulties in collecting, identifying, and analyzing individual-

level data? 

Method 4: Generate Revenue in the Virtual World 

 Benefits. The metaverse should enable firms to generate revenues in the virtual world 

based on products and experiences that cater to customers’ present and future unmet needs 

(Darbinyan 2022; Perry 2022). Firms will be able to generate revenues in the virtual world 

independently or in collaboration with other firms. For instance, Chipotle could directly earn 

revenue in its Burrito Builder experience from customers that purchase the virtually created 

burritos. Chipotle could also allow customers to purchase virtual currency in exchange for 

loyalty points that can be used for the firm’s current offerings in the real world. This would 

allow customers to earn loyalty points through their virtual activities and supplement 

Chipotle’s existing loyalty program. Further, Chipotle could engage in a collaboration with 
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Roblox that allows users to purchase both virtual burritos with Roblox currency (Robux) and 

gift cards, enhancing the revenues of both companies.  

Challenges. A lack of clarity exists about customer spending patterns in the 

metaverse. It is uncertain how much customers are willing to spend, how often they are 

willing to spend, and what is the overall demand for the metaverse products and experiences. 

Further, firms have great uncertainty on how to estimate potential revenues from direct 

metaverse purchases and whether they will achieve a positive return on investment (ROI) 

from those direct purchases. Thus, as the metaverse continues to evolve, firms face 

challenges to determine the most effective and efficient business models that most appeal to 

their customers.   

Main Future Research Questions:  

• What types of products, experiences, and services are most likely to generate direct 

revenues on the metaverse?  

• When should firms attempt to generate revenue on the metaverse independently, and 

when should they collaborate with other firms? 

• How can firms accurately measure the revenue generated from direct metaverse 

purchases, and distinguish them from purchases that substitute from physical world 

transactions?  

Method 5: Generate Revenue in the Real World  

Benefits. The first three methods to conduct metaverse marketing (e.g., further brand 

awareness, broaden the audience, and enhance customer experiences) aim to ultimately 

generate revenue for firms, either in the virtual or physical world. Chipotle’s revenues will 

remain largely dependent on its physical world sales. Thus, its metaverse marketing will play 

a complementary or facilitatory role to generate such sales. Chipotle’s Burrito Builder 

experience allows users to build and familiarize themselves with burritos, with the goal that 
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users will enjoy this experience, become more loyal, and be more likely to purchase 

additional Chipotle burritos in the physical world. Chipotle could allow users to directly 

purchase burritos from their metaverse game through ordering services that are delivered in 

the physical world. Chipotle currently also offers its customers on the metaverse exclusive 

promotions, such as earning “burrito bucks” by rolling virtual burritos, which can be 

redeemed for real-world burritos. This strategy can also encourage customers to make 

additional purchases beyond their “burrito bucks” allocation.   

Challenges. Firms may struggle to convert metaverse experiences to physical world 

purchases. Customers in the metaverse may not be interested in making purchases in the 

physical world, face difficulty in receiving products immediately, and could be reluctant to 

link their virtual and physical identities through physical world purchases. For instance, 

certain Chipotle’s Burrito Builder users will not want to make any purchases from the store. 

Other users solely partook in Chipotle’s Burrito Builder game to experience the original 

Chipotle location, and did not want to make any purchases. As a result, firms will be forced 

to conduct iterative experimentation to figure out how to effectively target the right 

customers on the right metaverse platforms with the appropriate message in order to generate 

sales.  

Main Future Research Questions:  

• Which types of metaverse customer experiences will have the greatest influence on 

customer purchasing decisions in the physical world? And how can firms optimize these 

factors to increase revenue in the physical world? 

• What new methods, metrics, and technologies are necessary to accurately attribute 

metaverse experiences to physical world purchases?  

• When do the long-term benefits of conducting metaverse marketing that drives physical 

world revenue outweigh the short-term costs of such marketing efforts? 
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Method 6: Influencer Marketing  

 Benefits. Firms can employ influencer marketing on the metaverse to create 

resonating original and authentic content (Leung et al. 2022). For example, Chipotle could 

collaborate with a well-known influencer on its Burrito Builder experience where the 

influencer builds burritos and interacts with customers in order to help generate brand 

awareness, broaden the audience, enhance customer experiences, and increase virtual and 

physical world revenues. In addition, individuals, and not just firms, are expected to create 

unique user experiences that generate large audiences as the metaverse evolves. Thus, those 

individuals are likely to become important influencers, and provide firms with potential 

lucrative collaborations. Further, the metaverse is enabling the development of more cost-

effective and flexible non-human virtual influencers that allow firms greater content control 

than human influencers (Chitrakorn 2021). Consequently, Chipotle could consider 

developing or partnering with new or rising virtual influencers to help promote its Burrito 

Builder experience. 

 Challenges. Identifying appropriate influencers that resonate with customers and drive 

customer action is a significant challenge both in the physical world and on social media, and 

this challenge will persist on the metaverse. Determining whether influencers generate a 

positive ROI will be challenging, as employing influencers adds another layer of complexity 

to the aforementioned difficulties in linking metaverse marketing to customer sales. Virtual 

influencers that are not real people may not resonate with customers. Instead, customers may 

perceive such influencers as providing inauthentic content as part of a firm-constructing ploy, 

and ignore such initiatives.  

Main Future Research Questions:  

• How can firms collaborate with influencers on the metaverse to create original and 

authentic content that enhances customer experiences and generates revenues? 
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• How can firms identify appropriate influencers on the metaverse that can resonate with 

customers, drive customer action, and generate a positive ROI? 

• When will virtual influencers, whose (in)authenticity is known, be trusted by consumers 

and be as effective at driving sales as real-world influencers, whose authenticity is less 

known? 

Method 7: Marketing Research  

 Benefits. The metaverse offers marketers a non-intrusive method to gain valuable 

customer insights that can drive decisions on new product development, personalized 

communications, and marketing strategies. Chipotle polled Roblox players on Twitter to 

determine their favorite burrito orders in the virtual world, and launched its first-ever menu 

item inspired by Roblox fans (Chipotle Mexican Grill. Inc 2022). In the future, Chipotle can 

examine the ingredients most used in its Burrito Builder experience that are currently not 

offered at their physical locations to gain insights on which new ingredients to offer physical 

world customers. Further, Chipotle could develop a new physical world burrito menu item, 

perhaps titled the metaverse burrito, based on the combinations of ingredients most 

frequently ordered together in its Burrito Builder experience. In addition, Chipotle can 

examine users’ locations in international and rural areas to estimate demand for potential new 

brick-and-mortar store locations.  

 Challenges. It is uncertain whether users’ behaviors and preferences on the metaverse 

and in the physical worlds are correlated. Some users may exhibit certain preferences on the 

metaverse that would not be exhibited in the physical world, such as the types of burritos they 

prefer to create or eat. In addition, insights obtained from users’ behaviors and preferences in 

the metaverse are likely to be based on the subset of active users on the metaverse that do not 

necessarily represent the general population. Hence, firms should be cautious about deriving 

overgeneralized insights solely based on customers’ metaverse behaviors and preferences. 
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Uncertainty also exists on how firms can accurately collect customer data from the metaverse 

beyond general meta-data. Therefore, technological advancements need to be developed for 

firms to gain customer insights from metaverse data.  

Main Future Research Questions:  

• How can firms assess which metaverse behaviors will and will not align with physical 

world behaviors?  

• When will firms rely more on market research data collected on the metaverse?   

• How can technology evolve to accurately collect and analyze customer metaverse data? 

Conclusion 

The metaverse offers marketers the greatest potential to engage with customers and 

develop competitive advantages on a new medium since at least the advent of social media. 

Our paper provides an overview of how to conduct metaverse marketing through the 4 P’s, 

the 5 C’s, and seven methods proposed by Reibstein and Iyengar (2023). Our intention is to 

assist marketers to better understand the metaverse, metaverse marketing, and how to benefit 

from the metaverse’s opportunities. We build on Reibstein and Iyengar’s (2023) Chipotle’s 

Burrito Builder example to develop a case study that specifically demonstrates how marketers 

can currently and potentially use the metaverse. Further, we detail potential challenges and 

posit future research for various types of metaverse marketing.  

However, we must caution that the metaverse’s evolution is not guaranteed. 

Significant uncertainty exists on the metaverse’s potential number of active users, types of 

engagements offered, and types of new products and industries that may succeed. Several 

challenges need to be addressed, including uncertainties regarding metaverse customer 

adoption (e.g., how customers perceive and will perceive the metaverse, what percent of the 

population will be active on the metaverse, what will drive customer adoption, etc.), the 

development of the metaverse infrastructure (e.g., how to develop interconnected and 
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interoperable virtual worlds), and the pace of technological innovations to support the 

metaverse (e.g., whether the metaverse’s best experiences require VR headsets, which may 

also deter users). In addition, major concerns about the metaverse must be settled, such as 

how to (1) handle customer privacy, (2) enforce ethical behavior, (3) refrain from the 

targeting of minors, (4) regulate customer data collection, (5) prevent illicit material, 

communications, and behavior, (6) protect users’ mental and physical well-being, and (7) 

address new, questionable behaviors potentially acceptable in the virtual world.  

Therefore, no one currently knows how the metaverse will ultimately develop and 

how many or how often users will use it. Further, we admittedly cannot answer Reibstein and 

Iyengar’s (2023) question on “what will be the primary marketing purpose of activities in the 

metaverse world?” However, this is precisely what makes the metaverse’s development and 

how firms should conduct metaverse marketing fascinating.  

Despite these unknowns, the metaverse is not expected to be going away anytime 

soon. In fact, firms spent an estimated $120 billion in just the first five months of 2022 to 

build metaverse technology and infrastructure (McKinsey and Company 2022a), and Meta 

alone reportedly spent $36 billion in the past four years on the metaverse (Mann 2022). Thus, 

we advise marketers and researchers to continue to explore the metaverse’s possibilities of an 

interconnected and interoperable world, continue to experiment and learn to gain insights on 

best marketing practices, and continue to be adaptable and agile as the metaverse evolves. 

Ultimately, the metaverse holds great promise but also presents many perils for marketers and 

researchers, which makes it a very important area of future research.  

 

  



26 

 

Table 1. Representative Definitions of the Metaverse 

Representative Definitions from Academic Papers 

Davis et al. (2009) Immersive 3D virtual worlds where people interact as avatars with each 

other and with software agents.  

Dionisio et al. 

(2013) 

An integrated network of 3D virtual worlds that allows users to interact in 

real-time with a computer-generated environment and with each other 

using avatars or agents. 

Ryskeldiev et al. 

(2018) 

A persistent and constantly updated collection of XR spaces mapped to 

different geospatial locations. 

Kim (2021) An interoperated persistent network of shared virtual environments where 

people can interact synchronously through their avatars with other agents 

and objects. 

Hennig-Thurau et 

al. (2022) 

A new computer-mediated environment consisting of virtual worlds where 

people use avatars to act and communicate with each other. 

Ahn et al. (2022) Where multiple interconnected virtual worlds exist for large numbers of 

users to interact simultaneously in embodied forms. 

Hadi et al. (2023) A network of digitally mediated spaces that immerse users in shared, real-

time experience.  

Barrera and Shah 

(2023) 

A technology-mediated network of scalable and potentially interoperable 

XR environments merging the physical and virtual realities to provide 

experiences characterized by their level of immersiveness, environmental 

fidelity, and sociability. 

Yoo et al. (2023) An online collaborative shared space built of 3D environments that 

leverage high consumer immersion techniques to reduce the perception of 

technological mediation alongside transferrable and unique digital assets 

while allowing user-generated digital personas to interact with each other.  

Representative Definitions from Practitioners 

Tucci (2022) A single, shared, immersive, persistent, 3D virtual space where humans 

experience life in ways they could not in the physical world. 

Stackpole (2022) It’s actually many metaverses, or digital spaces, which typically are 

decentralized, incorporate AR and VR, store information on blockchain, 

and allow users to own digital goods. 

Ball (2022) A massively scaled and interoperable network of real-time rendered 3D 

virtual worlds and environments which can be experienced synchronously 

and persistently by an effectively unlimited number of users with an 

individual sense of presence, and with continuity of data, such as identity, 

history, entitlements, objects, communications, and payments. 

McKinsey and 

Company (2022b) 

At its most basic, the metaverse will have three features: (1) a sense of 

immersion, (2) real-time interactivity, and (3) user agency; and ultimately 

the full vision of the metaverse will include the following: (1) platforms 

and devices that work seamlessly with each other, (2) the possibility for 

thousands of people to interact simultaneously, and (3) use cases well 

beyond gaming. 
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Table 2. Marketing on the Metaverse through the 4 P’s Overview and Examples 

Method How Related to 

Metaverse 

Example A Key Future Research 

Question 

Promotion A variety of 

innovative and 

traditional promotions 

can reach users 

H&M uses Looptopia 

Experience that 

empowers users to 

express themselves 

How to determine the 

most effective 

promotional technology 

and delivery mode 

combinations on the 

metaverse? 

Product  Products can be 

developed to fulfill 

customers’ needs that 

are not limited to the 

physical world  

Pokémon sells virtual 

and physical 

collections via its 

metaverse store 

Electric/City on 

Selfridges 

How will the extent of 

“newness” of metaverse 

products affect customer 

adoption, and how will 

the effect vary by product 

type and industry? 

Place New distribution 

channels can 

substitute or 

complement firms’ 

current online and 

offline channels 

IKEA offers a virtual 

showroom that enables 

users to explore and 

visualize how furniture 

would look in the 

physical world before 

purchasing 

How will metaverse 

marketing impact firms’ 

omnichannel strategies, 

and how to effectively 

integrate metaverse 

channels into existing 

omnichannel approach? 

Price Innovative pricing 

and payment 

strategies can be 

employed using 

NFTs, crypto-

currency, and 

blockchain 

technologies in 

addition to traditional 

methods 

Gucci’s AR digital-

only sneakers price at 

low points, but the 

NFTs price at 

extremely high points 

 

How to determine whether 

innovative or traditional 

pricing and payment 

strategies are better suited 

for metaverse efforts? 
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Table 3. Marketing on the Metaverse through the 5 C’s Overview and Examples 

Method How Related to 

Metaverse 

Example A Key Future Research 

Question 

Customers Long-term 

relationships with 

customers can be 

developed through 

virtually engaging 

communications 

Acura uses virtual 

showrooms to enhance 

the consumer 

experience, such as 

allowing them to 

virtually race the new 

models and interact 

with salespeople about 

the products 

What percent of customers 

will want to use and/or 

actively use the metaverse, 

when will various customer 

segments adopt the 

metaverse, and how will this 

impact the types of interactive 

customer engagements 

offered on the metaverse? 

Company Customer 

engagement must 

become more 

central to firms’ 

core strategies  

Sephora’s virtual try-on 

technology supports a 

personalization strategy 

by allowing users to see 

how different makeup 

products look on their 

faces using AR 

Will firms’ ability to adapt 

and use technology efficiently 

be a more important driver of 

metaverse success? 

Competition Creating unique 

virtual experiences 

can allow firms to 

differentiate 

themselves from 

virtual or physical 

world competitors  

Chipotle and Wendy’s 

have opened their 

virtual restaurants, but 

McDonald’s and Panera 

Bread plan to compete 

with them by opening 

their own metaverse-

based restaurants 

How to effectively 

communicate value 

propositions and unique 

selling points on the 

metaverse to create 

differentiated customer 

experiences that outperform 

the competitors? 

Collaborators New networks of 

potential 

collaborators will 

arise 

NVIDIA’s 

“Omniverse” allows 

firms to collaborate on 

3D models, enhancing 

communication, 

productivity, and 

innovation 

Which types of collaborations 

will emerge on the metaverse, 

and will the metaverse 

become dominated by a few 

gatekeepers or be more 

egalitarian? 

Context Potential to build 

communities with 

less constraints 

than the physical 

world 

Accenture employees 

are able to visit virtual 

3D locations and 

collaborate in a virtual 

environment  

How to develop global 

communities and 

engagements that will 

effectively resonate with 

customers while being 

unconstrained by physical 

world limitations and 

expectations? 
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Table 4. Seven Methods of Metaverse Marketing: Opportunities, Challenges, and Future Research Questions 

Method Opportunities Challenges Future Research 

Further 

create brand 

awareness 

• Immersive nature can 

generate better 

connections to fuel 

greater brand awareness  

• Greater ability to 

showcase brands   

• Brand building efforts 

may not be as effective 

as physical and 

traditional online brand 

building efforts 

• Hard to measure the 

long-term effects on 

customer behavior  

• How to develop meaningful connections on the metaverse 

that further enhance brand awareness? 

• Which success factors will be related to success factors of 

brand building on the metaverse? 

• How to measure the impact of brand building efforts on 

customer long-term behaviors? 

Broaden the 

audience 

• Unique opportunity to 

reach customers that may 

be difficult to reach 

through existing 

marketing methods 

• Reach a broader set of 

customers 

• Need to understand 

which customers are 

likely to participate in 

the metaverse 

• Need to be proactive to 

reach customers 

• How to effectively target and reach a broader audience than 

with current methods? 

• What innovative and traditional marketing methods should 

firms conduct on the metaverse to broaden their audience?   

• How to develop tailored metaverse marketing content to 

effectively target younger customers? 

Enhance the 

customer 

experience 

with the 

brand 

• Deliver customer 

experiences that were 

previously unattainable  

• Offer superior customer 

engagement than what is 

possible in the physical 

world 

• Difficult to attain the 

level of experiences 

customers expect from 

the new environment  

• Finding or affording the 

necessary talent to 

develop and implement 

enhanced customer 

experiences 

• What level of innovation is required to match customer 

expectations for enhanced customer engagement on the 

metaverse?  

• What elements of the metaverse to utilize to create engaging 

and immersive customer experiences, and how to effectively 

integrate these elements into their marketing strategies? 

• How to tailor customer metaverse experiences to individual 

preferences and expectations when facing difficulties in 

collecting, identifying, and analyzing individual-level data? 

Generate 

revenue in 

• New revenue can be 

generated independently 

• New revenue can be 

generated in 

• Customer spending and 

demand to spend is 

unclear  

• What types of products, experiences, and services are most 

likely to generate direct revenues on the metaverse?  

• When to generate revenue on the metaverse independently, 

and when to collaborate with other firms? 
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the virtual 

world 

collaboration with other 

firms  
• May not achieve 

positive a ROI 

• How to distinguish virtual revenues from the substitutes for 

physical world transactions? 

Generate 

revenue in 

the real 

world 

• Revenue can be 

generated through the 

first three metaverse 

marketing methods 

• Revenue can be based on 

complementary or 

faciliatory actions   

• Virtual customers may 

not want to make related 

purchases in the physical 

world 

• Customers could be 

reluctant to link their 

virtual and physical 

identities through 

physical world 

purchases 

• Which types of metaverse customer experiences will have 

the greatest influence on customer purchasing decisions in 

the physical world? And how can firms optimize these 

factors to increase revenue in the physical world? 

• What new methods, metrics, and technologies are necessary 

to accurately attribute physical world purchases?  

• When do the long-term benefits that drive physical world 

revenue outweigh the short-term costs of such marketing 

efforts?  

Influencer 

marketing 

• Create resonating original 

and authentic content  

• Virtual non-human 

influencers are more cost 

effective, flexible, and 

allow greater control than 

human influencers  

• Identifying appropriate 

influencers  

• Non-human virtual 

influencers may be 

perceived as inauthentic 

• How to collaborate with influencers on the metaverse to 

create original and authentic content that enhances customer 

experiences and generates revenues? 

• How to identify appropriate influencers on the metaverse that 

can resonate with customers, drive customer action, and 

generate a positive ROI? 

• When will virtual influencers be as effective at driving sales 

as real-world influencers? 

Marketing 

research 

• Non-intrusive method to 

gain valuable customer 

insights  

• Customer data can be 

used to infer the demand 

for physical world 

products 

• Users’ behaviors may 

correlate with the 

physical worlds  

• Collecting customer data 

beyond general meta-

data is difficult 

• How to assess which metaverse behaviors will and will not 

align with physical world behaviors? 

• When to rely more on market research data collected on the 

metaverse?  

• How can technology evolve to accurately collect and analyze 

customer metaverse data? 
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