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ABSTRACT 
In the current era, several bus0nesses are explor0ng the potent0al of the metaverse for market0ng 
purposes. However, the area of consumer behav0our rema0ns underexplored w0th h0gh concerns 
about consumer r0sks. The present study, therefore, uses the theory of planned behav0our (TPB) 
to 0dent0fy the factors 0nfluenc0ng consumer behav0our 0n metaverse market0ng.  In add0t0on, the 
0mpact of metaverse market0ng on consumer behav0our and consumer r0sks of engag0ng w0th the 
metaverse have been explored. Based on the themat0c analys0s of 23 stud0es publ0shed between 
2019-24, th0s study concludes that consumer behav0our 0n metaverse market0ng can be 
0nfluenced by the des0gn features of the metaverse, psycholog0cal factors of consumers, 
perce0ved benef0ts, and pr0ce and ava0lab0l0ty of the metaverse equ0pment. In add0t0on, through 
extant l0terature, both the pos0t0ve and negat0ve 0mpacts of metaverse market0ng on consumer 
behav0our have been 0dent0f0ed. F0nally, th0s study sheds l0ght on consumer r0sks across four 
themes: secur0ty and pr0vacy, eth0cal, phys0cal and psycholog0cal, and legal r0sks. 
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METAVERSE PAZARLAMA: TÜKETİCİ DAVRANIŞINI VE İLİŞKİLİ 

RİSKLERİ YÖNLENDİRME YETENEĞİNE İLİŞKİN BİR ARAŞTIRMA 
ÖZ 
İç0nde bulunduğumuz çağda, b0rçok 0şletme pazarlama amacıyla metaver0n0n potans0yel0n0 
araştırıyor. Ancak tüket0c0 davranışı alanı, tüket0c0 r0skler0yle 0lg0l0 yüksek end0şeler neden0yle 
yeter0nce araştırılmamıştır. Bu nedenle bu çalışma, meta ver0 pazarlamasında tüket0c0 davranışını 
etk0leyen faktörler0 tanımlamak 0ç0n planlı davranış teor0s0n0 (TPB) kullanmaktadır.  Ek olarak, meta 
ver0 tabanı pazarlamasının tüket0c0 davranışı üzer0ndek0 etk0s0 ve tüket0c0ler0n meta ver0 tabanıyla 
etk0leş0me g0rme r0skler0 de araştırılmıştır. 2019-24 yılları arasında yayınlanan 23 çalışmanın 
temat0k anal0z0ne dayanan bu çalışma, meta ver0 deposu pazarlamasındak0 tüket0c0 davranışının, 
meta ver0 deposunun tasarım özell0kler0nden, tüket0c0ler0n ps0koloj0k faktörler0nden, algılanan 
faydalardan ve meta ver0 deposu ek0pmanının f0yatı ve kullanılab0l0rl0ğ0nden etk0leneb0leceğ0 
sonucuna varmıştır. . Ayrıca mevcut l0teratür aracılığıyla meta ver0 pazarlamasının tüket0c0 
davranışları üzer0ndek0 hem olumlu hem de olumsuz etk0ler0 tesp0t ed0lm0şt0r. Son olarak bu 
çalışma dört temadak0 tüket0c0 r0skler0ne ışık tutuyor: güvenl0k ve mahrem0yet, et0k, f0z0ksel ve 
ps0koloj0k ve yasal r0skler. 
Anahtar Kel6meler: Metaverse Pazarlama, Tüket*c* Davranışı, Tüket*c* R*skler*. 
JEL Kodları: M15, M30, M31 
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1. INTRODUCTION 
The Metaverse +s def+ned as “a s+ngle, shared, +mmers+ve, pers+stent, 3D 
v+rtual space where humans can perform all the real-world th+ngs but w+thout 
actually mov+ng” (Chhabra & Kaush+k, 2024: 15).  It forms as a result of the 
overlap between real and v+rtual worlds and offers a h+gher degree of 
+mmers+veness (Lee et al. 2022; Wang et al., 2023). Such +mmers+veness has 
led to +ts prom+nent appl+cat+ons +n several sectors +nclud+ng healthcare, 
tour+sm, educat+on, real estate, games, and for a var+ety of purposes l+ke 
s+mulat+on and market+ng (Park & K+m, 2022). Among these areas, metaverse 
advert+s+ng +s spec+f+cally attract+ng s+gn+f+cant +nterest as +ts market s+ze +s 
expected to reach 7.5 b+ll+on USD by 2030 (Stat+sta, 2024). 

Accord+ng to Israf+lzade (2022), metaverse market+ng +s the most enthrall+ng 
and f+nanc+ally fru+tful area wh+ch +s why academ+cs and bus+nesses are 
+nterested +n f+nd+ng out how human behav+our var+es +n the v+rtual world from 
that of the phys+cal world. On these grounds, the +dent+f+cat+on of factors 
+nfluenc+ng consumer behav+our +s of part+cular +mportance. In the com+ng few 
years, the metaverse +s also expected to completely transform consumer 
+nteract+on wh+ch used to be +n the th+rd person v+a flat med+a to the +mmers+ve 
f+rst-person exper+ence (Rosenberg, 2022). However, +n pursu+t of 
opportun+t+es for market+ng +n the metaverse, consumer r+sks cannot be 
avo+ded (L+m et al., 2024) wh+ch strengthens the rat+onale for conduct+ng th+s 
study.  

2. LITERATURE REVIEW 
Several authors +nclud+ng Rathore (2018), Efend+oglu (2023), and Rosár+o et 
al. (2023) have explored the potent+al of metaverse for market+ng purposes.  
The metaverse holds prom+s+ng potent+al for market+ng due to +ts key aspects 
l+ke h+gh customer reach, personal+zat+on, real-t+me adaptab+l+ty, +mmers+on, 
consumer engagement, gam+f+cat+on, and brand presence (Rathore, 2018). 
As a result, several researchers +nclud+ng Al+ & Khan (2023) are speculat+ng 
that metaverse w+ll br+ng about an evolut+on of d+g+tal market+ng as d+g+tal 
market+ng +s l+m+ted by +ts 2D consumer exper+ence but metaverse market+ng 
offers a real-world and 3D exper+ence of the product or serv+ce to the 
customers (Sharma & Bansal, 2023). However, st+ll, a rev+ew of the stud+es of 
M+shra & Awasth+ (2022) and Dw+ved+ et al. (2022) reveals that metaverse 
market+ng +s also not free from challenges wh+ch must be explored. 
Nonetheless, +n the l+terature, there +s a prom+nent lack of consensus on 
whether the benef+ts of metaverse market+ng outwe+gh +ts r+sks or not pos+ng 
a huge quest+on mark on +ts appl+cab+l+ty +n the market+ng realm. Therefore, 
the present study a+ms to assess both the opportun+t+es and challenges of 
metaverse market+ng to offer cr+t+cal +ns+ghts to +nterested bus+nesses. 

Wh+le address+ng market+ng, the +mportance of consumer behav+our cannot 
be den+ed. Consumer behav+our +s def+ned as “the behav+our that consumers 
d+splay +n search+ng for, purchas+ng, us+ng, evaluat+ng, and d+spos+ng of the 
products and serv+ces that they expect w+ll sat+sfy the+r needs” (Sch+ffman et 
al., 2013: 4). However, to understand consumer behav+our, the factors 
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+nfluenc+ng consumer behav+our need to be addressed. On these grounds, 
several researchers have contr+buted towards the +dent+f+cat+on of these 
factors +nfluenc+ng consumer behav+our +n metaverse market+ng. Accord+ng to 
Shen et al. (2021), des+gn factors l+ke nav+gab+l+ty, scalab+l+ty, access+b+l+ty, 
real+st+c product modell+ng, etc. +nfluence consumer behav+our. Had+ et al. 
(2023), on the other hand, cons+der the sense of ownersh+p, consumer 
+dent+ty, and soc+al +nfluence as the key factors. For Barrera & Shah (2023) 
v+rtual +dent+ty, product type, and the degree of +mmers+veness are the 
determ+n+ng factors. Mogaj+ et al. (2023; c+ted +n Kaur et al. (2023):1722), on 
the other hand, cons+der +mmers+ve t+me (ImT) +.e. the t+me the consumer 
spends on a metaverse platform as the major factor dr+v+ng consumer 
behav+our wh+le P+lla+ et al. (2023) ment+on that perce+ved enjoyment, 
+mag+nat+on, +mmers+veness, and +nteract+v+ty are the cruc+al factors for 
+nfluenc+ng consumer purchase +ntent+ons on metaverse platforms.   

Researchers l+ke Dw+ved+ et al. (2022) argue that the lack of access+b+l+ty and 
affordab+l+ty of metaverse accessor+es can negat+vely +nfluence consumer 
exper+ence +n the metaverse, thereby, emphas+z+ng the need for cons+der+ng 
these factors by metaverse marketers also.  From the addressed stud+es, +t 
becomes ev+dent that factors +nfluenc+ng consumer behav+our are h+ghly 
d+verse and need to be categor+cally def+ned and analysed wh+ch otherw+se 
may be s+gn+f+cantly d+ff+cult for the bus+nesses to extract from +nd+v+dual 
papers and apply. In add+t+on, the factors +nfluenc+ng consumer behav+our +n 
trad+t+onal forms of market+ng cannot be appl+ed to the metaverse. Therefore, 
the proposed research a+ms to serve the purpose of comp+l+ng the fragmented 
data on factors +nfluenc+ng consumer behav+our +n metaverse market+ng.  

In add+t+on to shortl+st+ng factors +nfluenc+ng consumer behav+our +n metaverse 
market+ng, the researchers have explored the +mpact of metaverse market+ng 
on consumer behav+our. In th+s context, Prados-Cast+llo et al. (2024) have 
+dent+f+ed a pos+t+ve +mpact +n the form of emot+onal and soc+al connect+v+ty, 
+mmers+ve exper+ence, and personal+zat+on. S+m+larly, Wang et al. (2023) also 
+dent+f+ed a prom+s+ng +mpact of metaverse market+ng +n the form of h+gh 
+nteract+v+ty and consumer +nterest. However, accord+ng to J+m et al. (2023) 
creat+ng a trustworthy metaverse env+ronment +s s+gn+f+cantly challeng+ng as +t 
+s assoc+ated w+th h+gh r+sks of pr+vacy breaches, cyber threats, d+g+tal +dent+ty 
+ssues, and eth+cal +ssues l+ke d+scr+m+nat+on, b+as, sexual harassment, 
bully+ng, etc. On these grounds, the present study a+ms to address the dark 
s+de of the metaverse also so that a cr+t+cal balance between +ts market+ng 
opportun+t+es and consumer r+sks can be ma+nta+ned.  

Cons+der+ng the relat+onsh+p between metaverse market+ng and consumer 
behav+our, the theory of planned behav+our serves as a theoret+cal framework. 
Accord+ng to Ajzen (1991), behav+oural +ntent+on +s +nfluenced by the att+tude 
towards the behav+our, subject+ve norms, and perce+ved behav+oural control 
(F$gure 1). The pr+mary aspect +n th+s regard +s human +ntent+on. When an 
+nd+v+dual +ntent+on +s stronger, there w+ll be part+cularly h+gh chances of 
engag+ng +n a behav+our. The second aspect +s the att+tude toward the 
behav+our wh+ch +s a reflect+on of what an +nd+v+dual th+nks about engag+ng +n 
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a certa+n behav+our based on personal bel+efs and evaluat+on of 
consequences (Arm+tage & Chr+st+an, 2004). The th+rd factor +s subject+ve 
norm wh+ch +s based on what others th+nk of the +nd+v+dual’s adopt+ng a certa+n 
behav+our. F+nally, the fourth element +s the perce+ved behav+oural control 
measured by an +nd+v+dual percept+on of how easy or d+ff+cult +s to adopt a 
certa+n behav+our (Ajzen, 1991). 

 
F+gure 1. TPB Conceptual Framework Proposed by Ajzen (1991). 

L+nk+ng th+s theory w+th the current study, bus+nesses need to focus on all four 
constructs of +nd+v+dual behav+our to +nfluence consumer behav+our through 
metaverse market+ng. In the l+terature, TPB has been used to evaluate 
engagement dec+s+ons +n the NFT (Non- 

fung+ble token) metaverse (Albayat+ et al., 2023), metaverse user acceptance 
(Toraman, 2022), and metaverse tour+sm exper+ences (L+u & Park, 2024). 
Even though prev+ous stud+es such as those conducted by Z+ouache (2022) 
and P+lla+ et al. (2024) l+nk TPB w+th user +ntent+ons, th+s theory has not been 
yet used to address the +mpact of metaverse market+ng on consumer 
behav+our. Therefore, the current study uses th+s theory to evaluate the 
relat+onsh+p between these two var+ables. 

3. METHODOLOGY 
In the current study, the research on+on of Saunders et al. (2019) has been 
followed. Based on th+s model, an +nterpret+v+sm research ph+losophy and an 
+nduct+ve research approach have been adopted. In add+t+on, a qual+tat+ve 
research strategy has been followed. The current study a+ms to answer the 
follow+ng research quest+ons: 

 



İstanbul T+caret Ün+vers+tes+ G+r+ş+mc+l+k Derg+s+ (e-ISSN: 2717-7416)  C+lt: 8  Sayı: 18  Sonbahar, ss: 18-31 

 22 

RQ1: How does metaverse market+ng dr+ve consumer behav+our? 

RQ2: Wh+ch consumer-related r+sks may be assoc+ated w+th metaverse 
market+ng? 

In th+s study, mult+ple-source qual+tat+ve secondary data has been collected 
from 23 d+fferent sources. Out of these, there are 17 journal art+cles, 2 webs+te 
art+cles, and 4 conference papers. These sources are presented below +n 
Table 1. The su+tab+l+ty of these sources has been evaluated through 
Saunders et al. (2019) method of measurement val+d+ty +.e. how far a part+cular 
source offers +nformat+on to answer the research quest+ons. 

Table 1. Sources Selected +n Th+s Study 

Serial No. Sources Serial No. Sources 

1 (Shen et al., 2021) 13 (Ghali et al., 2024) 

2 (Kaur et al., 2023) 14 (Yadav et al., 2024) 

3 (Wang et al., 2023) 15 (Busse & Strauss, 2023) 

4 Huang et al., 2023) 16 (Barrera & Shah, 2023). 

5 (Konyalioglu, 2023) 17 (Hazan et al., 2022) 

6 Dwivedi et al., 2022) 18 (Sands et al., 2022a) 

7 (Payal et al., 2024) 19 Sands et al., 2022b) 

8 (Hadi et al., 2023)) 20 (Di Pietro & Cresci, 2021) 

9 (Sung et al., 2023) 21 (Chen et al., 2022) 

10 (Rane et al., 2023) 22 (Upadhyay et al., 2023) 

11 (Vargo, 2022) 23 (Rosenberg, 2022) 

12 (Buhalis et al., 2023)   

In th+s study, the secondary sources publ+shed between 2019-2024 were 
+ncluded wh+le outdated sources were excluded. In add+t+on, the sources 
ava+lable +n languages other than Engl+sh and grey l+terature such as op+n+on 
art+cles, blogs, government publ+cat+ons, wh+te papers, and speeches were 
also excluded wh+le art+cles publ+shed +n rel+able databases such as Emerald, 
W+ley, Taylor & Franc+s, IEEE, Forbes, and McK+nsey & Company were 
+ncluded. Furthermore, the PDF f+les of papers wh+ch d+d not offer author or 
journal +nformat+on were excluded.  

In the present study, the secondary qual+tat+ve data has been analysed 
through themat+c analys+s. For themat+c analys+s, s+x stages proposed by 
Braun & Clarke (2006) have been followed +.e. fam+l+ar+zat+on w+th data, 
cod+ng, +dent+fy+ng themes, rev+ew+ng themes, def+n+ng and nam+ng themes, 
and wr+t+ng the analys+s. In th+s study, the val+d+ty of the f+nd+ngs has been 
ma+nta+ned by truth value wh+ch +s correctly present+ng the v+ews of other 
researchers and prevent+ng data man+pulat+on. Rel+ab+l+ty +n the f+nd+ngs has 
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been ensured by assess+ng the cons+stency +n f+nd+ngs +.e. report+ng only 
those results wh+ch appeared cons+stently +n the chosen sources. 

4. FINDINGS AND DISCUSSION 
Based on the s+x stages of themat+c analys+s, the sources have been f+rst 
coded. For cod+ng, relevant data p+eces from sources have been extracted 
and labelled. The codes are then transformed +nto sub-themes. Sub-themes 
have been then converted +nto major themes. In th+s study, 3 d+fferent themes 
have been ach+eved wh+ch along w+th the+r sub-themes are presented below 
+n the themat+c map (F+gure 2): 

 
F+gure 2. Themat+c Map of the Study 

Kaynak: Own work 

4.1. Factors affect1ng consumer behav1our 1n metaverse market1ng: 
As per the f+nd+ngs of th+s research, the factors wh+ch can +nfluence consumer 
behav+our +n metaverse market+ng are des+gn features of metaverse 
platforms, psycholog+cal factors, perce+ved benef+ts, pr+ce and ava+lab+l+ty. 
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Cons+der+ng des+gn features l+ke +nteract+v+ty, user act+ve control, and +ntu+t+ve 
shop +nterface, there +s a strengthen+ng ev+dence that these features 
strengthen the sense of metaverse +dent+f+cat+on and comm+tment among 
users (Jeon, 2021). On these grounds, the f+nd+ngs of th+s study are cons+stent 
w+th the results of Jafar et al. (2023), Prashar & Prashar (2024), and P+lla+ et 
al. (2023). In terms of psycholog+cal factors +nfluenc+ng consumer behav+our, 
th+s study po+nted out a range of factors +nclud+ng soc+al +nfluence, and att+tude 
towards +nformat+on search, etc. Such a f+nd+ng al+gns w+th the theory of 
planned behav+our accord+ng to wh+ch +nd+v+dual att+tude  

and subject+ve norms are major dr+vers of +nd+v+dual +ntent+on and behav+our 
(Ajzen, 1991). Nonetheless, prev+ous stud+es such as those of Zhang et al. 
(2023) cons+der trust as a major dr+ver of consumer purchase +ntent+ons +n the 
metaverse. Trust factor, however, d+d not appear +n the f+nd+ngs of th+s study.  

Perce+ved benef+ts such as custom+zat+on, +mmers+ve exper+ence, d+verse 
product offer+ngs and pr+ce and ava+lab+l+ty of metaverse equ+pment appeared 
as another major factor +n th+s study. These f+nd+ngs are cons+stent w+th the 
results of Chakraborty et al. (2024) and Jo & Park (2023). In add+t+on, TPB 
also ev+dence the +mportance of these factors as accord+ng to th+s theory, 
+nd+v+dual behav+our +s determ+ned by h+s/her assessment of how easy or 
d+ff+cult would +t be to engage +n a certa+n behav+our (Ajzen, 1991) wh+ch +s an 
+nd+rect reflect+on of perce+ved benef+ts, pr+ce, and ava+lab+l+ty. In add+t+on, the 
results of the survey conducted on US consumers spec+f+cally reveal that the 
affordab+l+ty of metaverse equ+pment determ+nes the metaverse dec+s+ons of 
24% of the consumers further s+gn+fy+ng the +mportance of the pr+ce factor 
(Ahmed, 2022). However, +t +s expected that by 2026, the metaverse w+ll be 
access+ble to only 25% of the world’s populat+on (Petrosyan, 2022) wh+ch 
creates a s+gn+f+cant need to +dent+fy measures wh+ch can +mprove 
access+b+l+ty and make metaverse market+ng a real+ty for the masses.  

4.2. Impact of metaverse market1ng on consumer behav1our: 
In th+s study, both the pos+t+ve and negat+ve +mpacts of metaverse market+ng 
on consumer behav+our have been observed. The pos+t+ve +mpact appeared 
+n the form of +mproved consumer engagement and +nteract+on, targeted 
offer+ngs, brand recogn+t+on and loyalty. These f+nd+ngs al+gn w+th the 
arguments of Ghal+ et al. (2024), Khatr+ (2022), and Remed+os (2023). These 
f+nd+ngs are just+f+able through real-world ev+dence also such as Gucc+’s v+rtual 
store +ncreas+ng +ts consumer engagement by 20%, and Forever 21 
w+tness+ng 5 m+ll+on v+s+ts +n the f+rst month of the launch of +ts v+rtual store 
result+ng +n a 15% +ncrease +n sales (Brand V+s+on Ins+ghts, 2024). However, 
th+s study also revealed negat+ve +mpacts +n the form of +nauthent+c+ty, 
scept+c+sm, and advocat+on of unreal+st+c beauty standards through v+rtual 
+nfluencers. These f+nd+ngs are also cons+stent w+th the stud+es of L+m et al. 
(2024) and Dw+ved+ et al. (2022). Brands, therefore, need to carefully 
strateg+se for counter+ng the negat+ve +mpacts to harness the contr+but+on of 
metaverse market+ng towards consumer behav+our. 
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4.3. Consumer r1sks of metaverse: 
As per the results of th+s research, the use of the metaverse as a market+ng 
platform can lead to secur+ty and pr+vacy, and eth+cal, phys+cal, psycholog+cal, 
and legal r+sks for the customers. The sets of f+nd+ngs al+gn w+th the prev+ous 
stud+es conducted by Rathore (2018), Rosenberg (2023), and L+m (2024). 
Such concerns are also ev+dent through the survey results accord+ng to wh+ch 
more than 70% of the customers are worr+ed about the secur+ty and pr+vacy 
r+sks of the metaverse (Paxton & Barbour, 2023). In add+t+on, news reports 
about the alleged gang rape of a 16-year-old g+rl on the metaverse are mak+ng 
rounds on the +nternet (Sales, 2024). Such +nstances reveal that consumer 
r+sks of the metaverse are not l+m+ted to papers only but unfortunately are 
becom+ng an unavo+dable real+ty. It, therefore, demands collaborat+on 
between +ndustry leaders and govern+ng bod+es to make metaverse a safe 
env+ronment for the customers. 

5. CONCLUSION 
A s+gn+f+cant proport+on of the l+terature +s ded+cated to customer exper+ence 
+n the metaverse (Rane et al. 2023) but a focus on +dent+fy+ng factors wh+ch 
may +nfluence consumer behav+our +s l+m+ted. In add+t+on, most of the stud+es 
are ded+cated towards the pos+t+ve +mpact of metaverse market+ng on 
consumer behav+our (Kaur et al. 2024; Had+ et al. 2024) but the negat+ve s+de 
has been rarely addressed. Th+s study +s one of the earl+est ones wh+ch 
addresses factors affect+ng consumer behav+our +n metaverse market+ng 
along w+th address+ng the +mpact of metaverse market+ng on consumer 
behav+our and evaluat+ng the consumer r+sks. To the best of the researcher’s 
knowledge, th+s +s also the f+rst study wh+ch l+nks TPB w+th consumer 
behav+our +n metaverse market+ng. 

The research +mpl+es that bus+ness entry +nto the metaverse env+ronment 
needs to be carefully regulated to avo+d +ts negat+ve consequences for 
consumers. In th+s regard, the f+nd+ngs put a spec+al emphas+s on eth+cal 
leadersh+p +n the metaverse so that bus+nesses can be encouraged to look 
beyond the advert+sement opportun+t+es +n the metaverse and work towards 
+ts safer advancement +n the market+ng realm for the consumers of all groups. 
Moreover, +ndustry leaders and pol+cymakers are encouraged to work towards 
the ava+lab+l+ty of metaverse equ+pment and engage +n global partnersh+ps for 
the legal r+sks governance, so that a safer and access+ble metaverse 
market+ng ecosystem can become a prom+s+ng real+ty soon. 

Th+s research, however, has +ts l+m+tat+ons. F+rst, +t rel+es on ex+st+ng data to 
develop a relat+onsh+p between metaverse market+ng and consumer 
behav+our. Alternat+vely, collect+ng data d+rectly from the consumers would 
have helped +n ach+ev+ng deeper +ns+ghts. Second, data ava+lab+l+ty has 
rema+ned another l+m+tat+on of th+s study as the extant l+terature on metaverse 
market+ng +s st+ll +n +ts +nfancy stages. F+nally, th+s research has a l+m+ted focus 
as +t addresses the concerns and perspect+ves of consumers only among 
other stakeholders +nvolved +n metaverse market+ng.  
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Future researchers, therefore, are suggested to focus on other stakeholders 
also and adopt a sector-spec+f+c approach so that the v+ab+l+ty of metaverse 
market+ng for d+fferent areas of bus+nesses can be explored. In add+t+on, a 
cost-based approach may also be adopted to gu+de the bus+nesses about the 
su+tab+l+ty of metaverse market+ng for d+fferent bus+ness s+zes. F+nally, a cr+t+cal 
compar+son of metaverse and d+g+tal market+ng +s requ+red to present a 
rat+onale concern+ng why bus+nesses should sh+ft from well-developed and 
prom+s+ng d+g+tal market+ng to the under-explored area of metaverse 
market+ng. 
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