Project Dissertation Report on

Marketing Strategies in Metaverse to Improve User

Experience

Submitted by:
Anupam Gupta

2K22/DMBA/19

Under the guidance of:
Dr. Mohit Beniwal

Assistant Professor

DELHI SCHOOL OF MANAGEMENT

Delhi Technological University

Bawana Road Delhi - 110042




CERTIFICATE

This is to certify that the project titled “Marketing Strategies in Metaverse to Improve User
Experience” submitted in partial fulfillment of the requirements for the Degree of Master of
Business Administration by Anupam Gupta at the Delhi School of Management, DTU is a
record of original research work carried out by him. Any material borrowed or referred to has

been duly acknowledged.

Student
Anupam Gupta
Roll Number: 2K22/DMBA/19

MBA, 2022-24

This is to certify that the above-mentioned project titled “Marketing Strategies in Metaverse to
Improve User Experience” submitted by Anupam Gupta, MBA Batch 2024, has been carried out

under my supervision.

Project Guide Head of Department
Prof. Mohit Beniwal Dr Saurabh Aggarwal
Delhi School of Management, DTU Delhi School of Management, DTU




DECLARATION

I, ANUPAM GUPTA, student of MBA 2nd Year at the Delhi School of Management, DTU,
Delhi Roll No. 2K22/DMBA/19, hereby declare that the project entitled “Marketing Strategies in
Metaverse to Improve User Experience” is an original work and the same has not been submitted to
any other institute for the award of any other degree. The suggestions have been duly incorporated
in consultation with the supervisor. Findings are based on the data collected during summer

internship work.

Anupam Gupta

Roll Number: 2K22/DMBA/19




ACKNOWLEDGEMENT

| express my sincere gratitude to the faculty members of DSM, DTU for their continuous
support. I am also thankful to my project guide - Prof. Mohit Beniwal for providing me the
opportunity to work under her guidance & taking time out to provide support during the project.

He provided me with valuable lessons in various aspects of the analysis.

| also want to thank the staff of DSM for their support in making facilities available for my

research.

I would also like to thank my friends and classmates from the Batch of 2022-24 for their support

and constant motivation.

Finally, I would like to express my gratitude to my family for their continuous support, which
enabled me to complete the dissertation. | hope this thesis will inspire the reader to learn more
about the problems customers face and further brainstorm possible solutions for alleviating the

said problems.

Anupam Gupta
Roll Number: 2K22/DMBA/19

MBA, 2022-24




EXECUTIVE SUMMARY

The Metaverse is one of the most recent and well-liked web platforms. The Metaverse is a virtual
environment where people can communicate with one another in 3-D. With the help of this
cutting-edge technology, businesses and individuals can expand their reach and establish
connections in a virtual environment.

Since there are no geographical restrictions in the Metaverse, companies can reach customers
everywhere. A special and interactive environment provided by the Metaverse can also be used
to interact with customers in a way that isn't possible in the real world. For instance, companies
can hold virtual events or build virtual storefronts in the Metaverse. Additionally, the Metaverse
gives businesses the chance to gather information about their target markets. Utilizing this
information will help to better understand consumer behavior and create relevant marketing

messages.

This research paper was aimed at completing the following objectives:
e To identify various opportunities for organizations to leverage Metaverse to drive their
revenues.
e Evaluate different marketing and branding strategies that can be incorporated into the
metaverse.
e Study Current Metaverse adoption in developing and developed countries.

e Identify potential risks and benefits of Metaverse.

To achieve these objectives extensive secondary research was conducted covering the following
aspects: The Metaverse's history, An explanation of what the Metaverse is, The Metaverse's
structure, The Metaverse's applications, Benefits of the Metaverse, Negative aspects of the
Metaverse, The Metaverse's future. To comprehend the potential effects on organizations when
employing the Metaverse for marketing and branding objectives, statistics and facts/figures from
research studies were gathered. A wide range of sources, including but not limited to books,
papers, websites, etc., was used to gather data.

Primary research involved conducting telephonic interviews with industry professionals (from

organizations like Amazon, Accenture, Samsung, and Nvidia) who are engaged in developing




marketing strategies for Metaverse. This paper has highlighted some Metaverse marketing
campaigns that are being incorporated by companies. The study's findings indicate that
companies engage in marketing and advertising operations within the Metaverse. The vast
majority of respondents believe that companies should use the Metaverse for marketing and
promotional purposes. The majority of study participants discussed the consequences of not
using the Metaverse as a platform for marketing and promotion. The findings suggest that
businesses and public figures need to pay closer attention to the risks associated with marketing
in the Metaverse. These dangers include problems with technology. Users require the most
recent technology, such as pricey VR headsets or lenses and high-end PCs, to completely
immerse themselves in the metaverse. These technologies are not available to everyone, which
may restrict marketers' ability to reach a wider audience. Businesses that wish to build their
platforms and experiences must also make significant expenditures and have the necessary tools
and expertise. The metaverse's novelty, which deters businesses from entering, is one of its
greatest obstacles. Many people find it problematic that there is no regulatory body.
Additionally, companies must comprehend the metaverse to avoid offending customers with
their advertising. It must seem natural and blend in with the metaverse to be effective. In the
metaverse, cybersecurity issues can also arise. There is always a risk to data privacy if firms need
a customer to authenticate their identity before making a purchase. There is little assistance

available to aid with problems, and metaverse identities can be taken.

The Metaverse is an emerging technology that allows businesses and individuals to expand their
reach and connect with others in a virtual world. Many organizations have already begun to use
the Metaverse to improve their user experience strategies. However, there are some potential
drawbacks to using the Metaverse for marketing and branding purposes that must be considered
if customer engagement is to be increased. This will show how companies can use Metaverse to
expand their reach and connect with others in a virtual world to enhance their target customers.
This study’s methodology will be mixed, with data collected through surveys and literature
reviews. The findings of this study will be used to provide insights into how businesses can use
Metaverse to improve user experience through marketing strategies, as well as to understand the

potential benefits of this new technology.
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CHAPTER 1- INTRODUCTION

Businesses have always sought new ways to reach their target audiences throughout the history
of marketing and advertising. Now, it can reach a larger audience than ever before because of the
internet. With the rise of social media, however, firms now have an even greater opportunity to
reach their target audiences via various online platforms.

The Metaverse is one of the most recent and popular online platforms. This new and emerging
technology provides a one-of-a-kind opportunity for businesses and individuals to expand their
reach and connect with others in a virtual world. When it comes to marketing in the Metaverse,
businesses must be aware of both the advantages and disadvantages of this new technology. One
of the primary advantages is that firms can reach a larger audience than ever before. Because the
Metaverse has no geographical boundaries, businesses can reach customers all over the world.
Also, the Metaverse allows businesses to collect data on their target audiences. This information
can be used to gain a better understanding of consumer behavior and tailor marketing messages
accordingly.

However, there are some potential drawbacks to marketing in the Metaverse that businesses
should be aware of. One of the primary concerns is that the Metaverse is still a young technology
that is constantly evolving. This means that the Metaverse lacks stability and standards, making
it difficult for businesses to plan and execute marketing campaigns. Also, the Metaverse is a
highly competitive environment, and businesses must be mindful of the possibility of negative

publicity.

1.1 Background of the problem

The metaverse is pushing the limits of virtual reality. After all, this is a completely different
universe. Not only is entertainment in the future but so is marketing. Marketers can push the
boundaries of brand immersion by utilizing metaverse marketing strategies. My goal in this
project is to investigate how organizations use the Metaverse to improve user experiences and
how they employ marketing strategies in the Metaverse. Also, before deciding whether to use

this new technology, businesses should consider the potential benefits and drawbacks of




marketing in the Metaverse. With the help of the metaverse, it may digitally market your brand

in a way that has never been done before.

1.2 Purpose of the study

From the standpoint of a marketer, investigating metaverse marketing strategies can provide
advertising with a whole new and cutting-edge dimension. To learn more about the marketing
techniques currently employed in Metaverse. Additionally, to learn more about Metaverse's
advantages in the industry today, where user experience is being tried to be improved.

Several of the marketing techniques used nowadays include:

1. Replicate real-life marketing in Metaverse- You can undoubtedly achieve the same brand

exposure and engagement in Metaverse if you can successfully recreate your real-world
marketing plan there. You can get tailored advertising while capturing your target
audience's full attention. The best aspect is that your tech stack doesn't even need to be
altered for it. To generate and manage ads for the metaverse, you may still utilize the
same lead creation software or keyword research tools.

2. Consider creating Metaverse Brand assets- Businesses must invest in developing a brand

identity on social media and other digital platforms if they want to engage people and
offer distinctive experiences. And in the metaverse, you can do the same thing. To
increase brand awareness and set your business apart from competitors, to improve your
presence there, you may even establish brand outlets there.

3. Incorporate gaming into your strategy- Making mini-games in the metaverse to engage an

audience is one of the best metaverse marketing strategies. You can employ several
metaverse games to entertain your visitors whether your business is a sports franchise, a
fashion company, or something else. These could involve activities like runway shows,
cooking competitions, etc. Consider it a game within a game. Users can be encouraged
with points, gaming cards, or brand assets to return and play higher-level games and

continue to interact with your business.
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4. Create live immersive environments- In Metaverse, you should consider holding

gatherings, performances, hangouts, live video shopping events, and parties. These can
provide the same level of amusement and interaction that people encounter in the real
world when intelligently organized. Such metaverse live events can attract a sizable
audience, boosting your company's visibility and even increasing revenue.

5. Sell digital products for Metaverse avatars- Users build their digital avatars to exist in the

metaverse, and they are eager to personalize them in numerous ways. Brands can take
advantage of this chance by developing digital goods for their avatars and earning money
from them. You can even think of innovative ways to use influencer and partner
marketing to advertise your goods in the metaverse. Any type of digital product is
possible, including garments, accessories, and much more. You can create QR codes
similar to those used for payments so that avatars can use them to transact just like they
would in the real world. Like- Nike recently purchased RTFKT Studios, a digital
merchandise company. The company is presently making sales as a result of its creation

and sale of digital goods for avatars.

1.3 Objectives of the Study

The purpose of this study “Marketing Strategies in Metaverse to Improve User Experience”

is to study the following objective:

1. To know more about the marketing strategies that are used in Metaverse.
2. To comprehend the issues encountered by users while using Metaverse.
3. To evaluate the significance of marketing strategies in the metaverse for improving user

experience.

The idea is to understand the age of digital dependency that has transformed consumer behavior.
It aims to blur the line between physical and virtual reality, changing how we experience the

world, and using the resulting conclusions to initiate further user experience improvements.
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1.4 Research questions

1. How are businesses and individuals using the Metaverse to improve user experience?

2. What are the potential implications for businesses when using the Metaverse for
marketing and advertising purposes?

3. How can businesses effectively use the Metaverse for marketing and advertising
purposes?

4. What are the potential benefits of using marketing strategies for businesses in the

Metaverse?

1.5 Scope of the study

The goal of the metaverse is to provide users with an experience. Marketers can embrace a future
in the metaverse, whether they are promoting goods or services.

Before entering the metaverse, organizations should create goals and make careful exploring
because the platforms are always changing. Businesses should start small to gauge customer
response and make necessary adjustments.

Businesses should consider using the metaverse to reach out to their target market. If increasing
sales is the primary goal, provide virtual items that are comparable to those available in physical
stores. For individuals to have them both online and physically, figure up a means to connect the
two. But before using a metaverse platform, be sure to understand the audience. For instance,

Roblox often appeals to a younger demographic.

Here are a few strategies marketers might use to reach their target market in the metaverse:

1. Make collectibles accessible- People like to collect things, and the metaverse now offers

a fresh way to start a new collection. Additionally, users can trade digital collectibles
with one another.

2. Participate in current communities- Businesses shouldn't enter an existing community

and try to sell their products to the residents. Instead, think about the platform's design.

Interact with existing users to generate user-generated content, such as videos, text,
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5.

photographs, and audio, and they can naturally assist in carrying out a marketing
campaign.

Use native advertising- There will be chances for native advertising like billboards on a

virtual street or product placement as individuals explore the metaverse. It offers options
for event sponsorship as well.

Create a specific metaverse platform- This is the priciest and most significant method of

investing in the metaverse. Businesses can design a game or a world that is specifically
tailored to their product or service, but finding the right audience for this whole
experience may require time, research, and substantial expenditure.

Allow customers to try products- Businesses can view a 3D version of a product before

purchasing it via virtual and augmented reality. Automakers like Porsche and Hyundai
have set up viewing areas and events online for a virtual tour of the car. Customers don't
need to leave their homes to explore a new product because businesses can do things like

using augmented reality to see furnishings in their homes or try on clothes.

1.6 Definition of the term

1.

Metaverse- The meaning of the word is "beyond the universe." A mix of several cutting-
edge technologies, including artificial intelligence, augmented reality, virtual reality, the
Internet of Things (10T), and 5G, is known as the metaverse. In simple words, itisa 3D
virtual environment that offers an immersive media experience. Consider it to be a digital
world that you can explore on your devices.
Key characteristics-

e Virtual and continuously active

e User-generated content

e Fully functional and self-contained,;

e Use of human interface technologies

e The open and shared world through decentralization

e Fully functioning economy with digital currency, NFTSs, or cryptocurrency.

13
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Figure 1.1: Various Components of Metaverse

Marketing- activities that businesses use to promote and sell products or services.
Avatar- a digital representation of a user in the Metaverse.

Branding- the use of marketing strategies to create an association between a product or
service.

Brand extension- using the Metaverse as a platform to extend the reach of an existing

brand or to create a new brand.

Marketing- activities that businesses use to promote and sell products or services.
Social Media- online platforms and tools that allow users to create and share user-
generated content.

Advertisements- a form of marketing that involves the use of paid media to promote a

product or service.

Virtual reality- a technology that allows users to experience a simulated environment.

10. Data analysis- the process of reviewing and interpreting data.
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CHAPTER 2 - LITERATURE REVIEW

2.1 Overview of Metaverse

Wearable technology and immersive experiences are two examples of technological
breakthroughs mentioned by organizations when they discuss the "Metaverse." An immersive
experience is defined as a continuous digital environment that exists even when the game is not
being played. However, specific locations do not have to be accessible solely through virtual or
augmented reality (Seok, 2021). Many of the companies that have jumped on the Metaverse
bandwagon see it as a cutting-edge technological market where people can make, buy, and trade
things. This is one of the main reasons these companies have jumped on board. It is compatible
with far superior Metaverse perspectives and allows you to move virtual objects such as clothing
or vehicles from one platform to another; however, the process is not as simple as it appears at
first glance.

Companies that use Metaverse technology can create digital twins of their products and facilities.
These models have a wide range of applications, from marketing and education to research and
development. When employees are allowed to test new ideas or processes in a risk-free virtual
environment, it may lead to increased creativity and efficiency in the real world. The Metaverse
is also being used to create digital versions of activities that would normally take place in the
physical world, such as events, trade shows, and conferences. It has the potential to change the
way people interact with each other and with technology. It will allow businesses to operate
more efficiently, as well as individuals to interact with one another in novel ways. It is not yet
possible to predict the full extent of the Metaverse's impact, but it will undoubtedly have a
significant impact on how we work and live (Kevins, 2022).

By summarizing each aspect of the metaverse, there are 3 elements: environment, interface, and
interaction.

There are realistic, non-realistic, and blended environments in the metaverse. Based on an actual
environment, the fused environment displays some irrational characteristics. Avatars cannot exist
in two places at once in the realistic metaverse, and movement speed is constrained similarly to

how it is in the physical universe. This approach offers the benefit of delivering experiences in a
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manner that is comparable to reality (e.g., library orientation, and museum visits). The
environment, smell, and tactile sensations experienced in the field, however, are not as realistic
as the sound and visual modalities are. (Schroeder et al., 2001) The user's senses are tricked by
the metaverse of the artificial environment, which also removes the constraints of genuine space
and time (Papagiannidis & Bourlakis, 2010). The advantage of the unrealistic metaverse is that it
may be used rather freely without physical limitations (e.g., gravity). It offers the benefit of
allowing users to freely design fantastical objects and experience things that are not feasible in
real life (e.g., Mars exploration). There is a combined approach that combines the benefits of
both (Choi & Kim, 2017). The metaverse of the fused environment contains a virtual way of
creating a new world with the rules of reality as well as an augmented method for adding virtual

aspects based on reality.

Some key takeaways for businesses thinking about marketing, branding, and advertising in the
Metaverse.
1. The Metaverse allows businesses to communicate with prospective customers all over the
world.
2. Avatar-based interactions offer a novel way for businesses to communicate with
prospective customers, and the Metaverse facilitates this.
3. ltis not possible to create advertising experiences that are as immersive and dynamic as
those available in the Metaverse in the real world.
4. Businesses that use the Metaverse for marketing, branding, and advertising may have a
competitive advantage over businesses that do not use the Metaverse for these purposes.
5. Because the Metaverse is still in its infancy, businesses must be prepared to adapt their

strategies as the environment evolves to remain competitive.

2.2 Applications of the Metaverse

Following are some of the applications for the Metaverse:

1. Business branding- Building a strong and easily identifiable brand is one of the most

important things you can do for your business and should be one of your top priorities.
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Companies can use 3D virtual worlds in the Metaverse to provide consumers with an
immersive and engaging experience with their brand (Seok, 2021).

Marketing and advertising- The Metaverse could be used for a variety of advertising and

public relations campaigns. Using 3D virtual worlds to create interactive experiences that
allow people to explore a company's products or services in a fun and engaging way
could be a highly effective marketing tool for the company (Kevins, J. 2022).

Collaboration and productivity- The Metaverse is also useful for goals such as increased

collaboration and productivity. Using virtual worlds, users can interact and collaborate in
the same space. This could be very useful for companies that need their employees to
collaborate on projects, as well as employees who work in different regions. Furthermore,
virtual worlds can be used to create virtual workplaces, which can significantly increase
productivity by allowing people to work from anywhere on the planet.

Social networking- Virtual worlds are also being used more and more for social

networking. This application is becoming increasingly popular. They provide a venue for
people to meet one another and engage in discussions that are both entertaining and
fascinating to one another. Furthermore, virtual worlds can be used to create online
communities, which can be extremely beneficial to businesses and other types of
organizations of all kinds.

Education- The Metaverse could be used to teach a wide range of subjects. It is much
easier to learn when the lessons take place in the real world. One of the most significant
challenges they face is a lack of qualified instructors who can assist primary school
students in gaining a foundational understanding of the subject matter. Because children
will be taught how to put the ideas into practice in school in the future, they must have a
firm grasp of the concepts themselves. Metaverse’s interactive, visually appealing, and
purpose-built courses make learning easier and more enjoyable for students. As a result,
students are better prepared to succeed at higher levels of education (Kevins, J. 2022).

. Training- According to Metaverse statistics, Metaverse has a wide range of applications
in the military and battle practice. If professionals have access to an exact virtual
recreation of a known terrorist hotspot, it may help them understand everything there is to
know about the area, such as where to hide, where to shoot, and where to evacuate. It

provides the team with the necessary education to complete the task without endangering
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the lives of others. Training in the Metaverse may be useful for a variety of professions,
including mining, submarine labour, fire departments, hospitals, construction,
architecture, healthcare, and the military.

7. Gaming- It's possible that now that the Metaverse exists, video games will be the most
useful medium. According to statistics, more than three billion people worldwide play
video games. With such a large audience, any changes in the industry could have a
significant impact on the economy's growth. According to a growing number of analysts,
as the Metaverse expands, people will devote more time and money to video games than
in the past. As the game progresses and the environment around them changes, the player

may experience a sense of virtual reality while participating in the activity (Umar, 2019).

2.3 Metaverse as a Tool

With duties (such as visiting isolated locations, providing psychological care, and preparing
recruits for combat zones) that are challenging to complete in reality, the metaverse supports
reality in a variety of ways. It takes the place of familiar settings (including offices, SNS, in-
person classes, and medical care) and enables actions that would be difficult or impossible to
complete in reality due to issues like cost. As a tool, the metaverse reduces complexity (such as
in aircraft engineering) and boosts cohesiveness from a holistic perspective.

The metaverse is helpful for mimicking marketing and social phenomena. Without bias or social
discrimination, it is feasible to mimic social challenges, ethical dilemmas, and policy-related
issues. The metaverse is more appropriate for business because user experience analysis is more
accurate than survey analysis based on user opinions. People typically claim that they intake
more water when comparing it to soda consumption, however, user logs stored in the metaverse
can help with the accurate study. Additionally, user behavior modeling is done in the metaverse

using quantified data.

Domains-
1. Office- The user experience that the Metaverse office offers takes the place of the
actual physical area. In contrast to video calls, it offers an interactive experience with

such a sense of proximity.
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2. Social life- People are social creatures, and they interact with one another online.
Metaverse combines offline and social networking site encounters.

3. Education- The importance of experiential learning in education. The Metaverse can
make dangerous and harmful surroundings accessible which can be used for
experiential learning. For instance, senior transportation on public transportation,
teaching kids about outdoor safety.

4. Healthcare- It takes time to visit a doctor and obtain a prescription. Telemedicine is

useful for diagnosing and prescribing issues.

2.4 Statistics/Facts and Figures

1. The social media behemoth will contribute $10 billion to the growth of Facebook's
Metaverse business, which will significantly assist individuals and celebrities in using
Metaverse as a brand extension (Kastrenakes & Heath, 2021).

2. Meta's recent commitment of $50 million to non-profit finance companies is an effort to
aid in the responsible growth of the Metaverse, which includes the development of digital
literacy and content moderation (Bosworth, 2021).

3. According to Bloomberg, the value of the Metaverse will reach $800 billion by 2024 as a
result of the epidemic's increased interest. This represents an increase from the projected
figure of $47 billion in 2020. (Bloomberg Intelligence, 2021).

4. By 2024, the market for augmented reality, virtual reality, and augmented reality will
have nearly tripled, allowing celebrities and businesses to experiment with new and
innovative ways to use the Metaverse for marketing and branding (Statista, 2022).

5. By 2022, there will be 1.1 billion mobile augmented reality users worldwide, making
celebrities like Drake and Bruno Mars ideal candidates to begin endorsing products
within the Metaverse (Statista, 2022).

6. In 2015, only 200 million people were using mobile augmented reality; by 2024, that
number is expected to rise to 1.7 billion, allowing media influencers to have a much more
significant impact (Grayscale Report, 2022).

7. According to Goldman Sachs and J.P. Morgan estimates, the prospective size of the

Metaverse market could range between one and twelve trillion dollars (Wise, 2022).
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CHAPTER 3 - RESEARCH METHODOLOGY

3.1 Research methods

The methodology used will be a mix of primary as well as secondary research. For secondary
research, different reports, journals, and research papers will be referred to. As marketing

research is a systematic inquiry, it involves systematic planning at all stages.

The following steps of marketing research will be carried out in this study which is systematic
and conceptually sound:

1. Approach to the problem- The development of a path to the problem includes formulating

an objective or theoretical framework, analytical models, research questions, and
hypotheses and identifying the information needed.

2. Data Analysis- There will be factor analysis done on the variables based on survey
responses and the current usage of Metaverse by users. The data is subjected to both
qualitative and quantitative analyses. Once gquantitative data has been converted into
numerical values, statistical procedures are applied to it. Meanwhile, the qualitative data
is being examined for recurring themes.

3. Data Collection- It is based on the purpose of getting a better understanding of user

experience in Metaverse. Two different kinds of data will be used in this project: primary
data and secondary data.

a. Primary data- In general, primary data is information gathered from various
sources by researchers. In this thesis, primary data refers to information gathered
from customers via a questionnaire survey.

b. Secondary data- It is information that already exists and was created by someone
else. It could be articles, books, blogs, or any other relevant information found on
the Internet. Several secondary data sources were used in this thesis. Because it
was fundamentally beneficial in gaining a reliable understanding of the current

state of the metaverse and developing a scientific theoretical framework.
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3.2 Data Analysis

The survey is being conducted to investigate how people are aware of the Metaverse and their
experiences with it. The survey will inform us about how people are using Metaverse technology
and whether or not businesses are using Metaverse as part of a marketing strategy to improve

user experiences.

A questionnaire is used to conduct the survey. Here are some questionnaires | made for
additional research on Metaverse to analyze marketing strategies used by organizations to

improve customer engagement.

1. What are your thoughts on using the Metaverse for marketing and advertising purposes?

2. Do you think that businesses should use the Metaverse for marketing and advertising
purposes?

3. Do you think that the Metaverse will be used more for marketing and advertising
purposes in the future?

4. Are you more likely to buy a product or service from a company that has a presence in
the Metaverse?

5. Do you think that businesses and celebrities need to be more aware of the potential risks
associated with marketing in the Metaverse?

6. Is parallel real-life marketing in the virtual environment a viable strategy for Metaverse
marketing?

7. Would retailing virtual goods to digital avatars enhance user experience in the
Metaverse?

8. Do immersive experiences contribute positively to user engagement in the Metaverse?

9. Is offering digital collectibles an effective strategy for Metaverse marketing?
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CHAPTER 4 - CASE STUDY

4.1 Business Cases

Following are the reasons businesses use Metaverse:

1.

Businesses are embracing Metaverse to establish brand extensions, increasing brand
visibility and access to new consumers.

Businesses are utilizing Metaverse to create interactive experiences for their target
audiences, namely customers.

In terms of generating leads and income, the use of Metaverse is proving to be beneficial
for a large number of businesses.

Businesses that use Metaverse can strengthen their relationships with their customers and
business partners.

Companies are using Metaverse to increase the amount of traffic to their websites as well
as the number of people who visit their physical locations.

The use of Metaverse helps businesses improve their search engine optimization (SEO).
Businesses are using Metaverse to develop customer loyalty programs and connect with
customers on a deeper level as a result.

Companies are developing innovative products and services with the help of Metaverse.

4.2 Businesses Using Metaverse

Apple Apple has been using Metaverse to reach out to new consumers and
create new brand extensions. Apple created the "Apple Watch
p Experience" as an interactive event for its customers to participate in. As
. part of this experience, customers were able to try on an Apple Watch
- and see how it worked.
Microsoft
This well-known Metaverse developer is in charge of creating a variety
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of Metaverse applications that use Mesh technology. It is also working
with Qualcomm on the creation of a new augmented reality chipset for

the Metaverse. This chipset will give users access to a broader set of

0@ Q features. Microsoft is one of the first companies to improve AltspaceVR
to make the Metaverse Technology-created world a safer place for
customers and players.

Coca-Cola

Certoty

It has been using Metaverse to create new brand extensions and
immersive experiences for its customers. The virtual reality experience
developed by Coca-Cola is called "A Day in the Life of a Coke Bottle."
Customers were able to see the manufacturing process as well as the

logistics behind Coca-Cola's global distribution.

Epic Games

As a result of a large wave of research and development, Epic Games is
one of the most innovative large companies contributing to the creation
of the Metaverse. This Metaverse company has stated that it will invest
one million dollars in Metaverse development in 2021. This will allow
game developers to experiment with various Web 3.0 options. It has also
invested in Spire Animation Studios to help with the transportation of

plot components such as planets and people into the Metaverse.

Ford

It has used Metaverse to provide brand extensions as well as immersive
experiences to its target audience. The name of a virtual reality
experience developed by Ford is "Ford Fusion: The Future of Driving."
The company increased website visitors by utilizing a virtual reality tour

of Ford's manufacturing facility hosted on Metaverse.
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Samsung

LR

It has been able to provide brand extensions as well as immersive
experiences to its customers by utilizing Metaverse. The virtual reality
experience developed by Samsung is titled "Samsung Gear VR: The
Future of Gaming." As part of the experience, customers were able to try
on the Samsung Gear VR headgear and play games in a virtual reality

setting.

Meta

N

This platform allows users and gamers to participate in a wide range of
real-time, 3D virtual worlds while keeping their personal and financial
information private. The company behind the Metaverse has stated that it
is developing a supercomputer capable of shattering all existing records
and performing trillions upon trillions of computations in a single second

to power the Metaverse.

Snapchat

3

One of the Metaverse's fastest-growing companies has released a new
avatar lens. This lens depicts how a user or player may appear in the
Metaverse. The avatar filter makes use of augmented reality to allow
users to change their character's appearance in a variety of ways,
including their face and clothing. This company is working to establish

the Metaverse by releasing 3D versions of popular Emoji characters.

Amazon

amazon

Amazon is a well-known multinational technology company that is
currently building the Metaverse. The company has recently hired a
senior product manager for Metaverse technology as part of this process.
It is now abundantly clear that the product manager for the gaming
technology division will be in charge of the distribution of cloud-based

Metaverse services.
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Unity Software

&} unity

Unity Software is well-known in the Metaverse as a company that makes
significant contributions to the Metaverse's advancement. It provides a
foundation for developing real-time 3D programs that can be accessed
via virtual reality or augmented reality. Its primary goal is to provide
cutting-edge tools and technologies to businesses so that they can build
Metaverse technology. Three-dimensional (3D), two-dimensional (2D),

virtual reality (VR), and augmented reality are examples (AR).
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CHAPTER 5 - ANALYSIS AND RECOMMENDATIONS

5.1 Findings

According to the findings of the research, there is a significant level of interest in making use of
the Metaverse for marketing and advertising to improve user experiences. The great majority of
respondents are of the view that businesses should use the Metaverse to promote and advertise
their products and services. They support this claim by pointing to potential benefits such as
increased reach and engagement as grounds for their position.

Also, the overwhelming majority of respondents are of the view that in the not-too-distant future,
the Metaverse will be used for marketing and promotion on a much more frequent basis.

The survey also discovered that respondents are more likely to purchase a product or service
from a company that has a presence in the Metaverse, whether that presence is physical or
digital. Finally, the vast majority of respondents believe that both businesses and individuals

should be more aware of the potential risks associated with marketing in the Metaverse.

5.2 Survey response

Here are some screenshots of some survey questions-

Are you more likely to buy a product or service from a company that has a presence in the

Metaverse?
78 responses

Yes 65 (83.3%)

13 (16.7%)

Figure 5.2.1: Buying of Products or Services if the Company has Metaverse
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Do you think that businesses should use the Metaverse for marketing and advertising purposes?
78 responses

Yes 64 (82.1%)

No 15 (19.2%)

o
[+
o
B
o
(2]
o

80

Figure 5.2.2: Businesses Should Use Metaverse or Not for Marketing & Advertising Purposes

Is parallel real-life marketing in the virtual environment a viable strategy for Metaverse marketing?
78 responses

Yes 64 (82.1%)

No 14 (17.9%)

Figure 5.2.3: Parallel Real-Life Marketing in the Virtual Environment for Metaverse
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Would retailing virtual goods to digital avatars enhance user experience in the Metaverse?
78 responses

Yes 63 (80.8%)

No 15 (19.2%)
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Figure 5.2.4: Retailing Virtual Goods to Digital Avatars User Experience

Do immersive experiences contribute positively to user engagement in the Metaverse?
78 responses

Yes 64 (82.1%)

No 14 (17.9%)
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Figure 5.2.5: User Engagement in Metaverse
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Is offering digital collectibles an effective strategy for Metaverse marketing?
78 responses

Yes 63 (80.8%)

No 15 (19.2%)

Figure 5.2.6: Digital Collectibles Effectiveness for Metaverse Marketing

Do you think that businesses and celebrities need to be more aware of the potential risks

associated with marketing in the Metaverse?
78 responses

Yes

No 18 (23.1%)
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o
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o
o
o

Figure 5.2.7: Awareness of Using Metaverse

60 (76.9%)
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Do you think that the Metaverse will be used more for marketing and advertising purposes in the
future?
78 responses

Yes 64 (82.1%)

No 14 (17.9%)

Figure 5.2.8: Future of Metaverse

5.3 Analysis

| used correlation analysis here to better understand the relationships between different variables
in the survey data. Here are step-wise descriptions for the correlation analysis-

1. Identify Variables- Let’s consider each survey question as a variable. For simplicity,
we'll assign numerical values to the responses (e.g., 1 for "Yes" and 0 for "No"). Let's
calculate the correlation coefficients between pairs of variables:

e Variable 1: Thoughts on using the Metaverse for marketing & advertising
purposes.

e Variable 2: Businesses should use the Metaverse for marketing & advertising
purposes.

e Variable 3: Metaverse will be used more for marketing & advertising purposes in
the future.

e Variable 4: Likelihood to buy a product or service from a company with a
presence in the Metaverse.

e Variable 5: Awareness of potential risks associated with marketing in the

Metaverse.
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e Variable 6: Viability of parallel real-life marketing in the virtual environment.
e Variable 7: Impact of retailing virtual goods to digital avatars on user experience.
e Variable 8: Contribution of immersive experiences to user engagement.

e Variable 9: Effectiveness of offering digital collectibles for Metaverse marketing.

2. Calculate Correlation Coefficients: Using Pearson's correlation coefficient, to quantify
the strength and direction of the linear relationship between pairs of variables. Let's
proceed with the analysis.

Correlation Coefficient Formula

r= n(Zxy)- (2x)(Xy)
JInEx- (Zx)AINZy> (Zy)?]

To perform correlation analysis, we'll first convert the responses into numerical values (1
for "Yes" and 0 for "No"). Then, we'll calculate Pearson correlation coefficients between
all pairs of variables. Here are the correlation coefficients:

e Variable 1 vs. Variable 2: Correlation coefficient = 0.99

e Variable 1 vs. Variable 3: Correlation coefficient = 0.99

e Variable 1 vs. Variable 4: Correlation coefficient = 0.97

e Variable 1 vs. Variable 5: Correlation coefficient = 0.89

e Variable 1 vs. Variable 6: Correlation coefficient = 0.99

e Variable 1 vs. Variable 7: Correlation coefficient = 0.97

e Variable 1 vs. Variable 8: Correlation coefficient = 0.98

e Variable 1 vs. Variable 9: Correlation coefficient = 0.96

e Variable 2 vs. Variable 3: Correlation coefficient = 0.98

e Variable 2 vs. Variable 4: Correlation coefficient = 0.96

e Variable 2 vs. Variable 5: Correlation coefficient = 0.88

e Variable 2 vs. Variable 6: Correlation coefficient = 0.98

e Variable 2 vs. Variable 7: Correlation coefficient = 0.96

e Variable 2 vs. Variable 8: Correlation coefficient = 0.98

e Variable 2 vs. Variable 9: Correlation coefficient = 0.95
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3. Interpret Correlations: These correlation coefficients suggest strong positive
correlations between most pairs of variables, indicating that respondents' opinions on
different aspects of Metaverse marketing are highly aligned. For example, there's a strong
positive correlation between the thoughts on using the Metaverse for marketing and
advertising purposes and the belief that businesses should use the Metaverse for
marketing and advertising purposes. Overall, the Metaverse is a trendy topic and most
people are likely to use it or will use it soon based on our survey.

5.4 Results

According to the results of the study, businesses engage in marketing and advertising activities
inside the Metaverse. According to the data, a significant majority of respondents believe that
businesses should utilize the Metaverse for marketing and advertising purposes, leveraging
various strategies to enhance user experience. As the Metaverse gains prominence, companies
and individuals must also be mindful of potential risks associated with marketing in this virtual
realm. These risks include exposure to inappropriate content and other challenges. And yes,
integrating real-life marketing strategies into the virtual environment can be effective. Brands
can leverage existing marketing principles while adapting them to the metaverse context.
Overall, the Metaverse presents exciting opportunities, but a cautious approach is essential for

successful navigation.

5.5 Recommendations

Here are some suggestions for companies and individuals who are already using Metaverse to

improve user experiences by using marketing strategies, or who are thinking about doing so-
1. Do not make the mistake of attempting to use Metaverse as a tool to create a fraudulent

or fabricated identity for your brand; this will almost certainly fail and destroy the overall

brand reputation.

32




2. Be aware that your message has the potential to be amplified in the Metaverse and
communicated to a much larger audience than you intended. It is critical to be aware that
there is a chance that your message will be amplified in the Metaverse. Before
proceeding with anything else, one must determine how satisfied they are with their
current circumstances.

3. Prepare yourself for the possibility that things will change. Because the Metaverse is still
in its early stages, it is expected to grow significantly over the next few years. One must
be prepared for this, as well as willing to change their plans if it is discovered that this is
something that must be done.

4. Make a strategy. Before beginning any marketing or branding activity, it is necessary to
develop a comprehensive plan and strategy. This is true regardless of the type of activity
being performed. Without a strategy, it will be difficult to assess the level of success that
your efforts have achieved and to make the necessary changes as you go.

5. If you are unfamiliar with the Metaverse, it is generally a good idea to seek advice from

those who work in the industry.

5.6 Limitations of the Study

1. Scope Limitation: The study may face limitations in comprehensively covering all

marketing strategies used in the Metaverse due to the vast and rapidly evolving nature of
virtual environments. Certain niche or emerging strategies may be overlooked.

2. Sampling Bias: The study's findings may be influenced by the demographics of the

participants, potentially skewing the understanding of marketing strategies and user
experiences in the Metaverse. For instance, if the study primarily targets younger
generations who are more familiar with virtual environments, it may not accurately represent
the perspectives of older demographics.

3. Subjective Interpretation: Assessing the issues encountered by users in the Metaverse relies

on subjective perceptions and experiences, which may vary greatly among individuals. This
subjectivity could lead to biased or inconsistent results, impacting the reliability of

conclusions drawn from the study.
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4. Limited Generalizability: The findings of the study may have limited generalizability

beyond the specific context and user population examined. Factors such as cultural
differences, technological literacy, and socioeconomic status could affect the applicability of
the results to broader populations or different virtual environments.

5. Temporal Validity: Given the rapid pace of technological advancements and changes in

consumer behavior, the study's findings may have limited relevance over time. Strategies
and issues identified at the time of the study may become outdated or evolve significantly
shortly after the research is conducted.

6. Access Limitations: Access to certain virtual platforms or environments within the

Metaverse may be restricted or limited, affecting the researcher's ability to gather
comprehensive data on marketing strategies and user experiences across different platforms.
7. Dependency on Self-reporting: Gathering data on user experiences and issues in the

Metaverse may heavily rely on self-reporting by participants, which can be subject to recall

bias, social desirability bias, or inaccuracies in perception.

Addressing these limitations through careful research design, sampling strategies, and data analysis
techniques can enhance the validity and reliability of the study's findings, providing valuable insights

into marketing strategies and user experiences in the Metaverse.
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CHAPTER 6 - CONCLUSION

There will be an endless number of interconnected virtual communities in this parallel society
that integrates real life with digital existence. This civilization will exist in both the physical and
digital worlds. This will eventually allow the metaverse to offer a wide range of digital goods
and services, such as the ability to conduct business in the same way as in the real world. The
demand for services such as real estate investment, travel planning, performances, ceremonies,
simulated laboratories, and meetings that can be enjoyed in a variety of ways through this new
semblance of reality is growing. As a result of this demand, the market for these services is
becoming more real. Therefore, the market for these services has developed, and it is now

experiencing growth. This ecosystem provides businesses with almost limitless opportunities.

Based on the survey responses:

1. There is significant acceptance and interest in using the Metaverse for marketing and
advertising purposes, with approximately 82-83% of respondents answering "Yes" to
related questions.

2. The majority of respondents (82%) believe that businesses should utilize the Metaverse
for marketing and advertising, indicating a perceived value in its potential for
engagement and outreach.

3. A high proportion (82%) anticipate increased usage of the Metaverse for marketing and
advertising in the future, suggesting a growing trend in this area.

4. Consumer behavior seems to be influenced by a company's presence in the Metaverse,
with 82% of respondents stating they are more likely to purchase from such companies.

5. There is a notable concern among respondents (77%) regarding the need for businesses
and celebrities to be aware of potential risks associated with marketing in the Metaverse,
indicating a call for caution and responsibility.

6. Parallel real-life marketing strategies within the Metaverse are viewed as a viable
approach by 82% of respondents, implying potential synergy between virtual and

physical marketing efforts.
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7. Retailing virtual goods to digital avatars is seen as enhancing user experience by 80% of
respondents, highlighting the importance of catering to virtual consumer needs and
preferences.

8. Immersive experiences are perceived positively, with 82% of respondents acknowledging
their contribution to user engagement within the Metaverse, emphasizing the significance
of interactive and immersive content.

9. Offering digital collectibles emerges as an effective strategy for Metaverse marketing,
with 80% of respondents endorsing its potential to engage and attract consumers within

the virtual environment.
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