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ABSTRACT

In today's digital world, the metaverse brings new opportunities and challenges for
businesses. With increasing interest in its applications in various business sectors,
especially marketing and its capabilities in providing rich and interactive experiences,
this technology has attracted increasing attention from researchers. However, research
efforts in this field have been limited so far. Therefore, the present study was
conducted with the aim of analyzing the drivers, dimensions, and marketing outcomes
of the metaverse, and developing a comprehensive conceptual framework in this field
using a meta-synthesis approach. This research is applied in terms of purpose,
descriptive in terms of data collection, and qualitative in terms of approach, and was
conducted using the meta-synthesis method. The data collection tool was past research
documents, and after qualitative evaluation, 64 articles were finally selected. Data
analysis was conducted through content analysis using MAXQDA software. Research
findings showed that metaverse marketing has 26 concepts and 7 categories. In this
regard, the drivers affecting metaverse marketing were categorized into three
categories: technology-related factors, company-related factors and consumer-related
factors. The results also showed that metaverse marketing is an experience-oriented
concept that shapes the user experience in metaverse environments based on three
dimensions of immersion, sociability and environmental fidelity, and its consequences
were classified into three categories: positive consumer outcomes, negative consumer
outcomes and company-related outcomes. Finally, based on the findings from the
meta-synthesis of previous studies, a comprehensive conceptual framework for
metaverse marketing was presented that outlines the relationships between its drivers,
dimensions, and outcomes.
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EXTENDED ABSTRACT

Introduction:

Consumption habits are changing fundamentally and are increasingly shifting towards consumption
in the digital world. At the same time, we are seeing a significant increase in corporate investment in
platforms that support digital environments. Together, these factors are strongly contributing to the
creation of a hyper-connected digital world known as the “metaverse”. The metaverse introduces new
dimensions of consumer behavior, brand experiences, and marketing strategies that require fresh
perspectives and innovative thinking. According to a review of the research background, despite
valuable efforts, there is a clear research gap in developing a "comprehensive metaverse marketing
framework" that comprehensively explains the drivers, dimensions, and outcomes of metaverse
marketing. This gap is largely due to methodological limitations, industry-centric focus, and failure
to consider the immersive and complex nature of the metaverse. Therefore, the innovation of the
present study can be expressed in three ways: 1. Conceptual comprehensiveness of the metaverse:
Relying on an immersive and advanced definition of the metaverse, this study provides a framework
that goes beyond focusing on individual technologies or primary platforms (such as Second Life). 2.
Methodological rigor: This study uses metasynthesis as a systematic qualitative approach to identify
and integrate marketing drivers, dimensions, and outcomes based on prior research evidence 3.
Holistic approach: This study is not focused on a specific industry or sector. Therefore, by using
metasynthesis and adopting a holistic approach, it provides a conceptual framework for metaverse
marketing that integrates the influencing factors (technology, company, consumer), dimensions, and
outcomes of metaverse marketing into a coherent model.

Methodology:

The present study is developmental in terms of purpose and is meta-synthesis in terms of qualitative
approach and is exploratory in nature. Meta-synthesis is a qualitative research approach that extracts
and discovers new concepts and metaphors by relying on the results and data obtained from previous
related studies and through a systematic look and integration of previous research. This method
includes steps such as searching, evaluating, combining, explaining and accurately interpreting
quantitative and qualitative research. Meta-synthesis is implemented with various approaches, and in
the present study, the seven-step model of Sandelowski and Barroso (2006) has been used. The
research components include what, who, when, and how. A search was conducted for articles
published in reputable domestic and foreign scientific journals including Scopus and Web of Science,
Magiran, SID, Noor mags, Elmnet, and Irandoc with the aim of finding relevant, up-to-date, and
authoritative articles between 2021 and 2025, considering the keyword "Metaverse Marketing". After
that, some restrictions were considered to select suitable articles. Finally, 103 articles were selected
by careful review of the texts and after applying the critical evaluation criteria, 64 articles were
selected as the final articles.

Discussion and Results:

Using a meta-synthesis approach and adopting a holistic approach, the present study provided a
comprehensive conceptual framework for metaverse marketing that can be applied across a wide
range of industries. Data analysis was conducted through content analysis using MAXQDA software.
According to the analysis results, 116 codes, 26 concepts, and 7 categories were identified and a
multidimensional conceptual framework was designed based on the extracted factors. In this regard,
the drivers affecting metaverse marketing were categorized into three categories: technology-related
factors (technology blocks and platform capabilities); company-related factors (marketing mix
,marketing strategies, virtual influencers, legal and security challenges, digital assets, and technical
and financial requirements); and consumer-related factors (user cognitive and digital competence,
virtual identity, Sense of presence, motivation for use, expected value, barriers to use, Perceived risk,
The new generation's digital-centric trend and perceived technology capability). The results also
showed that metaverse marketing is an experience-oriented concept that shapes the user experience
in metaverse environments based on three dimensions of immersion, sociability and environmental
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fidelity, and its consequences were classified into three categories: positive consumer outcomes
(emotional, cognitive, and behavioral), negative consumer outcomes (psychological and social
threats), and company-related outcomes (brand value creation, organizational performance, and
sustainability). Finally, based on the findings from the meta-synthesis of previous studies, a
comprehensive conceptual framework for metaverse marketing was presented that outlines the
relationships between its drivers, dimensions, and outcomes.

Conclusion:

The present study aimed to provide a conceptual framework for metaverse marketing. The core of
this framework is “metaverse marketing”. This key concept consists of three characteristics that are
frequently mentioned in the literature as dimensions of metaverse marketing: (1) immersion (2)
sociability and (3) environmental fidelity. The presented framework integrates these dimensions,
along with technology, company and consumer factors and various outcomes of metaverse marketing,
in an integrated manner. Thus, marketing in the metaverse will be effective when it can create an
immersive, high-fidelity and rich social interaction environment and manage the relationships
between factors, dimensions and outcomes simultaneously. The meta-synthesis results showed that
the drivers of metaverse marketing fall into three main dimensions: technology-related factors,
company-related factors, and consumer-related factors. The outcomes of metaverse marketing are
also categorized into three dimensions: company-level outcomes, positive consumer-level outcomes,
and negative consumer-level outcomes. Given the identified drivers, it is recommended that
organizations, brands, and developers of metaverse platforms combine technological investments
with the design of experience-oriented platform capabilities and upgrade infrastructure in a way that
provides a seamless experience that is compatible with different levels of digital skill of users.
Providing interactive training and in-platform guidance is also essential to empower employees and
users. It is also recommended that experiences be designed based on users' abilities and competencies,
motivations, expected value, and barriers to use. Considering the identified consequences, it is
suggested that companies place the design of immersion and enjoyable experiences at the center of
their strategy and develop digital assets and spaces in a way that leads to the formation of spatial wom
advertising, increased user engagement, positive attitude, satisfaction and brand attachment, and
ultimately the desire for physical presence and purchase intention. To reduce negative consequences,
it is recommended that companies use intelligent time limits, usage management tools, security alerts,
controlled interactive content, and user-reporting systems in platform design to create a safe space
for users and minimize risks.

Keywords: Meta Synthesis, Metaverse, Metaverse Marketing, Customer Experience, Immersion.
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