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Abstract:

This study aims to identify the dimensions that enable digital
marketing organizations to enter the metaverse world by
proposing a model for this purpose. The study population
targeted Saudi Arabia, having weak or no access to the
metaverse, despite their interest in digital transformation. This
study uses structural equation Modeling through the partial least
squares method using AMOS version. 25. The findings indicate
that the proposed model consists of four dimensions: customer
discovery, including engagement, interaction, and customer
targeting; spatial computing, including augmented reality and
virtual stores and places; digital presence, including advertising,
social media, and search engines; and virtual integration,
including customers’ immersive experiences, product conversion
into non-fungible tokens, and virtual incentives and content,
providing marketers with the mechanism needed to enter the
mysterious metaverse that is ultimately expected to replace the
Internet and be the future of marketing.
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Introduction

Although many companies have been accelerating the
implementation of digital marketing for their products, especially
after the spread of the COVID-19 pandemic, some have realized
that digital marketing is no longer enough. Looking for other
means, they have turned to the metaverse.

Some think that the metaverse is just for the advertisement of
products, whereas others question whether it can be relied upon
for marketing, considering it as just a bubble or mere speculation
and fantasy. However, some researchers believe that the
metaverse is the future of marketing because despite being
treated with the same kind of initial disbelief and skepticism, the
Internet has now become a necessity of life. Many felt that the
concept of digital marketing needed development and, therefore,
searched for a more modern and effective way, until they came
across the metaverse (Radoff, 2021).

The idea of the metaverse was introduced in the old science
fiction novel “Snow Crush,” but after Mark Zuckerberg announced
that Facebook would be changing its company name to “Meta,” the
world once again turned its attention to the metaverse and its
applications (Barry, 2021). The metaverse is a combination of
virtual and augmented realities (VR and AR, respectively),
whereby users can work, communicate, play, and interact with each
other in a three-dimensional (3D) interactive virtual space
(Caulfield, 2021) through a human-like character (avatar).
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Many major companies have started dealing with the
metaverse and marketing their products through it. The most
important among these are land, clothing, and shoes, which are
products widely used in the tourism and entertainment sectors.
Companies have also started the mass production of AR tools
needed for using the metaverse.

Companies have realized the importance of foraying into the
world of metaverse due to conditions experienced globally,
during the spread of COVID-19, making it necessary to find
solutions to market products during periods of complete
lockdown that almost all countries worldwide encountered
(Herrman & Browning, 2021). This led them think about creating
ways to overcome people’s inability to go to stores or even to
work, and so on. The best thought-out alternative in such a case
turned out to be the metaverse (Radoff, 2021). The metaverse
provides exciting experiences through which organizations can
easily market their products and attract and persuade consumers
to buy them. Soon, the metaverse is expected to be an alternative
to the Internet (Kelly, 2021) because in addition to organizations
seeking to localize it, consumers also seem to prefer this exciting
mode, as it provides them with many advantages such as ease,
comfort, availability of interaction, ability to preview products
closely, and perhaps even touch and feel them (Caulfield, 2021).

VoYY ysiio a5l asad) e )l aladl)



Proposed Model for the Dimensions of Digital Organizations Entering the Metaverse ...
Dr/ Abeer Elsayed Fayed

The study is limited to the Kingdom of Saudi Arabia, as it is a
promising country and shows keen interest in digital and virtual
transformation.

In the past, academicians have paid attention to the topic of the
metaverse, its effect on the world, and the possibility of it replacing
the Internet. This study contributes to this knowledge by developing
a mechanism showing how organizations are prepared to move into
the world of metaverse through a model This study main
dimensions, and branching out into several sub-dimensions.

1. Problem

The metaverse is still in its infancy and is only being used by
a limited number of organizations and consumers. However,
using the metaverse has now become inevitable, with
imagination turning into reality and organizations and
governments increasing financial allocations to expand its use.
Regardless, many organizations are still unaware of how to gain
access or use it, forcing them to lose out on many opportunities
and advantages, especially in the field of marketing, which will
ultimately result in their exit from the industry if they fail to be
fully prepared to move into it. Accordingly, this study focuses on
finding a mechanism of preparation for using the metaverse in a
way whereby all organizations, whether large or small, can have
a strong presence in this new world.

The study, therefore, attempts to answer the following
question: Do the dimensions proposed in the study model cause
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digital marketing organizations to enter the metaverse? This

guestion has branched-out into several sub-questions as follows:

1. Does customer discovery enable digital marketing
organizations to enter the metaverse?

2. Does spatial computing play a role in digital marketing
organizations entering the metaverse?

3. Does the digital presence of digital marketing organizations
enable them to enter the metaverse?

4. Does virtual integration play a role in digital marketing
organizations entering the metaverse?

The rest of the study has been structured as follows: In
Section 2, we briefly summarize the literature review and
hypotheses development. Section 3 explains the materials and
methods used. Section 4 presents the analysis and results,
followed by the discussion in Section 5. Finally, the conclusions
are provided in Section 6.

2. Objectives of the study:
This study aims to:

Identify how organizations are ready to enter the metaverse
through a proposed four-dimensional model, this model provides
details about learning, how to discover customers in the
metaverse, spatial computing, and how stores that use the
metaverse benefit from it.

Focuses on how organizations use digital presence and its
various elements in their use of the metaverse.
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How virtual integration suiting metaverse customers must be
carried out especially for Generation Z customers. who are the
metaverse’s targets audience, as they are fond of the Internet,
experimentation, and new technologies?

3. Importance

The importance of the metaverse and the fact that everyone
expects it to replace the Internet soon makes this study relevant.
Ultimately, digital marketing will no longer be sufficient, making
it necessary for digital marketing organizations to enter and move
into the metaverse to catch up with the changing world and
benefit from it, failing which they would have to exit the global
market. The metaverse will not be limited only to large
organizations but will also be accessible to small ones, so that
everyone can reap its advantages. Accordingly, this study
develops a simplified model to guide these organizations to enter
and navigate the metaverse effectively and distinctively.

4. Literature review and hypotheses development
4.1 Previous literature

Few studies are available on the topic of the metaverse as it is
relatively new. However, the present study attempts to identify
some studies that may have dealt with the abovementioned topic,
even if it may not have been directly addressed by them.

4.1.1 Customer discovery

The metaverse relies mainly on interactions through Web 3.0

(Austin, 2021; Cook et al., 2020), where participants interact with
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each other in VR as they do in real life, through AR (Nesbo, 2021).
Participants also interact with the environment around them, where
they can try on some of the clothes displayed in the games and
parks in which they virtually wander (Kelly, 2021; Sparkes, 2021).

In addition, the metaverse is based on sharing, in which
participants share hobbies and possible commonalities (Sweeney,
2019). Organizations also share a presence in the metaverse
wherein a brand can share a game or party held via the metaverse,
creating virtual properties, displaying their products to the
participants in the game or party, and so on (Squires, 2021). The
metaverse also relies heavily on partnering with influencers, who
have a very strong effect on consumers who imitate their behavior,
thereby enabling such influencers to persuade them, especially in
terms of marketing (Xue et al, 2020; William. 2021).

It is also based on targeting audiences who can accept the idea
of the metaverse (Austin, 2021). In this regard, there is no one
better suited than Generation Z, which almost entirely depends
on the Internet, mainly in their personal, social, and even work
lives (Clegg, 2021; Dalvin, 2021). The organization should
classify their target audience, as this would greatly help in
targeting them. They should be aware of whether the audience is
highly adventurous or cautious and should know their audience
in any demographic segment (Lee, 2021; Chayka, 2021 The
organization must also know what the metaverse audience wants
from the brand that they are being introduced to (Newzoo, 2021).
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4.1.2 Spatial computing

The metaverse relies mainly on spatial computing, which uses
sensors and cameras to create interactions between the environment
and the user (Eben, 2021). Its main components are VR and AR
technologies that transform the real world into a virtual experience
(Mariano et al, 2019). With spatial computing, devices are likely to
disappear digitally; only the device’s output from programs and
applications will remain and continue to expand in the third
dimension, as the device, such as a mobile phone, is just a base for
displaying third-dimensional objects that extend into space (Siyaev
& Jo, 2021). The virtual product can also be converted into a non-
fungible token (NFT), allowing the user to obtain virtual property
rights. NFTs allow participants to own virtual assets that are created
through cooperation during online games and are appropriate for
participating in them (Bloomberg, 2022). It is also possible for a
brand to create a virtual place in the metaverse, making it the best
way for it to create its own 3D virtual store and advertise in the
roads and parks located in the virtual place (Gayle & Richards,
2020), which ultimately helps in building strong associative
relations with clients (Clegg, 2021).
4.1.3 Digital presence

In the metaverse, it is necessary to create digital presence by
spreading these stores through games or any other suitable virtual
avenues (Dalvin, 2021; Gaubert, 2021). Digital presence can also
be created through billboards inside games, parks, or other virtual
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places in the metaverse (Gaubert, 2021). Organizations go even
beyond, establishing virtual kiosks to serve customers within
these virtual places, through which gifts of the advertised brand
or products are given during events and occasions to promote
them. The marketer can also track the movement of
advertisements through the metaverse (William, 2021). Digital
presence is also possible through advertisements that tell a 3D
story about the brand (Gayle & Richards, 2021). They can be
shared with peer sites (Hardawar, 2021). Products can also be
advertised in the metaverse through virtual influencers (Nesbo,
2021). Virtual content plays an important role in advertising
products (Gaubert, 2021; Sparkes, 2021). For organizations to
make their presence felt in the metaverse, they must create a
search engine that can help spread their virtual place throughout
the metaverse (Yonhap News Agency, 2021) as well as enhance
their presence through social media (Caulfield, 2021).
4.1.4 Virtual integration

In the metaverse, customer must be allowed to have their own
immersive experiences, as brands that focus on building
customer experiences gain 25% more brand loyalty than those
that do not (Alang, 2021). It is also an effective way to attract
customers to the metaverse (Alang, 2021; Clegg, 2021). Creating
these immersive virtual experiences requires three-dimensional
models (Xue et al., 2020).
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Virtual integration can occur through live interactive events
such as live virtual party performances or events (Wall Street
Journal, 2022), which represent an effective way of promoting
customers’ brand engagement and interaction (Krajnovi¢ et al.,
2021). The brand need not have its own virtual place but can rent
buildings and galleries from others in the metaverse (The
Associated Press, 2021). It is possible to choose an appropriately
sized place for the brand to hold its virtual event (Seok, 2021).

Organizations in the metaverse must come up with incentives
for customers to attract them to this new world, such as giving them
rewards when they attend virtual events (Ball, 2021). An NFT can
also be used to reward customers by giving them cards stating that
they have attended their own event or giving them special items to
show off, such as free badges (Wilson et al., 2022). The metaverse
allows us to enter a new era of content creation, where the content is
almost completely interactive, allowing participants to create
specialized content, depending on the most advanced and convincing
content-making techniques for customers using sounds, images, and
different senses (Bloomberg Intelligence Podcast, 2021). However,
the content must be interesting and attractive to be able to engage
customers to experience the metaverse, especially Generation Z
(Grayscale, 2021; CNBC.com, 2022).

4.1.4 Summary of literature

The abovementioned literature clarifies that each study has

dealt with either the whole or at least a part of the metaverse in
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general, without specifying its determinants. It is also clear that
no study has addressed the tools of digital marketing
organizations through which they can enter the world of the
metaverse, which is a very important topic at this stage in the
metaverse world. Therefore, the present study attempts to address
the abovementioned gaps in literature.

5. Hypotheses

For digital marketing organizations to enter the metaverse, it
IS imperative that they start preparing for it by first targeting the
right customers for their products, which in the metaverse, would
be Generation Z (CNBC.com, 2022; William, 2021).
Accordingly, it is necessary to have a broad idea of their
characteristics, tendencies, and desired brands, the ways to attract
them, and what will it take to move them into the metaverse
(Brian, 2021; Cha, 2020) Organizations should enable virtual
customer interaction by making AR available and allowing it to
be used in their virtual location (DataDrivenlinvestor, 2021).
They should also work on sharing their brand through the
metaverse (Coindesk, 2022).

Thus, the first hypothesis can be formulated as follows:
“There is a significant relationship between entering the
metaverse and customer discovery.”

Entering the metaverse also depends on spatial computing that
relies on AR technologies, which is the basis for moving into the
metaverse (Barry, 2021). Digital marketing organizations also have
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to develop their own virtual places through which they can create
3D virtual stores or stores on other virtual places (Bogost, 2021),
enabling the customer to take tours inside this place (Dalvin, 2021).

Therefore, the second hypothesis can then be formulated as
follows: “There is a significant relationship between entering the
metaverse and spatial computing.”

The metaverse requires organization to have an effective digital
presence, as it is necessary to spread their virtual stores through
various means such as social media and search engines (Masters et
al., 2020). Organizations also rely on advertisements for these
stores in other virtual places across the metaverse, forming
partnerships with virtual influencers, who can play a major role in
persuading customers to access these virtual stores (Kim, 2021).

Thus, the third hypothesis can be formulated as follows:
“There 1s a significant relationship between entering the
metaverse and digital presence.”

For digital marketing organizations to enter the metaverse,
they must provide innovative immersive experiences to their
customers through which they can attract and convince them
about the brand (Cook et al., 2020). For this, they need to
organize live virtual parties and shows in addition to product
testing (Herrman & Browning, 2021). Entering the metaverse
also requires creating interesting, fun, and attractive virtual
content that suits target customers, thereby attracting them
(Yonhap News Agency, 2021). The form of content in the
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metaverse ranges from its inclusion in advertisements or social
media to telling stories about the product to customers and
enabling their interaction with it (Seok, 2021).

Thus, the fourth hypothesis can be formulated as follows:
“There is a significant relationship between entering the
metaverse and virtual integration.”

6. Materials and Methods
6.1 Method

This study used the descriptive analytical approach. First, the
literature on the metaverse was identified, and a list of the existing
gaps was made. Second, based on the above, the hypotheses were
determined, and raw data were collected to test them. Third, the
findings were obtained and recommendations were made.

6.2 Population

The study population comprises all digital marketing clients
from Arab countries in the Middle East. The questionnaire was
distributed in Arabic.
6.3Sample

Owing to the large size of the population, i.e., more than
1,00,000 elements, the present study used Morgan’s Table
(1970), to fix the appropriate sample size, which in this case
turned out to be 384 elements. To determine the appropriate
sample size for an unknown population, as in this case, we used
the following equation:

n==xp(l-p).
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Thus, the sample size is

_ ,(1.96)2 _
n= ((0.05)2 x 0.5 (1-0.5) = 384.
6.4 Tools

In the present study, questionnaires were electronically
distributed to the sample elements. The options given in the
questions were rated according to a five-point Likert scale. A
high number of responses were received, 1,634, indicating the
importance of the topic and the sample’s interest in it. Therefore,
the sample size was increased to 500 elements to improve
reliability. The questionnaire was distributed only in the Middle
East region, as it is one of the most promising regions in terms of
digital transformation, followed by virtual transformation in the
metaverse. Therefore, we felt that we would be able to generalize
the results. The diversity in these countries was considered while
choosing the answered questionnaires.
6.5Data Analysis Methods

This study relied on the analyses of descriptive statistics as well as
structural equation modeling through the partial least squares method
using AMOS version 25 programming, which helps identify latent
variables that are believed to exist but cannot be directly observed;
all measurements and tests occur simultaneously in one statistical
estimation procedure as shown in Figure 1.
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Figure 1. Structural model estimation

7. Analysis and results
7.1 Validity and Reliability of the Measuring Instrument

The validity of the measuring instrument was verified by
submitting the questionnaire to several arbitrators. To verify the
reliability, Cronbach’s alpha analysis was used, where question
statements exceeding 70% were considered acceptable. The
results were between 81% and 95%, which are sufficiently high,
indicating their acceptability.
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7.2 Description of Study Variables

Table 1 shows that the AR variable is the most important
dimension, with a mean of 5.135, indicating that it is the main
variable that digital marketing organizations must consider when
moving into the metaverse. It is followed by the virtual place
variable, with a mean of 4.965, which shows how important it is for
the brand to have a virtual place so that it can move into the
metaverse. The next is the virtual stores variable, with a mean of
4.794, indicating how important it is for the brand to have one or
more virtual stores. This is followed by the virtual content variable,
with a mean of 4.429, which includes virtual images, sounds, and
different senses to attract consumers. Next, the immersive
experiences variable has a mean of 4.608, showing that the
metaverse depends on the consumer having immersive experiences,
followed by the NFT variable, with a mean of 4.061, transforming
real products into virtual products, which is one of the most
Important variables when moving into the metaverse. Then comes
the targeting variable, with a mean of 3.985, showing that moving
into the metaverse requires customer targeting according to the
characteristics and nature of the current stage of movement. It is
followed by the interaction variable, with a mean of 3.832, as the
metaverse depends on the need for interaction with customers. The
next is the engagement variable with a mean of 3.539, followed by
the virtual incentives variable, with a mean of 3.309, which
contributes significantly to attracting consumers to the metaverse. It
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is followed by advertising, with a mean of 3.272. Then comes
social media, with a mean of 3.069, indicating the importance of the
brand having digital presence; finally, the search engine variable
has a mean of 1.941.

Table 1 Description of the study variables

Variable M SD

Sharing 3.5639 0.892
Interaction 3.832 0.913
Targeting 3.985 0.809
Augmented reality 5.135 0.936
Virtual place 4.965 0.903
Virtual stores 4.794 0.894
Advertising 3.272 0.861
Social media 3.069 0.822
Search engines 1.941 0.928
Immersive experiences 4.608 8.469
Virtual incentives 3.309 0.810
NFT 4.061 0.918
Virtual content 4.429 0.945

7.3 Testing Hypotheses

Table 2 indicates the acceptance of the model with a
significance of X° reaching 2.824, which is insignificant,
indicating that the model is acceptable, and the p-value is 0.461.
The goodness-of-fit index value is 0.929, which is acceptable, as
it is >0.90. The root mean square error of approximation value is
0.073, which is acceptable, as it is <0.08. The normative fit index
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value is 0.936, which is acceptable, as it is >0.90. The
comparative fit index is 0.982, which is acceptable, as it is >0.95.
Table 2 Indicators for accepting the model

Indicator Value
Chi-Square (X% 2.824
Degrees of freedom 2
P 0.461
Absolute Fit Index (AFI)
Goodness of Fit Index (GFI) 0.929
Root Mean Square Error of Approximation 0.073
(RMSEA) '
Incremental Fit Index (IFI)

Normative Fit Index (NFI) 0.936
Comparative Fit Index (CFI) 0.982

Results of Table 3 from the value of R?show that the variables
of customer discovery, spatial computing, digital presence, and
virtual integration account for 0.932 of moving into the
metaverse world, which is a high percentage, indicating that
moving into the metaverse is mainly due to these variables. In
addition, the dimensions of customer discovery, spatial
computing, digital presence, and virtual integration change due to
its dimensions by 0.807, 0.894, 0.764, and 0.906, respectively.
All of them are high percentages that indicate the importance of
the sub-dimensions for each of the main dimensions, and that the
four main dimensions are largely due to their sub-dimensions
specified in the model.
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Table 3 Coefficient of determination R? for the study variables

Variable R®

Metaverse 0.932

Customer discovery 0.807

Spatial computing 0.894

Digital presence 0.764

Virtual integration 0.906

Moreover, Figure 2 clarifies the result of structural model

estimation.
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Figure 2. Result of structural model estimation
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7.3.1 Testing the combined hypothesis

Table 4 and Figure 2 indicate that customer discovery, spatial
computing, digital presence, and virtual integration significantly
affect entering the world of the metaverse with an influence value
of 0.921, 0.913, 0.854, and 0.906, respectively, which is
statistically significant with a significance of critical path values
25.631, 24.062, 18.095, and 17.209, respectively, at significance
levels <0.001 for all values.

Table 4 Results of hypotheses testing using the structural
equation modeling

Track S.RW Effect Value SE CR p
Estimate

M —— CD 0.921 1.528 0.045 25.631 0.000
M — SC 0.913 1412 0.058 24.062 0.000
M ——» DP 0.854 0.809 0.053 18.095 0.002
M — VG 0.906 0.956 0.061 17.209 0.000
CD — SH 0.785 0.747 0.046 14.153 0.004
CD—/ | 0.902 1.042 0.051 21.212 0.001
CD—» T 0.813 0.792 0.049 19.196 0.005
SC —» AR 0.895 0.853 0.041 23.847 0.003
SC—» VS 0.914 1.006 0.039 22.032 0.000
SC—» VP 0.792 0.764 0.048 14.593 0.000
DP —» A 0.761 0.723 0.052 17.925 0.009
DP ——» SM 0.782 0.745 0.038 14.852 0.006
DP—— SE 0.779 0.736 0.047 19.385 0.000
VM —— IE 0.791 0.762 0.049 17.691 0.000
VM —— VI 0.783 0.744 0.037 16.987 0.007
VM —» NFT 0.801 0.786 0.055 14.753 0.000
VM —» VC 0.893 0.987 0.042 20.378 0.000
Whereas:
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(M) Refers to: Metaverse

(CD) Refers to: Customer Discovery
(SC) Refers to: Spatial Computing
(DP) Refers to: Digital Presence
(VG) Refers to: Virtual integration
(SH) Refers to: Sharing

(I) Refers to: Interaction

(T) Refers to: Targeting

(AR) Refers to: Augmented Reality
(VL) Refersto: Virtual place

(VS) Refers to: Virtual stores

(A) Refers to: Advertising

(SM) Refers to: Social Media

(SE) Refers to: Search Engines

(IE) Refers to: Immersive Experiences
(VI) Refers to: Virtual incentives
(NFT) Refers to: NFT

(VC) Refers to: Virtual Content

7.3.2 Testing the first hypothesis

Table 4 shows that sharing, interacting, and targeting affect
customer discovery significantly, as their influence value reaches
0.785, 0.902, and 0.813, respectively, and the critical path value
Is 14,153, 21.212, and 19.196, respectively, at significance levels
<0.000 for all values This means that for digital marketing
organizations to discover customers, they must share, interact,
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and target them appropriately, which is consistent with previous
studies (Alcaniz et al., 2019; Seok, 2021; Squires, 2021;
Sweeney, 2019). Thus, the first hypothesis is accepted as there is
a significant relationship between entering the metaverse world
and customer discovery.

7.3.3 Testing the second hypothesis

Table 4 indicates that spatial computing depends on AR as
well as virtual stores and places, according to Standardized
Regression Weight (S. R. W.), 0.895, 0.914, and 0.792,
respectively, and it is statistically significant with critical path
values 23.847, 22.032, and 14.593, respectively, at significance
levels <0.000 for all values. That means that spatial computing
depends on the presence of the abovementioned sub-dimensions,
which agrees with previous studies by Krajnovi¢ et al. (2021) and
Grayscale (2021), indicating that the second hypothesis is
accepted that there is a significant relationship between entering
the metaverse world and spatial computing.

7.3.4 Testing the third hypothesis

Table 4 shows that digital marketing organizations should be
present digitally through advertising, social media, and search
engines, which is shown by Standardized Regression Weight (S.
R. W), 0.761, 0.914, and 0.779, respectively, and it is statistically
significant with critical path values, 17.925, 14,852, 19.385,
respectively, at significance levels <0.000 for all values. This
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means that digital marketing organizations should turn to
advertising, social media, and search engines to be able to have a
digital presence, which is consistent with previous studies
(CNBC.com, 2022; Masters et al., 2020), indicating acceptance
of the third hypothesis that there is a significant relationship
between entering the world of the metaverse and digital presence.

7.3.5 Testing the fourth hypothesis

Table 4 indicates that virtual integration requires customers to
be a part of immersive experiences, virtual incentives, products
transformed into NFT, and the creation of appropriate virtual
content. This is shown by the values of S. R. W., 0.791, 0.783,
0.801, and 0.893, respectively, and it is statistically significant
with critical path values 17.691, 16.987, 14.753, and 20.378,
respectively, at significance levels <0.000 for all values, which
means that digital marketing organizations must integrate
digitally with immersive experiences, virtual incentives, products
transformed into NFT, and the creation of appropriate virtual
content sub-dimensions to be able to enter the world of the
metaverse, which is consistent with studies of Falchuk et al.
(2018), Krajnovi¢ et al. (2021), and Siyaev and Jo (2021). Thus,
the fourth hypothesis is accepted, as there is a significant
relationship between entering the metaverse world and virtual
integration.
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8. Discussion

This study shows that entering the metaverse has become a
necessity and is inevitable, especially if organizations do not want
to lag in terms of progress and global competition. The Internet and
e-commerce, once considered unattainable fantasies, are now things
of the past. Organizations and the technological world are
considering the application of new and effective technology. As
seen during the COVID-19 pandemic, organizations that were
technologically ready to move completely into e-commerce took
advantage of the opportunity and made more profits. In future,
those organizations that have entered the metaverse and have fully
prepared for it will be truly winning organizations. This is
consistent with Harapan et al. (2020)’s study that states that the
metaverse will be the dominant form of marketing soon and will be
the nearest alternative to the Internet.

The study also finds, through the proposed model, that for digital
marketing organizations to enter the world of the metaverse, they
must target customers correctly, such as those targeted by the
metaverse, i.e., Generation Z, the generation most connected to the
Internet and fond of experimenting with the experimenting with
new technology and uses it for most of their purchases.

This finding is consistent with that of Nesbo (2021), who
states that the brand needs to provide what this generation desires
by recognizing their attributes, characteristics, and what suits
them. Customer discovery also includes the need to interact with
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them because the metaverse depends on Web 3.0. It will
therefore allow them to interact more with their virtual
environment, besides interacting with the participants and
certainly with the brands marketed through the virtual metaverse,
which is the first and the most important advantage of marketing
products via the metaverse. Customer discovery also includes the
necessity of sharing between different virtual places and
advertisements for different brands, which are exchanged through
these places, and partnering with powerful and well-known
influencers to promote the brand’s virtual place.

The model also consists of spatial computing, which includes
AR, which depends on the virtual world in the metaverse,
transferring customers from the real to the virtual world. This is
consistent with the study of Nesbo (2021) that is an important
component of this movement. Organizations must have their virtual
stores, which may be one or more stores. The present study is
consistent with the study of Sparkes (2021) that states that it is
preferable to have more than one store for the brand for
promulgation of brand. Although stores can be hosted via one of the
other virtual places, a brand should completely own a virtual place
on which it displays its store and advertisements, allowing
customers to try products through it, and host some games in which
it integrates its advertisements and stores, giving customers the
opportunity to try the product during these games as well.
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The findings also show that that one of the components of the
proposed model is that the organization needs to have an
effective digital presence, which is possible through
advertisements, whether through its virtual place or any other
places available to it, and this is consistent with the study of
Krajnovi¢ et al. (2021). Virtual games can be used to advertise
products, and advertisements may also take the narrative form of
the product, allowing customers to interact with its story.
Advertisements can also be done through virtual parties, shows,
and events, and in coordination with virtual influencers, who can
convince customers of the organization’s virtual store and place.
Digital presence is also possible through search engines
configured for this purpose or by advertising through them. It is
also possible through social media sites, which disappear or turn
into another form that is compatible with the metaverse.

The study also finds that one of the most important
components of the proposed model is virtual integration, which
must take place to move into the metaverse. Organizations must
transform digital products into NFTs, which will be one of the
most important specifications of the metaverse, which is
consistent with the study of Kong and Lin (2021). NFTs can be
presented through the organization’s virtual store and place or
through the games in which the product is displayed, which will
increase consumer confidence, and may also be used as
incentives and rewards for customers to attract them to the
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metaverse, such as giving the customer a virtual party ticket as a
gift. Organizations should give the customers their own
Immersive experiences, which can involve trying the product in
the organization’s virtual store or through games or attending a
show or a live virtual concert and experiences via advergames;
this is consistent with the studies of William (2021) and Kong
and Lin (2021). Virtual integration also includes developing
appropriate and effective content consisting of virtual sounds and
images and stimulating the various senses through simulation
techniques and supportive and interactive animation. This can
compensate for the gap between sellers and buyers and give
buyers an immersive product experience through the metaverse,
thereby ensuring that the content fits the target customers;
product advertisements, virtual product experiences, and
incentives and rewards can be integrated in this regard. The
content must be interesting, attracting target customers according
to their characteristics and needs.

9. Conclusions

The metaverse has received considerable attention from
digital marketers, especially after the spread of the COVID-19
pandemic, which saw curfews imposed and consumers unable to
shop physically. This called for alternative ways and mechanisms
to enable customer shopping, which turned out to be the
metaverse (Harapan et al., 2020; Krajnovi¢ et al., 2021). The
metaverse is still largely mysterious, making it difficult for
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organizations, especially digital marketing ones, which are most
interested in entering it effectively. Although everyone believes
that the metaverse is an inevitable alternative to the Internet,
entering the metaverse requires the presence of some important
variables and tools. This study designed a model to facilitate
organizations trying to enter the metaverse. This model consists
of four dimensions; each main dimension has its sub-dimensions.
The first dimension is customer discovery, which can be attained
through its sub-dimensions, such as sharing, interaction, and
customer targeting. The second is spatial computing, which
includes AR and virtual stores and places. The third is digital
presence, which can be achieved through advertisements, social
media, and search engines. Finally, the fourth dimension is
virtual integration, which can occur through customers’
immersive experiences and transformation of digital products
into NFTs as well as through virtual incentives and content that
fit the characteristics of customers, the surrounding environment,
and movement into the metaverse.

Therefore, by giving digital marketing organizations a model
consisting of the four dimensions of customer discovery, spatial
computing, digital presence, and virtual integration, this study
provides them with the mechanism needed to enter the
mysterious metaverse that is ultimately expected to replace the
Internet and be the future of marketing.
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10. Study limitations and scope for future research

This study focuses on entering the metaverse through a model
that includes a set of elements that the study considers to be the
most important. Therefore, it is suggested that future research
should be expanded by including other elements that may play an
influential role in entering the metaverse.

Moreover, this study is limited to the Arab countries in the
Middle East. Therefore, it is suggested that other studies should
be conducted in different regions of the world so that the
influential elements in each region or society can be discovered,
aiding digital marketing organizations in these regions and
societies in entering the metaverse. Each region and society may
have its own characteristics and convictions on this subject that
merit future research attention.
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