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Abstract

This study aimed to identify the opportunities, challenges, and requirements of marketing in the metaverse. In
terms of purpose, it was applied research and it was categorized as a descriptive—survey study by using data
collection method. Given the nature of the data and the analytical approach, a mixed-methods design was
adopted. In the qualitative phase, data were gathered through a literature review and analyzed using the meta-
synthesis method with Atlas.ti software, yielding 86 open codes, 16 subcategories, and 3 main categories. In the
quantitative phase, the fuzzy Delphi method was employed to screen and validate the indicators and categories
derived from the qualitative stage. A panel of 18 experts was selected through purposive non-probability
sampling based on their expertise in digital marketing, experience with the metaverse, and relevant professional
background. Validity and reliability were confirmed using content validity and the test—retest method. The main
contribution of this study was the development of a comprehensive framework for marketing in the metaverse,
which classified key opportunities, challenges, and requirements. The findings indicated that immersive user
experiences, personalization, community building through value creation, extensive interaction, and alignment
with market trends represented major opportunities. In contrast, brand reputation risks, regulatory and legal
complexities, intellectual property issues, and data security concerns were identified as key challenges.
Furthermore, organizational transformation, context-appropriate marketing policies, market intelligence
capabilities, and responsible platform governance were recognized as essential requirements for effective
marketing in metaverse environments.
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Introduction

The rapid and continuous evolution of digital technologies over the past two decades has fundamentally
transformed the marketing landscape. Businesses have moved beyond static websites and social media platforms
toward immersive, interactive, and intelligent environments. Within this trajectory, the metaverse—anchored in
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key innovations, such as Virtual Reality (VR), Augmented Reality (AR), and other immersive technologies—has
garnered considerable attention from both researchers and marketing practitioners. By integrating physical and
virtual spaces, the metaverse blurs the traditional boundaries of time, place, and physical presence, offering a
platform where users can engage in immersive, collaborative, and interactive experiences with brands and other
users through personalized avatars. A review of the literature reveals that most existing studies have focused on
introducing the metaverse, describing its applications in gaming and entertainment or conducting preliminary
examinations of consumer behavior in virtual environments. In contrast, systematic and comprehensive research
addressing the opportunities, challenges, and requirements of marketing in the metaverse remains limited. This
theoretical and practical gap poses a significant obstacle, particularly for businesses seeking to redesign their
marketing strategies for this new space. Therefore, a comprehensive framework is urgently needed to delineate
and categorize the key dimensions of metaverse marketing. Accordingly, the present study aimed to identify and
explicate the opportunities, challenges, and requirements for marketing in the metaverse. The central research
question was as follows: What opportunities and challenges does marketing in the metaverse entail and what
organizational, technological, and governance requirements must be considered for effective engagement in this
environment?

Materials & Methods

This study was applied in purpose and descriptive—survey in nature, employing a mixed-methods design
conducted in two sequential phases: qualitative and quantitative. In the qualitative phase, a meta-synthesis
approach was adopted to provide a comprehensive overview of the existing literature on the metaverse and
marketing and to extract key concepts and indicators related to the opportunities, challenges, and requirements of
marketing in this domain. A systematic search of reputable academic databases was conducted to identify
relevant studies on marketing, branding, customer experience, and technological transformations in the
metaverse. Following primary and secondary screening, eligible articles were selected and analyzed. Qualitative
data analysis was performed using Atlas.ti software through a 3-stage coding process. First, open coding was
applied to extract initial concepts and key statements from the articles, yielding 86 open codes. Second, these
codes were grouped into 16 subcategories based on conceptual similarity. Finally, through axial and selective
coding, the subcategories were organized into 3 main categories: "Marketing Opportunities in the Metaverse",
"Marketing Challenges in the Metaverse", and "Requirements for Success in the Metaverse". This conceptual
structure formed the basis of the initial research model. In the quantitative phase, the fuzzy Delphi method was
employed to validate and prioritize the identified indicators and categories. The statistical population consisted
of experts in digital marketing and the metaverse selected through purposive non-probability sampling. Inclusion
criteria comprised a relevant academic background (at least a master's degree), research or practical experience
in digital marketing, familiarity with metaverse concepts and immersive technologies, and managerial or
consulting experience in digital businesses. The expert panel ultimately included 18 university faculty members,
managers, and marketing specialists. The data collection tool was a structured questionnaire developed based on
the qualitative findings, in which experts rated the importance of each indicator using linguistic fuzzy scales.
Data were analyzed following standard fuzzy Delphi procedures—including fuzzification, aggregation of expert
opinions, and defuzzification—to retain indicators approaching consensus and ecliminate those deemed less
significant or ambiguous. This process enabled the refinement of the initial model into the final framework.

Research Findings

The qualitative findings indicated that the metaverse as an emerging marketing environment created a diverse
range of opportunities for businesses. Identified opportunities included immersive and holistic customer
experiences, deep personalization of interactions, community building and brand-centric groups, extensive
bidirectional customer engagement, and market adaptation and innovation. These opportunities enabled brands
to design creative campaigns, virtual stores, and events, implement experiential and participatory strategies,
leverage NFTs as symbolic assets, and collect rich behavioral data. Conversely, the results showed that
marketing in the metaverse was accompanied by significant challenges. Key challenges included reputational
risk in the open and public metaverse environment, conceptual and technological ambiguity, legal complexities
and regulatory issues, intellectual property and concerns of content rights, and threats to data security and
privacy. If not managed properly, these challenges could have serious negative consequences for brand image,
customer trust, and business sustainability. The third main category—requirements for success—was articulated
through subcategories, such as organizational software and hardware changes, designing and ongoing updating
of marketing policies tailored to the metaverse environment, development of market intelligence and analytical
capabilities, empowerment of human resources in digital and creative skills, and responsible and responsive
platform governance. In other words, for effective entry into the metaverse, organizations had to invest in
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technological infrastructure, foster an innovative organizational culture, redesign structures and processes, and
pay serious attention to ethical and regulatory standards. The fuzzy Delphi results indicated that experts
generally agreed with the 3-dimensional model structure (opportunities, challenges, and requirements) and its
main subcategories although some indicators were revised in terms of their relative importance. Indicators
related to immersive customer experience, community building, brand—customer interaction, data security, and
platform governance received the highest weights and importance. Conversely, less significant indicators—those
with weaker theoretical or practical support—were removed or merged. The outcome was a refined framework
based on expert consensus.

Discussion of Results & Conclusion

The findings suggested that the metaverse should not be viewed merely as an additional advertising channel
alongside existing platforms, such as social media or websites. Rather, it represents a novel, interactive
marketing environment that challenges traditional marketing logic. The immersive and participatory nature of
the metaverse enables brands to create deep, personalized, and multisensory experiences for customers, thereby
enhancing engagement, loyalty, and perceived value. Simultaneously, by providing rich, real-time behavioral
data, this environment opens new horizons for analyzing consumer behavior and designing data-driven
strategies. However, the results emphasized that successfully leveraging these opportunities is impossible
without seriously addressing the identified challenges. Reputation risks—particularly in an environment where
content spreads rapidly and extensively—can cause irreversible damage to a brand image in a short period if left
unmanaged. Furthermore, the conceptual ambiguity and technological instability of the metaverse require
organizations to adopt an experimental, flexible, and learning-oriented approach, preparing themselves for rapid
change. Legal, intellectual property, and privacy issues also necessitate the formulation and implementation of
transparent and up-to-date frameworks at both organizational and transnational levels. Regarding the
requirements for success, this study underscored that the synergy among technology, marketing strategy, and
platform governance is a necessary condition for thriving in the metaverse. Organizations must provide the
requisite technological infrastructure and develop technical capabilities related to the design and management of
metaverse experiences. At the same time, they must align their marketing strategies with the interactive,
participatory, and experience-driven logic of this space. Finally, by defining principles of responsible
governance, organizations can prevent opportunistic behavior, data misuse, and erosion of user trust.
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Figure 1. Structure and main components of the metaverse

S ol S

:(Spatial Computing) olas xbl, .Y

S5 s Jms Sl 1 S 5 @Y ol
0L 511y 5lome 5 (8l5 (sLss Ols 0 457 o
i pe e o Lacs 55 el 5 515 e
5 Silaee il Gilubnljon (28 o 51 5 0 g Ld
O gomad 4y ol Lol Coddin )5 Sleloes 5 (23l
S e e 0l Y S

:(Decentralization Layer) ;15535 5 &Y .0

S 3058 5 e hdm 8 UL p posle el
Al s lagysls e ol 3 i ol 03l
S 5 e p gLpla )15 (S
5 Cls (ol SRl el S jate 1 (S 5lue 03
Ly o O Lisann 5 5 Ol 18T JDzal

:(Human Interface) s 3 Lf, .7

Lol Joolws 48" il Loyl Jols 4N -l

P PR IT VR TSV PRTS NP GV PR EA

:(Experience Layer) 4 5 &Y .)

N Cily g e o 5SS Y
slagslors 533 ) LY dslas 5 Coul O S
Lo ol bl O1lS o 5 or g 4502
a5l adear Sl edsls poi e |slad )l
(il S o S e 5 25 50T (el (sl laes

:(Discovery Layer) _aiS &Y .Y

O& aasgilyl 5 Ol b il ia ey ool s
(il OT Codn .U Hls (eI il Sleds
ol 5 OLlS ag e Slo 25 (dme s 25 50T
el s 5 g g (S 55 0 Ao (el
LT el g 5 Aedids Dlads ¢Sl

:(Creator Layer) o8& ,5Ta 4Y .V

Sl 5 Lajyl il o8 ol S fols &Y oyl
= sl s e an gy A o ALY
daw 5 a1l 5 e(S5Lns 3l Loy 5 s S bnian

Ot) 93 gme I 55 Slap &ty 5 039530 (6 5loms il



8/ g el 5 Sl a5/ eyse L 53 bl bl s a2l s 3
S (et A5 23 53 (2b,lb > A

Y s 5 LS Jow G 5 (i sl Ll 5 0
5 Vgn s @) adly (sLs S1 515 (63 s e
Sl S a4 Al 5 o oyslae 5o DLk sla S5
Sl 5038 Joo Losbly Sl 51365 Lsh b
L OLads ol aS Gl 01,087 6l 0 e e
Sy ol 5 srsab 58 oL s S o
Sl 1y O s 3 (65 loms s3liul 5 4 p0 O
Gursoy et al., ) L5l oo ol O S s e
3K S5 rasle 53 A sla el (2022
sl a5l TSl QUL LG 610 rgr Sloo) >
Sl sy Sl S ge sl Ly 4y 6510
slaela Jlo (blijl gl il posske il oge
o o $ 5 5 LI das e 05l iy o]
oo S 51535 bap g b (Sl sl
Ao W5 e myslie s ey 5 baslis s ol
St sbany 5 5550 a0l il S5
@25 0L e b Jolas Sy 55 ) glateas OLL L sl
355 (63 by slasl 5l L wysloe ¢ poman L AS
3 Shes e o3l 568 0310 4 Al g e
Lla oluls gl o i 5 ¢SS L gl e
20 UL Gl 3 Sles 550 3 5 O cCand
&S ol S5 0L (Fernandez & Hui, 2022) oS
LaorT Coua L0 a8 a8 seS (6l opslis
3555 ol i 55 5 LT s 0 LS
Ly ooslos O plS i |5 e s dal s 5 tde
i ST Bl 5 aBde ae on 0T dias oo JSC5
Slag,sld L oS olsT 5 bl 55 5 3T slagssl
(S ,sbas .(Barrera & Shah, 2023) 45 ,ls 3,
o3l Cggme 5 Cagllae JiVs o Foge dhon |

)l Sl Kk 5 2L A

)Jub\.&bdﬂi’uﬂ)jus.a\a:uh;_,u -

Sn B e o S niSa 1033531 3 5 5m
Sk i 5 5 (5l S cla Sl (g bman
o e Olsoan W1l 0Ll s s & Jozie
S n oo Jlms 5 (SS 58 5L Ole

«(Infrastructure Layer) slu 5 &Y .V

o ol aeans 5 0,8 Jlast 0l &Y
laosls Jold 535l oo oal 315 dliam s s
<L 65 356G SG 546 aaSi (s ) Ll
e 3 oy L casls L
Ll ol o S5 503 28

9o 33 (2l 5156 -Y-¥
Asle T ot Las paly c Il s ;e 53
oty oo SLas, sy 5 el slaolsy
L)l s 5 ) o Sy O - s oty
5 s 53 el Jam 6 0 o3bT Jl s
sl s (Herbst, 2021) diwa OT 55 & s
5 Sl 8 Il 550555 il ol
2Ll e i g sl Glas 5L Sl el
S, s Gl gy s T s Jlo slaylsl
23 sgmim das oo iz s (5L 5o JLab 5 T
Loy s (sl m ) 08T 5 Slas 5 oy slie
Shestial s 0155 0 LaOT Ol 1 48 AS o sl
(Non-Fungible Token) & o J<b,& sla S &
Ol Y oz s b L5 51 BT (2530
Sl 5 (85lree Sl 1 T3 S (Slihs ol
(Cha, 2022) 3,5 e )Lal & 45 o suabes (53
5 Calidee glaglpl 5Lla S5 L wyslse
emily sl 3 oS laslgiig B sl 1y OLL 1L
ol 38 aS T3 S e el ol S 6
OLLLIL S ool Gl (5las sLis 65000 Cacd



VE () gl o)l cpss oslo cuas 5La Jlocon § gyl Sliosi / 1+

Aol peae a5y, dle s Sy i oS TS
Sl ol wpslie 5 (£ gme 5o (Dl
e i ST lis 4 (K58 s 5l aolesL
Iy jorden Lles S osle £ 3ok Alosls
Lz i 53 5w plasil (T O s
GLacS e 3l (5,80 00 b o yslie bl JalST 5 il
54l 5 e gl (b 5 )l
Slos Ol Jalss 5 LUl aa) ¢ nad Slags )5l
5 515 Gl 25 5 S e a3 15 S5l 5 (Al
U’JL.S o 94 (s o 5l 3 Ol 8 et s shalas
LS 0 LS eosls o e shlaw byl s oS
S e iz > 62,8 slaasl 5l il 5 o
O U u"))u" lrosls O3l o S FwRa e gh
Ol g oo 14d ¢(Damar, 2021) & 4é diss g0 Sledbl
23 3 s s Al A 5 s a5 IS
s LaOT 310155 a5 5 S 1,15 (5,
OT A0 OLL L o7 Sl (g Cnily 4 35
15 oo sl slis b SOl il pdn )
Slaasr 51 LIS 5 oLk Gl pmanad 5 aael
CIlas sl &S (gla S a saas 1 5 ShCow Calibes
58Sk Glis 3 ) p ki | (Ml SLSS 5o
ml e S 5 b bl slaasl 5 bas aly Gl
3u>ﬂ)l§¢ﬁj_7r.€.e\:_wbo_l\);.¢_w\w;ué
s 3 Lol aseel 5 2Lk (6l Sl ks
SNY Jodar oo oslae glos 5o Sl 5 ) 5o

Sl ol

L LaVIS™ 51 sl 8 bl (65lmand L L5 55l oo
AT 5653 0L e ciias Sl S Slads
Al aals (S e s o AT 6 5 S
ool (s 5 halaST Ol sy (it
Aol Sledss 5 LAV 1l 5 I 5 6l 1) 59 50
(Joy etal., 2022) 5jlu g ol 3 bes
LS 5 ol Il b3 eyske STl -
éi;\)oTSG;u;&b;P,uj”b SO
S D P SIS NESPPRS N I PR gyt
O S (o me Ol 55 1y iy 40 (I3l il 5 o
5 0L ke 31 glamslr Aby unl 5o 503 ST sl
(Cha, 2022) 355 g8l 3o st Olal
b Lol sl e ol BIST o e OBl -
L) OLSGl pal sl 7 A8 o ol 3 ozl 0L 2
oy etal., 2022) das s 41 3 OLL L o mws 53
Jolos o B 35k o 536 15 S 5 slie -
5 Al alls 555 Ob te b (6 5 oo 5 b
SLs 551y mdly (sLs 53 il s Lo
dn g o 2Bl5 L3 53 (Fole 4 4AS @ 2 ey slie
23 352 0 Gl 2 510N 45T s glaa 2
o 5> 60 S AL by 9 S5 sl
3 Ol C 55 glwly 5o Ll 5 o i )
Joy etal., 2022) 5 42 ostizul 3L ,Cdis b (5 yl5l5 g
WL sty roslee (LSl A Cud g 3 55 -
L 8l (bl e 3 450,85 i (3T
o2l S s (gl Ol al e 53 15 Ol it
.(Kozinets, 2023) "ol a5l



W/ g el 5 (S 185/ sl (5153 53 bl Sl 5 sl lals 3

oo 6lis 3 Lok slas ) 5 Ol ok Y i

Table 2. Marketing changes and applications in the metaverse
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Table 3. Demographic characteristics of the sample

members
Aoyd | (Slel SN dwd A 5908 guikio
2204 VY 3, i
Yy 4 )
YAA v JLYo LY oS
FF/0 A JL fo by
SV \ i s Jle F9
FF/¥ A L) gl I8 ez pelans
00/ \e &S
FY/¥ N R S A U N P PEYPRCIN (P00
ez
YY/¥ ¥ o pde
AavAx 2 Sledbl (g5t
AnvAx 4 Jl Ve 5l xS Cads il
AavAx 2 NIMALECAR
AnvAx 4 S| WA RRSTRCT-

ORia gy A8l :auw

Lg_)jTJJj/)‘J.—f‘ Ls_-’-‘j-) cﬂ)}:é&f‘)b

o s jleslizal b ol smes olg) 3l oslizl b Laosls
r5le eealie b AT a8 ails Olslul 51 o5 Jler
=l o (o S S 2Lt
Sl 5 OLS 5 5l sy Ol aeb i
¢S /Y )‘J:_&:J 44_l>-jn ELISL ouﬂﬁ\)\ Lgl.hcwli
e SLL 31 g asb i S o Ol 5 o

.C«w\)\))}i-ﬁ

93 by -7
L5l s 63 S s bl sl g
silon i 55 (Lo i g diws 3 tesls (55T
oo Sy Lol 5 0 545 51 L
S e 3 Laeals T e slad 4 e (e
Bty 5 SO Slalas S eslizal U
S S ey m eSS L o3l e i3y
LS Conl gy oS 515 Lilods fulows g4y s
Sl i 5l el | ezl SO adlas g o)
Lo inss SWaadl I 6 ks (oS 5 las e AS
Zimmer, ) 4S8 e sloulacwe; 0T 53 uf&a
Slad> s Gy, 5l e ol 45 .(2006
Sandelowski & Barroso, ) sws b 5 S i
(Ve OYI5 o L5 () Jal (2007
Pl (F ep 55 0 (5 B3 Gl dtapll (5 g g Tnr
el gany 25 (0 ¢ OLeMbl o1 Sl (F i O 52
J=8) dis slzel 5 oLl (P dlaasil S 5
i 53 ol 0t oslizal Laasily @10 (V (kS
Sladge Al lateas (5L dls g, Sl oS
Sl ol ol (S 51 8) (AS™ Sidwy Sl 7 e
555 53 s Olaaiie 5 O 5 cdlo o ol )3 &S
Ly a5 olel dmslar ¢ pmysbie 5 dliams SLsI5L
G135 3 Ol shaiea s A Slesls LS
fb 30 33 LS Ay 5 s 51 OB S oS L
dadds Jlas| b 5,84 sas gy Sl candllas 3 4o
3 sy aa Ol plsil 5 el 0k o5l
a3 i o, T LS s gl ealin
«(Okoli & Pawlowski, 2004) Cul ods i 135
23 eSS IS Glajlas ol ol ol

Wlw g oslee )52 55 a0 (dliaws oLoLL



VO /g Cpal 5 (S 185/ sl (5153 53 bl Sl 5 sl lals 3

el ol sﬁ\)‘ Fd)u\" BE ‘.AQT c.w‘.g.

o9 (Slasdl -f
o F18 N9y sasl -F-)

Y b 19 5 DY S €S9l
e 3l i i Sibss e i L i

o5 Y b F s
Table 4. Setting research questions

&b (i 5 S gl
st 3 Sk sla e s b 3 | What S
ol 5 s Sl ol 3 3 s ge glata sy s | Who andllas 3 g0 dasl
VEF-IYVA 5 ooDe Yo YO-Y v e sladle by a3, | When Sl a5k
S 515 51 gome s | How G S

Science Direct, Google Scholar, Emerald, )

Springer, Scopus, Sage, SID,Magiran, Civilica,
Ll o gy 50 Jgu A (Norrmags

Ol Kiagh Sbadl e

=) 03108 dw Pl vy g iP90 P
L Lo e Il (e 50 5 g SlaeSlsalST cal o

G‘q—)l_‘ﬁ- 9 L$_1>-b @'Lﬁ)&b‘ Lguo\iib? BE u,ub"_i

SIS (glaeSls 0 Jour
Table 5. Keywords

reality, mixed reality, blockchain (

(sadS =8 = T3)
Metaverse and Marketing ol g sk \
Metaverse and Branding Sl 2 5 poslee Y
Marketing opportunities in Metaverse oot 53 2ol slacs v
Marketing challenges in Metaverse oraske 53 bk sl ¥
Types of electronic marketing <S5 S Lok gl sl o
opportunity for innovation in Marketing Sk s 6T s glacs 4
Marketing and (virtual reality, augmented | Swls «sibms Zodls) 5 2bs5k v

(S (oS 5 Sl 03531

A e opl s il Qgte QLRS! (P g P8

o he Sl bl glalles Ll bl
olaal )L:&e 03 ‘_;LM.A j-f ou\_.f»'aC.éLi SYLas CA:.G;
(S xS 40 god B3 (G b (s Gt (G

C;j.&;uij) céﬁdiw&xa\ aoals ‘5)‘9TC°-? J‘ﬁ)

Ol Sang 3 Sddl tan

A slasjly wlwl s s A o

o S e S Sl slme am a5 L 5 00 5o
gz canlllan 350 7 55 50 5 Hlel Ol 850 )0
Sl (Y Da VDA 5 ey Han F4) i YoV

RGN PR



VE (9)) gl o)l cps osla coas il ooy 5 ol yI5k Sliioni / V9

5 eSSl 7 GVl Canlaal cwlia 1S
fjjsw‘}:b«_:,\_m;wf)\v\_bu_i\
DS Jedod Al 351 2SSl 50N omll slajline
J&lj}%é&&%b})}j\uxﬂw\g

25h 68 Sl s i les!
9 YA ool )l_:.:.ﬂ‘ y‘v\: cate P ol o5l
Lol b ol i 55 60l 0395 BV Slaal STl
IS ol i YA ¢ )y s L, 5 allie VWA Cod-

Laosls a8 cslad 4 TP Laosls Judoes g4y 525
b a sy NS Ol Ne g b )
S Skel 00 ulike bl SV ¢ shate s
B P P P P S NERT b, (CASP)
Sl s a4 8 L5 Ll & ST Laylas
REEY a:}_fu..fd.ﬁli el 4565‘}1&1 (A3l
R NS % AP JE R
B e il ST Ol S
S S S Sl S S iy ST sl
CaS 5l aSlis (gylay e p adasl i s Sl

3 b s Cdlil (Bl sl

"
dodal g ao gnan
Ed T et  glona 2l gl =lES
o
"""~ =wA
~
adgl (55 S
sl 5 eSS e gl ol L adlie YO L BS
e

 —

S s 5!
el msls e S landl b LS s e allie AL CBAs

Ioal S ealny | ol 5 )

e e s

[a_gJLb:.,: Syge Fgufiga 31 35 0¥ s Llaas alldie TR B4

~
B BT L P
soe allie ¥ _|Sloe o LQLF.T 2l as alli. VYW LBAe
Do and ¥ 1.5 sonlaz

daiges lateay alldie YA ololes ey STslem o oy

Y e INPPPEIE |

018k 5 Sl tate ook gy SVUin Ot STl 115 Y S
Figure 2. Systematic process for selecting articles for review
Cpdo O g dw 53 WOT T e Sledb| 5 L o) 53 10gke OlMb! 1 Sl (el o

C'_?-JA cd)\ Q}I_w)b I IS IS W) Shoaws CJ_& G‘?JL’ )L{ Cpker cu&l@j%.&mcﬁl&a c(alf



W/ g ol 5 (S 185/ sl 5153 55 bl Sl 5 sl lacos 3

4 A4S e 3l e 950150 «(Barroso, 2007
N3l 3l eslizal b 13 o8 55 ol el ol s
LS oladS o gline o8 L5 5L 5 Atlas.ti
S8 Jie alie IG5 il (slime ol 3 K0S
cwlin v.gl_u Chudws L QT}\M 9 Ldd esls
SS30LLE W0s STy 5 sgh ol S s sladd sas
s olals SLASTAP o e ol 534S Sl
Cr i ool i ¥ 5 e b 5 VP A

el ol C‘J}rﬁ.w“i djb

Sisl Jlw 5 08 s 5 0L ol dlie 2 & by o
L{@ﬁéhfccjso}bwjé.* ‘:,&@udw
s 5 S o et (|l SIS Lmo i
&MJJJQLGW‘HryO}Lﬂ)bJ‘bﬁ@
.b}.@@ﬁb\@b))}stﬂu&
MBSl Cu 9 i o famiy B
PiA g (et O g (B s 8 o) 2 Sl ey
S s il ge g e ST luls osuen
)50 g st 30 28 i 4 S Lol Glath o5

Sandelowski & ) .S TS e s ) e

O 5 5l g s CuS gunazes F Jod

Table 6. Classification of the codes of the texts

o b slaws £ Ui ho! Usio

Joy et al. (2022) L2 1S Sleds 5 Y 055057 O Gl p | s Bl 5 ooseb st
Rathore (2018) Jl::>;£> J..él.’& E) oJ}j'é‘ g;.:.é‘} (&l Cadlg g_,.:fj? ail-daen
Rauschnabel (2022) Olejn (omad 5 (SO ((5olule> & 25
Valaskova & oslaul QL{A‘ 9 Q_x.s‘) u:.q_Lu A}—ijl’)‘ J}_..a:u J_Alg 9 A gl
Machova (2022) )

Solee
Khatri (2022); LUIT G b3l e 255550 5 6 e b Jules Sl 31 6k ol
Dwivedi et al.
(2022); Kim (2021)
Rathore (2018) Ol CMales 5 laykd ) L s diadds b Hl5L s il
Tan & Salo (2023) Ol e G plulis
Dwivedi et al. (2021) | o8 uusCs e Lolss 5255 S 53 5 s kb, Sl 4 e S

oA,

Kim (2021) 6157 585 ol 5L oo 5 s
Klm (2021) (} )Ul)TwU) ud)}b))MLg)l’sﬂ C)‘y)..a:u iﬁb\ C)J é)jT}: EM};
Dwivedi et al. (2022) § 5% 53 pay e Slogud & Ly daw
Rathore (2018); Soloe (gla s it 3l oLzl
Dwivedi et al. (2022)
Dwivedi et al. (2022) ol s s (e b lse Bl 5 b5l & B
Dwivedi et  al Gt b a5 e (slaosls Sl (gl 5 O 2 (5lugal b | (ls—omn o pt [PYCIW
(2021); Far et al. bl
(2022) bt
Dwivedi et al. (2022) L3 AT (Bl Slads i 28
Deng & Messinger By S 5l 6,8 5w
(2022)
Dwivedi et al. (2022) J gamen 5l (65 ome a3lizul O Slepal 3




VE (91) gl o)l cps osla coas 5L Lo oy 5 o515k Sliiond / VA

o b slaw £ Ui kol doho
Dwivedi et al. (2022) By e S
Tan & Salo (2023) el s g S,
Quach et al. (2022) Wosls 53 5 (2515 5 ¢ e Jogud
Miaoet al. (2022) Ly b peeS 5 Shas S50 U3
Tan & Salo (2023) By 3 Shes 5 mr Sl st O
Khatri (2022) 0Ll a4 ol b el s )bwds
Tan & Salo (2023) ol 5l 5 ol 3 S g daulsa elamrl 550 Gl | Gl G bl (s jleanal
Rathore (2018) L 2S5 ol b galasl 55,0 sl 38
Barrera &  Shah | w5, 15 ol e 501 5 bl SLedbl 35,0 6
(2023) Sils 8 eST sl
Chen & Yao (2022) a:)‘}é‘ C..._;éb Fswr G-L:fg_.}fﬂﬁ JA-»' Ls"")‘l’
Dwivedi et  al Sl s S Gy s sioes o>
(2022); Kozinets
(2023)
Valaskova & Jgamn 55 a0 Ob e o 2w 5 5o
Machova (2022)
Valaskova & Jbb 4 Jrie OB WS pme ks 03 5 Jolus
Machova (2022)
Rauschnabe et al. O w Camdly s e SIS Jugus
(2022)
Valaskova & |}I>u Ew@jjawg.}rﬁﬁ&fﬁw}m
Machova (2022)
Rathore (2018) w3 3590 53 alls ) g
Rauschnabe et al. | glagil 5 sz Slads w5l 01,85 L Jols ot (sl jlae
(2022); Quach et al. X
(2022); Dwivedi et =
al. (2022)
Miaoet al. (2022) bl 23005l Aol st L b (6 e Jols
Tan & Salo (2023) A3 S e S 5 ikt oK
Tan & Salo (2023) S 3 e Doz 53 Dl ol o el
Khatri (2022) Sthes slaw sy 5 sl s Satar il | Sovm 5 p 5 Ol s g 5L

Dwivedi et al.
(2022); Pandey et al.
(2020)

OLS ) (o)l Bldnm 5 (o)l Bl giludiadl s 5 55 5eT

Khatri (2022)

o e 213555 55

Sl

Dwivedi et al. (2022)

-uﬁw\{ud))tﬁ)ﬁé).lﬂuuﬁ&w

el ol

Khatri (2022) Goloms G55 55 s gi slis p s SI5L oulid 68 lite
Tan & Saraniemi 3 ket gladoly pwl 53 551 slwl (gladnl b o ke

(2023)

Dwivedi et al. (2022) Ly ilee sLis 5 2ly Sl (o gnen

Annison (2022) B bl Jalsy kS 5 gy54b st o cbaslgiiy &1 S5L s e

Sa 5L o)




VA /g el 5 (S 185/ sl (5153 55 bl Sl 5 sl clals 3

o b slaw £ Ui kol doho
Lee et al. (2022) O (slaesls jatue pouds 5 2515 65T por
Dwivedi et al. (2022) Wosls (3515 s s 594k s C_,Ja.« S
Barrera &  Shah a3l slaests (6,8 5w ¢S5 5 baesls sy ol
(2023)
Lee et al. (2022) L) gules Sl g5 Shes 2l
Barrera &  Shah Kan sl S e g4 g
(2023)
Kim (2021) o asn 53 FLBONs) (Sla e (S3lup sehe 5 o lulis
Khatri (2022) OLLLI5L Jow 5 bl 3 55 5550 slowsl aends
Shah &  Murthi oS 5 e (sl a1 b | Y e il ST
(2021)
Joy et al. (2022) Slets 5V Sl bl 5loand &1l
Cheah &  Shimul | ;YIS o yas 3 ediSol 108 5 o ysb Sy g 3wl 31 o8
(2023) s
Khatri (2022) il sLis 53 SN J sl 31 (65
Dwivedi et al. (2022) O (oo gz o 5 DleMb] Lo 4 iy
Shah &  Murthi Gl Sl Lais g el
(2021)
Khatri (2022) 5 LIk lsme iS5 e Al 4 5ol oL 3L Saly | VS O ed eS| baeSs /a2l

L5 8T

Rathore (2018)

oroske Ss 55 e bk eSS T, L

Rathore (2018)

02 (Slome Dl o b O g s

Dwivedi et al. (2022)

Ol a5 it (gl soms U 5

Cha (2022)

ooske sbis b @li_nu J34 058U 0Lz 05l s

Dwivedi et al. (2022)

G ey 5 03 3 3m 53 Copnbad pde

Sleds

Mishra & Awasthi
(2022)

Sl GLabIsT b s 3555 5lzel 5 62 pb 2 S0l

Mishra & Awasthi
(2022)

Pl s 4 S (gl sLid o pe (51 5d0

Golf-Papez et al.
(2022)

L, B15T Comdl g 31 ogline 5 Jnr (glacy g

Annison (2022) Sk 5B O35 SEL
Rathore (2018) Soles glin 3 (ABls SLs oyl B s T,I8TG
Annison (2022) @i Glp G Sl 3

Pandey et al. (2020);
Dwivedi et al. (2022)

Sl oy 3 0355 £ gl s 53 Gl 6l
u‘)ﬁt‘ LsL_J.) ).) B-»\:&\T,S;J.A

Sl Sy 5 ol 58

Querci et al. (2022)

Mishra & Awasthi
(2022)

Sl sla o lols S b S ez e 545

Shah
(2021)

&  Murthi

f)‘ﬁ)\s wa‘ LS)}T@? 9 wrb QL{.A‘

Querci et al. (2022)

Sl Osls s 1 S

Mishra & Awasthi
(2022)

23 g3 3 s sme Sl ol

el 5 (5 3ian =S
Lﬂo}‘:




VEO (F)) gl o)l cpss oslo cuasiLa Jlocon 8 gyl Sliosi / Y

&0 b sy

=5 dgie kot Jgis

Dwivedi et al. (2022)

Ol 5l g cslid il | (s 3/ slazr! il

Dwivedi et al. (2022)

Dwivedi et al. (2022)

Kap (sl slis 5 baylihy ol ke

Tan & Saraniemi
(2023); Gursoy et al.

O, slazel o (651585

(2022)
Dolan (2016) Ko ki i3l s g Sl e Sy 2
Dwivedi et al. (2022) | s 0T dsas 5 g3loe sbis 53 elezrl 5 S SBl sl 5
By s
Dolan(2016) 3 Ceda O il 5l 4 e s s | s 5 5 Sy
Pandey et al. (2020) RO P L S AT PR eSS Po-1
Annison (2022) SU Sl oslial gl o 01,8 (& (Swld 5 Slge 2l

orosbke

)::\.\_a:&_il)'\d.ﬁ:)fc\;w\bcj@\V)&AA
3153525 G315 pde pygan ) 5 505 p sgan VP
4S A acslapr(e) = +/+ ¥ 5pr(a) = +/M s 005
VAVAL 2 LS s b d e 4 e sl e
Olgs oo */% 3 e sl O3 g i 4y L5 g Sl 0l
Wl I35 mlin SLL 3 Sha g ST
ezl LS ol s ldBl D1yl (s p
el (sl somn 55,5 155 oS J5 Jol e 5 Jol>
A b s e Syl (ol ol pwy p la iags
a0 Sl Jel saaml Al 5 JU e ) st S
23 tCmwl odld eslanal (o560 s iy 5l S 5 p
S5 s iy 6,555 4l ol sl caslsl

Sl ol ‘Gb‘

S (A gy sl -F-¥
S Bl g 53 i Sl (SLd wiie i &5
O 4l 0l o3liul (glad ki (36 s $SUST

U';')))‘ Cf;’l_wﬂ le.dﬁ‘t_d}a le_«ﬂﬂo-’_&f‘]b

ORia gy (Al @ xww

Jr) Jos sl 3 Lokt pl
Sleel b ol bim  glaieay iags onl 3 M
el 00 oslial ST Sl ol 150 5 ot
cu;aYL&uMouj):dQ)ﬂdv\e
0395 yls Bloddas dlas o (ol 5 ol oL 5L Sledbl
(Slo s (A Ol 5o 5 o oS p5Y G805 sl S5
ol SYLae 5 ds osls ol O G 55 s
Y1) O (00-FY) Oss L illd Wlde
o 5 (Y oVY) G5 (P -YY) Lo e o(F
St a0l a8 a0 5 (Vo) G
s b AS ey L OV Solg o 5 Ll
EB @bl o @l Bl Jod 5 2Ll o
o3l 15 d g b Gilkae LIS o p5 5 55 Ry
el 0l
_pr(@ —pr(e)
1—-pr(e)
O G2l g5 Ol e 3Ol pr(a) (8 g6 dlaly 5o
Sy 90 Gl 5 A ys saasoliipr(e) 5 1S A gs




YV /L el 5 S a5/ yske s 3 b5k S s b il dacas b

Agpe = (min(xij) ’

5 pli s o8 s suS Ol A G b sl s
Sin el O 5 o K 4SO Aave
sobteas e et ls g slul e (636 Sle demslons
b (b Sen 0 p Sl codds abod (656 sle] dlos
I B @\)ﬁ\)bd@\o&csu&\xjcjﬁ:
9 e 3B s Loy > (e (651 e YL
s o OlE 1y e 5B sde ol dm

f—a
4

xX=m+

Sl e Ls S U pgs debjtn 4 cdas o8 )

oSl 48 gl e L) Canl g L il
53 (Wb /Y BlewT s 51 S LaoT suli g5l s
Gl s b sl Al e san b sla e ls LB
L am g bl ods Jlayl oyt 0 5 (sl
o o ol U OT dglin 5 Il Al o 55 0k fol
oli g s u:iAL:"‘ O Ol &S S 50y s
B g (i i A B AL /Y Gl ST e e 95 50
(mealg sl et Ls Ol b Dy g ol 12 55 5
Bl Sl 3 55 00 oo Al e 3515 SSag
dm—‘)r})jdj‘ > e s Ql_?]a- L;Lmlf.x_i:

ol ol €I A Jgdm B s o e 93 Sl

s ss s 53 08 WS Sl o S 518
ST aseia Vg Gille Uy b

Table 7. Verbal expressions and their
corresponding fuzzy numbers

e (536 dluel N Ole
(/oe o/ /YD) Cotl gk
(/v e /YD o /BY) oS Sl
(/YD /B VD) L gia Conal
(/0 /N N/er) 3 Cuenl
(VA A VIR VERD) 3L sl el

(Habibi et al., 2015) : x0

LJ)‘U}JA)J:JB'L’.’}O&Z—N#
“ Mbgf:"’“'ﬁ- g_._SG BE ou\.li:uil.uu Jl:u‘} Ubup-\.&
S pxte wlul 5y LOT (g3lgiiy & 8 5 41,1 08 =
o LS s U el e 3 edb i e S
93 4S ol o.a\.lAJ'c.w\g:n L;mt?.\p el Lyl
Sl O, in g5 (g stliden o iy, alasly ol
Lg‘f.bb)w)_?@b)‘é}_edwjﬁ)bC..w\a..\.&
5 ekl Glagal 6536 ks dwloen
) ol oslatal

A; = (Lj,M;,U;)
L= min(xij) ,i=123,..,n

U; = max(x;;)



VE (9)) gl o)l cpss oslo coas 5L Lo oy 5 ol sl5l Sliond / YY

JJA 6lAup:-U upj.a:’-)é Qlfja- alf.k.‘v'b 6\2; A d).b-
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Table 9. Results of experts' views on the dimensions of the model
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Figure 3. Opportunities, challenges, and marketing requirements in the metaverse
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