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INTRODUCTION

The metaverse is a shared virtual space that combines physical and digital realities through
virtual reality (VR), augmented reality (AR), artificial intelligence, and blockchain. Metaverse
technology has become one of the most transformative innovations in the 21st century digital
landscape (Ajani et al., 2023). As a representation of an immersive three-dimensional virtual
environment, the metaverse opens up limitless opportunities for interaction between individuals,
communities, and business entities, including brands (Dwivedi et al., 2022). The concept transcends
the limitations of physical space and enables experiences that integrate visual, sensory, and
emotional elements viscerally. In intensified globalization and digitalization, the metaverse is an
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ideal strategic arena for exploring brand creativity and marketing innovation while addressing the
challenge of creating unique and sustainable consumer experiences (Borba, 2023). Digital
transformation has changed the way brands interact with consumers. Metaverse, which integrates
technologies such as virtual reality (VR), augmented reality (AR), and blockchain, has been one of
the most revolutionary innovations (Nalbant & Aydin, 2023). Platform seperti Decentraland, Roblox,
dan Zepeto telah menjadi contoh utama bagaimana interaksi ini dikembangkan, menciptakan
ekosistem digital yang mendukung keterlibatan konsumen secara mendalam (Prabakaran et al.,
2024).

In an era where customer experience has become a key pillar of business success, the
metaverse offers a unique opportunity to build integral consumer engagement (Patel, 2024). Brand
interactions with consumers in virtual spaces are no longer one-way or passive (Wang, 2021).
Consumers are now active participants who can modify, shape, and even create their own
experiences through avatars, personalized narratives, and customizable environmental elements
(Torres et al., 2018). This process includes various important dimensions, such as gamification,
interactivity, virtual environment design, and narrative engagement, all of which contribute to
forming consumers' perceptions and the quality of their relationship with the brand (Moon & Han,
2023). The emergence of the metaverse allows brands to create “phygital” experiences - a
combination of the physical and digital worlds (Batat, 2024). In this ecosystem, brands promote
their products or services and build stronger emotional connections with consumers through
avatar-based interactions, games, and specially designed experiences (Bilgihan et al., 2024). Brands
such as Gucci and Nike, for example, have launched virtual products in the form of Non-Fungible
Tokens (NFTs), which not only increase brand value but also create a loyal consumer community
(Joy et al., 2022).

The rapid adoption of the metaverse by younger generations, specifically Generation Z and
millennials, further emphasizes the relevance of this platform (Lee et al., 2023). As a growing group
in the digital ecosystem, they have strongly preferred technology-based experiences, as seen in
platforms such as Roblox, Fortnite, and Decentraland (Dolata & Schwabe, 2023). This shift in
consumer behavior illustrates the transition from a traditional focus on product consumption to
engagement with complex digital experiences (Dwivedi & Hughes, 2023). Previous research has
shown that immersive brand experiences can increase consumers' emotional engagement,
purchase intentions, and brand loyalty (Moon & Han, 2023; Bousba & Arya, 2022). However, this
literature is largely quantitative, focusing on behavioral outcomes such as purchase intent or loyalty
levels without paying in-depth attention to the emotional, cognitive, and social dimensions of
consumer experiences in the metaverse. Elements such as interactivity, realism, and narrative can
potentially create more meaningful and personally relevant experiences for consumers. (Borba,
2023).

In the metaverse domain, the literature still shows significant gaps in the in-depth
understanding of consumer interactions with brands. While quantitative studies provide insights
into the impact of brand experiences on metrics such as purchase intentions, qualitative approaches
allow exploration of more complex dynamics, such as how consumers interpret and internalize
their experiences in virtual spaces. The Metaverse provides a unique opportunity to understand
consumer behavior in virtual environments (J. Kaur et al., 2024). Factors such as interactivity,
freedom of expression, and fantasy elements play an important role in creating an impactful
consumer experience (Alexander et al., 2024). Consumers who feel they have control and freedom
to experiment in a virtual space are more likely to emotionally engage with the brand, increasing
their loyalty (Yoon et al., 2024).

Immersive experiences in the metaverse can influence consumers' purchase intentions and
brand attachment in both the virtual and real worlds. The metaverse environment can create
symbolic, utilitarian, and hedonic values that lead to deeper brand engagement (Wongkitrungrueng
& Suprawan, 2024). However, despite its many potentials, the adoption of the metaverse by brands
is not free from challenges. One of the key challenges is creating relevant and authentic experiences
for different demographic groups. Generation Z, as one of the largest user groups of the metaverse,
expects experiences that are personalized, interactive, and entertaining (Buhalis & Karatay, 2022).
If this experience does not meet expectations, consumer loyalty to the brand may be jeopardized
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(Bogicevic et al., 2024). These findings confirm the need for qualitative approaches to understand
the deep psychological and social dimensions of brand experiences in the metaverse. The use of
qualitative approaches not only enables a more comprehensive exploration of consumer-brand
interactions but also provides practical insights for brands looking to optimize their presence in this
digital space. By delving into consumer perceptions of elements such as gamification, realism and
narrative, qualitative research can identify the most effective factors in building sustained consumer
engagement (Moon & Han, 2023; Rane et al.,, 2023a). Understanding how interactions between
consumers and brands in the metaverse can shape brand perception, engagement and consumer
loyalty is important. This research aims to bridge the literature gap by exploring how consumers
perceive and engage with brand experiences in the metaverse. This study will use a qualitative
approach to identify the emotional and cognitive dynamics underlying consumer-brand
interactions in virtual spaces. Focusing on interactivity, gamification, realism and narrative will
provide an in-depth understanding of how these experiences shape consumers' relationships with
brands.

LITERATURE REVIEW
The Concept of Metaverse

The Metaverse is a three-dimensional virtual environment that enables seamless social,
commercial, and creative interactions. The concept is reinforced by advances in technologies such
as virtual reality (VR), augmented reality (AR), and blockchain (Borba, 2023). The metaverse offers
an immersive experience that integrates visual, sensory, and emotional elements, providing a
strategic brand and marketing innovation platform. The concept of “metaverse” encompasses
shared virtual spaces formed through the fusion of physically enhanced reality and virtual spaces,
including virtual worlds, augmented reality, and the internet (Dwivedi et al., 2023). A central theme
in the metaverse literature is its potential to improve social relations and community building (Bale
et al., 2022). Researchers claim that the metaverse offers a unique avenue for individuals to connect
and interact, transcending the limitations of physical reality (Ayiter, 2019). This is facilitated by the
anonymity and adaptability inherent in virtual environments, which enable self-expression and
identity exploration (Lee & Gu, 2022; Lee et al., 2024).

The metaverse provides a new space for brands to experiment with rich, interactive
narratives. In contrast to traditional advertising, narratives in the metaverse are often immersive,
allowing users to become part of the brand story in real time. For example, campaigns designed in
a virtual environment can engage consumers in scenarios that reflect brand values, creating a
deeper emotional connection (Yoon et al., 2024). Recent interest in the metaverse extends to its
marketing and advertising potential (Shah & Murthi, 2021). A conceptual framework that highlights
the ability of brands to shape consumer experiences by exploring the immersiveness, friendliness
and fidelity of environments in the metaverse (Giang & Shah, 2023). Accumulating and dissecting
consumer data is a key marketing advantage in virtual environments, offering real-time insights
into interactions, preferences, and decision-making (Lee et al., 2024). Case studies underscore the
marketing potential of the metaverse, although challenges such as limited technology adoption and
privacy concerns remain (Buhalis et al., 2023; Hollensen et al., 2023).

Blockchain technology has also expanded the potential of the metaverse, particularly in
creating digital assets such as Non-Fungible Tokens (NFTs). These assets allow brands to offer
exclusive virtual products that not only reflect creativity but also provide real economic value. NFTs
are often used to reinforce a sense of belonging among consumers, creating brand-centered
communities with trust-based interactions (Sung et al., 2023). The metaverse, as a post-reality
universe that combines the physical and digital worlds, relies on technologies such as Virtual Reality
(VR) and Augmented Reality (AR), which enable multisensory interactions with virtual
environments, objects, and individuals (Bojic, 2022). AR integrates digital information into real-
world settings, while VR builds artificial environments. Metaverse connects social immersive
platforms, blending digital and physical domains (Mystakidis, 2022). Consumer attitudes toward
the metaverse, particularly VR and AR technologies, have attracted research attention (Giang
Barrera & Shah, 2023; Dwivedi et al., 2023). Previous studies emphasized AR and VR applications
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for customer interaction (Rauschnabel et al., 2022). The literature shows positive consumer
attitudes towards Metaverse, with interest in trying VR and AR experiences (Ahn et al., 2017). Golf-
Papez et al., (2022) details the Metaverse consumer experience journey and its potential impact on
attitudes and behavior.

Behavior and Metaverse

Consumer behavior is one of the important aspects of marketing studies, and it includes the
mindset, actions, and emotional responses of consumers when interacting with a product or brand
(Murphy & Dweck, 2016). In an ever-evolving digital world, consumer behavior occurs not only in
the real world but also in virtual spaces such as the metaverse (Rane et al., 2023a). As an immersive
three-dimensional virtual environment, the metaverse allows consumers to interact with brands
through avatars, interactive narratives, and digital communities (Borba, 2023). Technologies such
as virtual reality (VR), augmented reality (AR), and blockchain enrich this experience, creating an
environment where consumers can customize their identities and actively engage with brands
(Borba, 2023). In the metaverse, consumer behavior differs from traditional digital interactions due
to its more active and participatory nature (Hadi et al., 2024). Consumers not only consume content
but also create their own experiences through avatar customization, purchase of digital goods, and
participation in virtual events (Kohler et al., 2011). This suggests that consumers in the metaverse
have more control over how they interact with brands, affecting their loyalty and perception of the
brand (Yoon et al., 2024).

Emotional motivation and social needs influence consumer behavior in the metaverse (Hadi
et al., 2024). Consumers seek unique and personalized experiences that allow them to express their
identity in virtual spaces (Bischoff et al., 2019). Interactive narratives, gamification challenges and
social interactions are important factors that influence consumer engagement in the metaverse
(Rane et al., 2023a). Consumers are likelier to exhibit loyal behavior when they feel part of a
community supported by brands in the metaverse. Blockchain technology, especially through Non-
Fungible Tokens (NFTs), also influences consumer behavior in the metaverse (Albayati et al., 2023).
Consumers who own exclusive digital assets, such as virtual clothing or digital property, show
higher attachment levels to the brands that provide those assets (Koles & Nagy, 2021). NFTs provide
a sense of belonging and exclusivity that influences consumer behavior in building their identity in
the virtual world. This factor further strengthens consumer loyalty to brands that offer unique value
in the metaverse (Wongkitrungrueng & Suprawan, 2024). Consumer behavior in the metaverse
transforms from passive to more participatory and personalized interactions. Consumers no longer
just receive marketing messages but also actively shape their own experiences through various
elements offered by the metaverse platform (Dwivedi et al., 2023). A deep understanding of how
this behavior evolves is crucial for brands to build effective marketing strategies in the virtual space.

Metaverse as a new digital frontier for consumer behavior (Hadi et al., 2024). Their
exploration of consumer identity, social influence, and belonging as components of the Metaverse
underscores the collective role of these components in reshaping consumer behavior. The concept
of immersive time (ImT) describes the time consumers spend in the Metaverse (Mogaji, 2023).
Understanding the significance of ImT has implications for researchers, practitioners, technology
developers, brand managers shaping Metaverse strategies, and policy makers ensuring consumer
safety in immersive Metaverse experiences. Explorations of conceptual papers have progressed
significantly to enhance our understanding of consumer engagement in the Metaverse. Influences
driving generation Z's adoption of the Metaverse for socializing, evaluating the impact of individual
personality traits on usage intentions (Chakraborty et al., 2023). Consumer responses to immersive
brand experiences revealed that users who enjoy branded virtual worlds tend to invest more time
exploring them (Wongkitrungrueng & Suprawan, 2024). This longer engagement allows them to
better appreciate the practical and symbolic value of the virtual environment, in line with the
concept of immersive time (Mogaji, 2023; Dwivedi et al., 2022).

Immersive Brand Experience in Metaverse

Immersive brand experiences in the metaverse have become one of the key strategies for
companies to build deep relationships with consumers (Rane et al., 2023a). In virtual environments,
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brands can create experiences that are not possible in the physical world, such as dynamic
interactions through avatars, unique designs that reflect brand identity, and narratives that engage
users' emotions (Huang, 2019). Avatars, as virtual representations of users, allow consumers to
personalize their interactions with brands, creating a closer connection (Foster et al., 2022).
Aesthetically appealing and meaningful virtual environment designs also help shape positive
perceptions of brands, strengthening their visual and emotional identities in the digital space (Yoon
et al., 2024). Narrative is another important element in the brand experience in the metaverse
(Bilgihan et al., 2024). A well-designed narrative not only conveys their values and vision but also
engages consumers emotionally through relevant and meaningful stories (Mehra & Kansra, 2024).
In the metaverse, narratives can be packaged interactively, such as in games, exploration-based
experiences, or even virtual events involving direct user participation (Dewi et al., 2024). This allows
brands to go beyond selling products; they create holistic experiences that inspire and strengthen
consumer loyalty (Arya et al., 2024).

Interactivity is another key component that allows consumers to feel more engaged with
brands (Ting et al., 2021). Consumers can interact with products or services in a fully simulated
environment in the metaverse. The metaverse creates a unique and often enjoyable experience,
ultimately increasing emotional engagement with the brand. It is also supported by blockchain
technology that allows consumers to own the virtual goods they purchase in the metaverse,
providing a real sense of ownership despite being in a digital space (Moon & Han, 2023). Given that
interactions in the metaverse rely on new interactive media technologies (such as extended reality),
the range of possible experiences can vary based on the level of virtuality. The degree of
combination of virtual elements with real-world elements that users can experience through
immersion or telepresence (Javornik et al., 2021). Media characteristics such as vividness (i.e.,
richness of representation) and interactivity (i.e., the ability of the system to allow users to modify
form and content within the mediated environment) lead users to experience telepresence (i.e., the
user's experience of being present in the environment), and thus feel immersed in the virtual (or
virtually enhanced) environment(Animesh et al., 2011).

The combination of vividness and interactivity encourages users to experience telepresence,
a subjective experience that makes users feel physically present in a virtual environment, even
though they are actually in the real world (Animesh et al., 2011). Telepresence is important in
increasing consumer engagement with brands in the metaverse (Bilgihan et al., 2024). When
consumers feel truly present in a virtual environment, they tend to be more emotionally and
cognitively engaged with the activities they perform in it (Shin, 2018). This can reinforce their
positive perceptions of the brand, increase purchase intentions, and create long-term loyalty
(Barhorst et al., 2021). This can reinforce their positive perceptions of the brand, increase purchase
intentions, and create long-term loyalty (Willems et al., 2019). In the metaverse, the provision of
customized experiences has been shown to positively impact consumers' perceptions of brands
(Wongkitrungrueng & Suprawan, 2024). Consumers who control their virtual environment, such as
customizing avatars or digital spaces, tend to feel more connected to brands that provide such
experiences (Bischoff et al., 2019). This personalization reinforces a sense of ownership and
emotional engagement, which are important factors in creating brand loyalty (Nikhashemi et al.,
2021).

However, technological limitations and platform design can affect the level of interactivity
and telepresence in the metaverse. To create an optimal experience, brands should ensure that their
virtual environments offer high visual clarity, interactive responsiveness, and engaging narratives
(Javornik et al.,, 2021). When these elements are well combined, consumers will feel a more
immersive experience, which can increase their positive perception of the brand and encourage
continued engagement (Wongkitrungrueng & Suprawan, 2024). In the context of the metaverse,
consumer behavior is influenced not only by the quality of the product or service offered but also
by their overall experience in the virtual environment (Mogaji, 2023). Interactivity and telepresence
provide the basis for creating powerful brand experiences, which enable consumers to feel more
connected, engaged, and loyal to brands in the digital space (Cowan & Ketron, 2019). Therefore, a
deep understanding of these factors is important for brands that want to maximize their presence
in the metaverse and create long-term consumer relationships.
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Consumer Engagement with Brands in Virtual Spaces

Consumer engagement with brands in the virtual space has created a new paradigm in
consumer-brand relationships. In the metaverse, consumers are not just passive recipients of
messages as in traditional media but also actively participate in shaping their own experiences (Kim
et al., 2022). Using avatars allows consumers to customize their digital identities according to their
preferences, enabling more personalized interactions with brands (Anujan et al., 2024). This
customization is one of the elements that encourage a sense of belonging to the product or service
the brand offers, strengthening emotional connections and increasing consumer loyalty (Yoon et al.,
2024). In addition, narrative plays a significant role in building deep emotional connections. In the
metaverse, narratives are not only delivered linearly but also involve users as part of the story itself
(Xu et al., 2023). For example, brands can create interactive storylines where consumers actively
determine the final outcome. This provides a greater sense of ownership of the story the brand tells,
increasing engagement and a sense of emotional affiliation with the brand's values.

Social interaction is also important to creating deep consumer engagement in the metaverse
(Rane et al, 2023a). In virtual spaces, consumers can connect with other users, forming
communities based on common interests. These communities are not only a place to share
experiences but also a means to strengthen brand identity. For example, fashion brands that hold
virtual events, such as new collection launches, can leverage user interactions to create organic
conversations about their products. These social interactions often result in a more authentic
connection between consumers and brands than traditional marketing approaches (Borba, 2023).
Another important element is the ease consumers can modify their experience in virtual spaces.
With features such as customizable environments and interactive design tools, consumers can
create unique experiences that align with their preferences. This not only gives consumers more
control but also strengthens their attachment to the brand providing the platform. This flexibility
allows brands to position themselves as facilitators of unique experiences, thus differentiating
themselves from competitors (Moon & Han, 2023).

Innovations such as Non-Fungible Tokens (NFTs) provide a new dimension to consumer
engagement. Consumers can own unique digital goods using NFTs, such as virtual clothing,
accessories, or digital art (Joy et al., 2022). This ownership adds value to the consumer, both
emotionally and economically, while creating a stronger connection with the brand (Morewedge
et al., 2021). NFTs also facilitate forming exclusive communities where NFT holders can enjoy
certain benefits, such as access to special events or exclusive offers from brands (Wongkitrungrueng
& Suprawan, 2024). In conclusion, consumer engagement with brands in virtual spaces goes beyond
traditional interactions by providing interactive, personalized, and community-based experiences
(Kaur et al., 2020). Elements such as avatars, narratives, social interactions, and innovative
technologies such as NFTs give brands the ability to create experiences that are not only engaging
but also meaningful (Joy et al., 2022). With a strategic approach, the metaverse becomes a platform
capable of building deep emotional connections between consumers and brands, creating
sustainable loyalty in the digital age.

METHODS

This study used a qualitative approach with a phenomenological design to explore
consumer engagement with brands in the metaverse. Participants were recruited randomly through
an open invitation distributed on online forums and platform communities such as Decentraland,
Roblox, and Zepeto to ensure a diverse representation of experiences. Data was collected through
30-45 minute online semi-structured interviews, which explored consumers' experiences with the
brand, the elements that caught their attention, and the impact on brand perception. Direct
observation within the metaverse platform was also conducted to document patterns of consumer
interaction with the brand. Data was analyzed using a thematic approach to identify key patterns
and themes such as personalization, narrative, gamification, and social interaction. Data validity was
maintained through source triangulation by comparing interviews, observations, and responses
from other participants, as well as member checking to ensure the accuracy of interpretation. The
research followed ethical guidelines, where the anonymity and confidentiality of participants were
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maintained. With this method, the research generated deep insights into consumer engagement
with brands in the metaverse through diverse representations of experiences.

RESULT AND DISCUSSION
Personalization and Customization Increase Consumer Engagement

Research results show that personalization and customization are key factors influencing
consumer engagement with brands in the metaverse (Rane et al., 2023b; Bilgihan et al., 2024;
Agnihotri et al., 2024). Communicators highly value the ability to personalize their avatars and
modify the virtual environment according to personal preferences (Takano & Taka, 2022). This
personalization feature allows consumers to create a unique digital identity and reflect their
personality in the virtual space (Lin & Latoschik, 2022). This process provides a greater sense of
control and ownership over their experience in the metaverse, ultimately increasing emotional
attachment to the brand providing the feature. In the context of the metaverse, personalization
allows consumers to build unique and personally relevant experiences, which impacts how they
perceive and feel the relationship with the brand (Wongkitrungrueng & Suprawan, 2024). Research
participants revealed that they feel more connected to brands that provide the freedom to
customize virtual elements such as avatar clothing, digital spaces, and other virtual assets. The
results of this study support research conducted by (2024), revealing that when consumers are
given full control to customize their avatars, select virtual items, or modify their digital
environment, they feel more connected to the brand. These feelings strengthen their emotional
connection with the brand and increase long-term loyalty (Yoon et al., 2024). Consumers who
customize their experience tend to feel that the brand is more relevant to their needs and values,
creating a stronger sense of affiliation (Maclnnis & Folkes, 2017). The ability to express personal
identity in a virtual space also creates a stronger sense of belonging to the brand's product or service
(Bojic, 2022). Consumers feel that their virtual experience is not generic but tailor-made for them.
This provides a sense of exclusivity that can strengthen the emotional connection between the
consumer and the brand (Peng et al., 2025). This personalization is crucial in building loyalty, as
consumers who feel their experiences are relevant and unique tend to have higher emotional
attachments and are more likely to interact repeatedly with the brand (Moon & Han, 2023).

Customization features in the metaverse not only create an emotional connection but also
give consumers a greater sense of control (Rane et al, 2023a). Customization provides an
opportunity for consumers to express their identity and creativity. In a virtual environment, they
can create avatars that reflect aspirations or lifestyles that they may not be able to realize in the real
world (Silva et al., 2022). This creates a more meaningful experience and increases consumer loyalty
to brands with such freedom of expression. Research shows that consumers who control their
virtual experience are more satisfied with the interaction. They can select visual elements,
customize narrative scenarios, or create unique virtual items (Chamola et al., 2024). This sense of
control reinforces consumers' perception that their experience is truly designed to meet their needs
and preferences, ultimately strengthening their attachment to the brand (Borba, 2023). Previous
studies have also shown that personalization in the digital space can increase positive perceptions
of the brand, as consumers feel the experience they get is unique and personal (Yoon et al., 2024).

Customization in the metaverse can influence consumer purchase behavior (Rane et al.,
2023a). The emotional engagement that results from this personalization and customization also
impacts consumer behavior, specifically in purchase intent and loyalty (Zhang et al., 2021).
Consumers who feel emotionally connected to brands are likelier to make repeat purchases and
share their positive experiences with their digital communities (Alshreef et al., 2023). This research
notes that they are likelier to purchase digital goods or participate in virtual events that allow
customization. This creates opportunities for brands to increase revenue by offering products and
services that consumers can customize. Relevant customization features can also strengthen
consumers' long-term engagement with brands, as they feel they have a different experience each
time they interact in the metaverse (Rane et al., 2023a). In the context of marketing in the
metaverse, personalization is becoming an important strategy to create relevant and engaging
consumer experiences (Rane et al., 2023b). By offering customization features, brands can create
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personalized experiences, increase emotional engagement, and build ongoing loyalty (Nitin et al.,
2023). This creates a chain effect where consumers who are satisfied with their personalized
experience can influence others to engage with the brand (Nguyen et al., 2022). Consumers with
personalized immersive experiences in the metaverse show higher purchase intentions, even if the
products offered are digital and have no real physical value (Willems et al., 2019).

Moreover, personalization in the metaverse allows brands to create sustainable experiences
relevant to consumers' evolving needs (Mourtzis et al., 2022). For example, brands can offer digital
products that are constantly updated and can be customized based on consumer feedback, creating
a continuous cycle of engagement. A study by Barhorst et al. (2021) found that continuous
personalization increases consumer loyalty, as they feel that brands are attentive to their needs and
continue to offer new experiences relevant to their interests. However, it is important to note that
not all consumers have the same preference for personalization (Chandra et al., 2022). Some
consumers may feel overwhelmed by too many choices, which can lead to decision fatigue (Y. Wang
et al.,, 2023). Therefore, brands must ensure that they offer personalization options that are intuitive
and easy to use, without overwhelming consumers with too many confusing options. With the right
approach, personalization can be a highly effective tool to increase consumer engagement,
strengthen emotional connections, and drive brand loyalty in the virtual space (Kang et al., 2020).
Overall, these findings confirm that personalization and customization in the metaverse play an
important role in creating unique and relevant consumer experiences. Brands that can offer
personalized experiences will have a significant competitive advantage in creating long-term
relationships with consumers. Personalization not only increases emotional engagement but also
contributes to higher purchase intentions and sustained consumer loyalty.

Table 1 Customization and its Impact on Consumer Engagement

Themes Participant Feedback Impact of Engagement Reference
Identified
Avatar Allows expression of High emotional engagement  Yoon et al. (2024);
Customization personal identity and promotes continuous Moon & Han (2023)
creativity interaction
Virtual Space Creates a sense of Strengthens attachment to Borba (2023);
Modification ownership and control in the brand’ s digital Willems et al., (2019)
virtual environments ecosystem
Item Enhances emotional Increases intention to Nikhashemi et al.
Personalization connection to virtual purchase virtual items (2021);
products Barhorst et al., (2021)
Event Encourages social Builds community and brand Arya et al., (2024) ;
Participation interaction and strengthens loyalty through shared Kang et al. (2020)
brand loyalty experiences

Table 1 presents the key themes identified during this study's analysis of participant
responses. These themes include the various customization features available on the metaverse
platform and how they influence consumer experience and behavior. Research participants
provided positive feedback regarding their ability to customize avatars, modify virtual spaces,
personalize digital items, and participate in brand-hosted events. These features not only allow
consumers to express their identity but also provide a sense of control and ownership that
strengthens their emotional connection with the brand (Yoon et al., 2024). Avatar customization,
for example, is considered a very important feature as it gives consumers the freedom to express
their creativity and personality in the virtual space. Participants felt that the ability to choose their
avatar's clothing, accessories, or appearance created a more personalized and relevant experience.
This contributes to higher emotional engagement, where consumers feel more connected to brands
that support their self-expression (Moon & Han, 2023).
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Virtual space modification also plays a significant role in creating a unique consumer
experience. The ability to decorate and customize virtual environments provides a greater sense of
ownership of the digital space they occupy. This strengthens consumers' emotional attachment to
brands that offer such features, as they feel they have full control over the experience they create
(Borba, 2023). In addition, the personalization of digital items, such as virtual clothing, furniture, or
accessories, increases consumers' emotional connection to the products they purchase. Consumers
who can customize their virtual products tend to show higher purchase intentions, as they feel that
the products reflect their identity and preferences. This personalization creates a more meaningful
experience and strengthens consumer loyalty to the brand (Nikhashemi et al., 2021).

Participation in virtual events organized by brands was also considered important in
building brand-based communities. Participants feel that these events provide an opportunity to
interact with the brand and strengthen their social relationships with other users on the metaverse
platform. These social interactions are instrumental in creating a sense of community and
strengthening consumer loyalty to the brand that facilitated the event (Arya et al., 2024). Table 1
highlights that customization features in the metaverse platform have a significant impact on
consumers' emotional engagement with brands. Personalization and customization not only
enhance the consumer experience but also create stronger long-term relationships with brands.
These features allow brands to offer a more personalized experience, which drives purchase intent,
increases loyalty, and strengthens the brand's position in the virtual space (Barhorst et al., 2021).

Interactive Narrative Strengthens Emotional Connection with the Brand

Interactive narratives in the metaverse are highly effective tools for creating deep emotional
connections between consumers and brands (Bilgihan et al., 2024). In contrast to traditional
narratives that are passive, narratives in the metaverse actively engage consumers, where they
become the main participants in the story designed by the brand (Kalender & Guzman, 2024). This
allows consumers to not only hear or see the story but also experience it directly through their
avatars. Most participants in this study revealed that experiences involving personalized stories,
such as virtual challenges, narrative journeys, or specific missions, helped them feel more connected
to the brand's values and messages (Yoon et al., 2024). Interactive narratives strengthen emotional
connections by creating personally relevant experiences. For example, in a virtual scenario, brands
can invite consumers to participate in story-based challenges related to the brand's values or
mission. These challenges include solving puzzles, exploring a virtual world, or collaborating with
other users to achieve a common goal. Consumers who feel part of the story will likely develop
deeper emotional bonds as they feel a direct contribution to the storyline and the outcomes
achieved (Moon & Han, 2023).

Narratives in the metaverse are often designed to involve emotional elements, such as
rescuing characters in the story, resolving conflicts, or overcoming challenges that demand
cognitive and emotional engagement. The study by Willems et al. (2019) shows that this narrative
experience increases empathy and a sense of belonging to the brand, as consumers feel they are
sharing an emotional journey with the brand. Interactive narratives also contribute to increasing
the duration of consumer interactions with brands in the metaverse (Bilgihan et al., 2024). hen
consumers are engaged in a compelling story, they tend to spend more time exploring the virtual
world that has been designed (Barhorst et al., 2021). This longer interaction time gives brands more
opportunities to reinforce their message and create experiences that stick in consumers' memories
(Borba, 2023). In addition to emotional connection, interactive narratives encourage social
engagement between users. Consumers engaged in stories often interact with other users in the
metaverse, either through cooperating in achieving narrative goals or sharing their experiences
within the community (Rane et al., 2023a). These interactions reinforce a sense of community and
build strong brand-based communities. Studies show that collaboratively designed narratives
increase consumers' brand loyalty, as they feel part of the community supported by the brand (Arya
et al., 2023).

The technologies behind the metaverse, such as virtual reality (VR) and augmented reality
(AR), also enable the creation of more immersive narratives (Dincelli & Yayla, 2022). Consumers can
feel truly present in the story told by the brand, known as telepresence (Chen & Yao, 2022).
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Telepresence increases emotional engagement because consumers feel they are actually in the
story, not just passive observers (de Regt et al., 2021). narratives can create telepresence
experiences that strengthen consumers' attachment to brands (Steuer, 1992). Overall, interactive
narratives in the metaverse provide a great opportunity for brands to create strong emotional
connections with consumers. By engaging consumers in personalized and relevant stories, brands
not only increase emotional engagement but also build long-term loyalty. This strategy is key to
harnessing the potential of the metaverse as a space for deep and meaningful brand interactions.

Social Interaction Strengthens Brand-Based Communities

Social interactions within the metaverse have been shown to play a strategic role in
strengthening brand-based communities and increasing consumer loyalty (Wongkitrungrueng &
Suprawan, 2024). Studies show that virtual spaces enabling user interaction, such as digital events,
collaborative games, or experience-sharing forums, create a deeper sense of connectedness
between consumers and brands (Hadi et al., 2024). Active participation in metaverse communities
strengthens social relationships between users and deepens emotional affiliation to brands through
meaningful shared experiences (Bilgihan et al., 2024). Interactive experiences in the metaverse
environment increase consumers' trust and commitment to the brand, creating a more durable form
of loyalty (Rane et al.,, 2023b). Thus, social interaction in the metaverse is not just a form of
entertainment but an important element in community-based marketing strategies.

The development of the metaverse as an immersive virtual space has opened up new
opportunities to shape the relationship between brands and their consumers. One of the most
important aspects of the metaverse ecosystem is the social interaction that can be facilitated
through features such as avatars, digital events, collaborative games, and experience-sharing
spaces. Studies have shown that these forms of interaction play a strategic role in strengthening
brand-based communities. When consumers engage in shared activities with brands and fellow
users in virtual worlds, they develop a stronger sense of belonging to the community (A.
Chakraborty et al., 2025). Collaborative activities and shared social experiences strengthen the
emotional bonds between community members and, at the same time, deepen their affiliation with
the brand's values (Lee & Hsieh, 2022). This is in line with the finding that active social engagement
in the metaverse facilitates a new form of loyalty based more on relationships and emotional
experiences rather than simply on the product's functional benefits (Radiah et al., 2023). The
existence of social features in the metaverse allows consumers to not only be passive recipients of
brand messages but also active participants who take part in shaping the brand narrative (Bilgihan
et al., 2024). This gives consumers the power to contribute to the culture of the brand community
through creating user-generated content, organizing events, or even creating a digital identity
associated with the brand's values. This active engagement increases perceptions of brand
authenticity and strengthens mutual trust between the brand and its consumers (Kalyvaki et al.,
2023). Other research supports this view by showing that immersive experiences designed with
strong social elements strengthen trust in the brand, which is an important prerequisite in building
long-term loyalty (Lee & Hsieh, 2022). This suggests that virtual worlds are not just entertainment
spaces but have become a strategic means of creating deeper and longer-lasting emotional
attachments to brands.

Table 2 explains that social features in the metaverse are not only recreational but also
strategic in building psychological and affective bonds that strengthen consumer loyalty. The
interactions in the metaverse space can create meaningful collective experiences, transforming
consumers from passive users to active members of the brand community. Thus, companies looking
to build long-term loyalty in the digital age must integrate social interactions as the foundation of
a community-based marketing strategy. This is also in line with the global trend where consumer
loyalty is increasingly determined by the quality of relationships and shared experiences, not just
by the product or service itself. The metaverse represents a paradigm shift in how brands build and
maintain consumer relationships (Bilgihan et al., 2024). The social interactions within them not only
increase engagement but also form the emotional foundation on which authentic and enduring
loyalty is based. Through the creation of inclusive, interaction-based communities and shared
experiences, consumers feel valued and involved in brand dynamics in a more personalized and
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enjoyable way (Choi et al., 2023). Recent studies confirm that in an increasingly connected digital
age, consumer loyalty can be bought through incentive programs or discounts and built through
meaningful experiences and relationships (Treiblmaier, 2023). Therefore, social interaction in the
metaverse should be viewed as a crucial element in long-term-oriented brand marketing strategies.

Table 2 The Role of Social Interaction in the Metaverse on Consumer Loyalty

Social Interaction

Features in Metaverse Strategic Function Impact on Consumer Loyalty Reference
Personalized Avatars Facilitates expression of  Increases sense of attachment to the .
. . L . Radiah et
identity and affiliation brand community al., (2023)
with the brand N
Virtual Events Increases engagement Increases intention to re-engage with
A.
(launches, concerts, talk  and creates memorable  the brand L
shows) collective moments Chakraborty
et al. (2025)
Collaborative Games Encourages cooperation  Encourages voluntary brand
Chandel et
between users that advocacy L. (2024)
strengthens social al,
relationships
Community Rooms & Builds social networks Increases trust and long-term loyalty .
Kalyvaki et
User Forums around brand values
al., (2023)
Social Reputation & Provides emotional Strengthens user identification with .
. . . Ramdhani
Reward System incentives and social the brand ecosystem ot al
status within the ¥
! (2024)
community

Gamification Increases Motivation and Loyalty

Gamification is the application of game elements- such as points, levels, challenges, and
rewards- in a non-game context, which has been shown to significantly increase consumer
motivation to interact with brands in digital environments. In the context of the metaverse,
gamification provides a more immersive and enjoyable experience for consumers, who do not just
passively interact but become active participants in exploring brand value. Gamification
experiences in the metaverse significantly influence purchase intention, attitude toward the brand,
and intention to revisit the brand's virtual space (Moon & Han, 2023). Elements such as virtual
rewards and personal achievements provide a sense of accomplishment and recognition that
motivates users to continue participating. Gamification in the metaverse encourages affective
engagement with the brand and increases user satisfaction and advocacy (Bousba & Arya, 2022).

Gamification not only increases momentary engagement but is also an important
mechanism in shaping long-term consumer loyalty (Behl et al., 2024). Gamification strategies in
metaverse marketing successfully forge stronger emotional connections between brands and
consumers, as they feel rewarded through virtual incentive systems such as exclusive status, badges,
or premium content access (Chandel et al., 2024). Such rewards provide not only functional but also
emotional incentives, contributing to an increased perception of value and affection towards the
brand. Gamification mediates the relationship between consumer engagement and brand loyalty,
where the greater the engagement in the game system, the higher the level of loyalty formed
(Ramdhani et al., 2024). Gamification also creates a healthy competitive environment, allowing
users to compare their achievements with other users, which, in the long run, encourages repeat
participation and consistent interaction with the brand.

In a strategic framework, gamification in the metaverse is not just an entertainment tool but
an integral component in creating transformative, long-term, relationship-oriented brand
experiences. Fun, sustainable, and competitive gaming experiences create shared value between
consumers and brands and expand the space for co-creation in brand image development (Nobre &
Ferreira, 2017). The study by Asmita Gaikwad (2024) menggunakan pendekatan neural network
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untuk menunjukkan bahwa faktor motivasional seperti used a neural network approach to show
that motivational factors such as digital rewards have a significant influence on loyalty, especially
among the millennial generation. In general, successfully implementing gamification requires not
only the design of engaging game mechanics but also alignment with brand values and changing
consumer preferences. Therefore, brands looking to maintain relevance in the metaverse should
design gamification strategies that are adaptive, dynamic, and data-driven to build sustainable
loyalty.

Realism and Visual Quality Increase Consumer Trust

In virtual reality-based digital landscapes, such as the metaverse, high levels of visual
realism and graphic quality determine consumers' cognitive and affective perceptions of a brand
(Mansoor et al., 2024). Representational technologies capable of accurately simulating real-world
environments through dynamic lighting, high-quality textures, and multisensory interactivity
establish an affordant dimension of trust, where the user experience is not only processed as
entertainment but as a projection of the brand's own credibility. Perceived realism, which is divided
into subdimensions such as avatar engagement, overarching sensory perception, and social realism,
contributes significantly to the intensification of user engagement in the metaverse environment.
This engagement, within the framework of immersive media theory, acts as an antecedent of
proactive consumer behavior, including further information exploration and increased offline brand
engagement intentions (Cheung et al., 2024). High realism in visualization not only enhances
aesthetic appeal but also creates deeper belief construction through simultaneous affective and
cognitive experiences (Javornik et al., 2021).

Within the framework of cognitive-affective-behavioral theory, visual quality integrated
with interactive recommendation systems in the metaverse can strengthen affective trust, which is
the emotional trust that arises in response to the consistency, aesthetics, and ease of user
experience. In this context, visuals are no longer just a communication aid but an ontological
representation of the brand's value and quality (Abumalloh et al., 2024). The correlation between
visual elements and brand perception, which was identified in a systematic study, is that brand
visual identity significantly impacts consumers' assessment of quality, brand personality, and
loyalty (Vinitha et al., 2021). In the metaverse, where interactions occur in a non-physical domain,
visual identity becomes a symbolic entity that replaces touch, smell, and tactile aspects of the
consumer experience. Therefore, visual design strategies in the context of the metaverse must be
optimized as a medium capable of conveying brand reliability and authenticity while creating an
immersive brand experience that can translate into long-term preference and loyalty..

Use of Blockchain Technology and NFTs Promotes Sense of Ownership

In the context of Web-based digital marketing3, blockchain technology and Non-Fungible
Tokens (NFTs) have presented a new model of building relationships between consumers and
brands that is more interactive, participatory, and ownership-oriented (Moroz et al., 2024). Unlike
the conventional approach where consumers are merely users of products, the blockchain
ecosystem allows consumers to become the rightful owners of digital assets issued by brands, such
as artwork, exclusive access, digital fashion items, or even virtual spaces (Wilson et al., 2022). This
sense of ownership is not purely symbolic but rather supported by a decentralized verification
system that cannot be manipulated, thus increasing consumers' trust and emotional attachment to
the brand (Morewedge et al., 2021). NFTs serve as a medium to form a more intimate connection
between consumers and brands by owning unique digital assets. This model allows for a more
personalized, emotionally valuable, and collectible consumer experience, which are important
components in building long-term loyalty (Martin, 2022). An NFT-based system was designed for a
customer loyalty program in the agribusiness sector, and it was found that the exclusivity and
personalization characteristics of NFTs encourage customers to make repeat purchases to obtain
more personalized digital assets (Hosseinalibeiki & Zaree, 2023).

Ownership of NFTs also facilitates perceptions of control and active participation, where
consumers feel they have contributed to the brand narrative or community (Xie et al., 2023). This
phenomenon results in a more social and affective identification-oriented form of loyalty, the
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utilitarian and hedonic value of NFTs derived from features such as rarity, aesthetics, and blockchain
security, contributing directly to consumers' purchase intentions and loyalty towards such digital
assets. Furthermore, using NFTs in brand ecosystems reinforces exclusivity-based community
structures. Consumers who own an official NFT from a brand are typically given access to limited
events, specialized forums, or advanced collections, which creates an additional status-based layer
of experience. This creates a kind of symbolic capital in the virtual community, where NFT
ownership is not just about access but also about social recognition among members of the digital
community who are loyal to the brand (Gupta, 2023). Thus, it can be concluded that NFTs and
blockchain are not only revolutionizing the technical aspects of digital ownership but are also
becoming strategic tools in creating loyalty based on identity, engagement, and affective value.
Brands that integrate these technologies into their marketing strategies not only enrich consumer
interactions but also build stronger, long-term relationships based on a documented, provable, and
unreplicable sense of belonging.

CONCLUSION

This research confirms that the metaverse, an immersive and participatory virtual space,
opens up new strategic opportunities for brands to build more emotional, personalized, and
engaged consumer experiences. Through a qualitative approach involving an in-depth exploration
of user perceptions and experiences, the study found that several key elements- namely,
gamification, interactive narrative, social interaction, realistic visual quality, and the use of
blockchain and NFT technologies- significantly contribute to increased consumer emotional
engagement, ownership, and brand loyalty. First, gamification elements create intrinsic motivation
for consumers to continue interacting with the brand through reward systems, skill-based
challenges, and digital status. Second, interactive narratives provide space for consumers to actively
participate in shaping the brand story experience, which deepens emotional connections and
extends the duration of engagement. Third, social interaction among users in virtual communities
strengthens the collective dimension of consumer loyalty, forming a sense of community that
enhances brand advocacy. Fourth, high-quality visualization and graphical realism create a
perception of brand credibility and professionalism, thus building a strong foundation of trust.
Finally, ownership of blockchain-based digital assets- particularly NFTs- encourages feelings of
control, exclusivity, and affiliation towards the brand identity, making consumers not just users but
also part of the brand value ecosystem itself.

The study concludes that the success of marketing strategies in the metaverse relies heavily
on brands' ability to create emotionally, socially, and technologically integrated experiences that
are not only cognitively relevant but also affectively meaningful. In a digital era based on
participation and ownership, consumer engagement can no longer be built solely through one-way
promotions but must be realized through experience design that allows consumers to feel
“belonging”, “playing a role”, and “connected” in the brand ecosystem. This research makes
conceptual and practical contributions to developing future brand engagement strategies and
highlights the importance of a multidimensional approach in designing consumer experiences in
the metaverse.
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