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ABSTRACT
The creator’s economy in the metaverse is poised to revolutionize the retail 
industry by offering an array of benefits to its stakeholders. In this emerging 
landscape, creators, brands, and retailers alike stand to gain substantially. 
Creators can leverage the metaverse’s limitless creative potential to craft 
unique and immersive shopping experiences, fostering deeper connections 
with consumers. Brands can tap into the metaverse’s vast and diverse user base 
to reach new audiences, drive engagement, and experiment with innovative 
marketing strategies. It is essential to bring various stakeholders together 
and to integrate the physical and virtual world together to leverage potential 
synergies and cross-channel benefits. Retailers should adopt a comprehensive 
and all-encompassing retailing strategy keeping customers and creators in 
the center and enabling customers to select their preferred shopping channel 
throughout their entire customer journey.
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Creator’s Economy in the Metaverse

INTRODUCTION

The Metaverse, a concept once confined to the realms of science fiction, is 
now rapidly becoming a tangible reality. In this digital universe, individuals 
are transformed into creators crafting immersive experiences and content that 
blur the boundaries between the physical and virtual worlds (Florida, 2022). 
This transformative shift has given rise to what is known as the “Creator’s 
Economy,” a dynamic ecosystem where creative individuals and businesses 
leverage technology to generate, distribute, and monetize content (Rieder, 
2023). While the impact of the Creator’s Economy extends across various 
sectors, this chapter delves into its profound implications for the retail industry. 
As stakeholders within the retail landscape increasingly explore the potential 
of the Metaverse, they are poised to unlock innovative opportunities that 
could redefine the future of commerce.

In the era of the Metaverse, retail is no longer confined to brick-and-mortar 
stores or even e-commerce websites. Instead, it transcends physical constraints, 
immersing consumers in a multifaceted digital realm where creativity knows 
no bounds. This chapter embarks on a journey to explore how the Creator’s 
Economy, a driving force behind this paradigm shift, intertwines with the 
retail industry. As the lines between consumers and creators blur, retailers are 
presented with unprecedented avenues for engagement, personalization, and 
brand storytelling. From virtual storefronts to augmented reality shopping 
experiences, the Metaverse offers retailers a transformative canvas to redefine 
their strategies, forge deeper connections with customers, and ultimately 
thrive in an evolving landscape where innovation reigns supreme.

Metaverse: The term “Metaverse” refers to a virtual, interconnected, 
and immersive digital universe or space that transcends the boundaries of 
the physical world (Mystakidis, 2022). It is a collective virtual shared space 
where users can interact with each other, digital objects and environments 
in real time, often through the use of Virtual reality (VR), augmented reality 
(AR), or other advanced digital technologies (Kamenov, 2021).

Three decades ago, author Neal Stephenson introduced the idea of the 
metaverse in his novel “Snow Crash” (Stephenson, 1992). Within his literary 
work, Stephenson envisions a parallel virtual realm in which individuals have 
the opportunity to both inhabit and engage in work-related activities. These 
virtual interactions, which transcend the conventional constraints of time and 
space, are often regarded as the epitome of the internet’s capabilities. In the 
metaverse, users can create, explore, socialize, work, play and conduct various 
activities, similar to the way the people engage in the physical world (Ball, 
2021). It encompasses a wide range of experiences, from virtual world and 



 

 

12 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/chapter/creators-economy-in-the-

metaverse/341025

Related Content

Four Questions You Should Ask Before Using Virtual Reality for

Psychological Research
Max Teaford, Feng Guo, William W. Moore, Madison Murray, Hannah C. Daugherty,

Connor Callaway, Madalyn Filetti, Maddox Holtz, Tanner Greeneand Shyla S. Khan

(2025). International Journal of Virtual and Augmented Reality (pp. 1-9).

www.irma-international.org/article/four-questions-you-should-ask-before-using-virtual-reality-for-

psychological-research/374030

Thinking in Virtual Spaces: Impacts of Virtual Reality on the Undergraduate

Interior Design Process
Elizabeth Poberand Matt Cook (2019). International Journal of Virtual and Augmented

Reality (pp. 23-40).

www.irma-international.org/article/thinking-in-virtual-spaces/239896

Visual Complexity Online and Its Impact on Children's Aesthetic Preferences

and Learning Motivation
Hsiu-Feng Wangand Julian Bowerman (2018). International Journal of Virtual and

Augmented Reality (pp. 59-74).

www.irma-international.org/article/visual-complexity-online-and-its-impact-on-childrens-

aesthetic-preferences-and-learning-motivation/214989

A Look at Other CoPs
Paul Hildreth (2004). Going Virtual: Distributed Communities of Practice  (pp. 141-

157).

www.irma-international.org/chapter/look-other-cops/19317

INSIDE: Using a Cubic Multisensory Controller for Interaction With a Mixed

Reality Environment
Ioannis Gianniosand Dimitrios G. Margounakis (2021). International Journal of Virtual

and Augmented Reality (pp. 40-56).

www.irma-international.org/article/inside/298985

http://www.igi-global.com/chapter/creators-economy-in-the-metaverse/341025
http://www.igi-global.com/chapter/creators-economy-in-the-metaverse/341025
http://www.igi-global.com/chapter/creators-economy-in-the-metaverse/341025
http://www.irma-international.org/article/four-questions-you-should-ask-before-using-virtual-reality-for-psychological-research/374030
http://www.irma-international.org/article/four-questions-you-should-ask-before-using-virtual-reality-for-psychological-research/374030
http://www.irma-international.org/article/thinking-in-virtual-spaces/239896
http://www.irma-international.org/article/visual-complexity-online-and-its-impact-on-childrens-aesthetic-preferences-and-learning-motivation/214989
http://www.irma-international.org/article/visual-complexity-online-and-its-impact-on-childrens-aesthetic-preferences-and-learning-motivation/214989
http://www.irma-international.org/chapter/look-other-cops/19317
http://www.irma-international.org/article/inside/298985

