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ABSTRACT

The chapter explores how VR and AR technologies influence consumer behavior in 
the metaverse, emphasizing the need for businesses to understand these dynamics. It 
delves into cognitive processes, emotional responses, and socio-cultural influences 
shaping purchasing decisions in virtual environments. The research analyzes 
user interactions, interface design, sensory immersion, and social interactions to 
uncover factors driving consumer engagement and decision-making. It highlights 
the importance of user-centered design, personalized marketing, and immersive 
storytelling for creating compelling virtual experiences. The study also identifies 
challenges and opportunities for businesses leveraging VR and AR technologies to 
enhance consumer engagement and drive sales in the metaverse, offering practical 
recommendations for success in the digital marketplace of the future.
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INTRODUCTION

The intricate interplay between perception, emotion, and cognition shapes our daily 
behaviors and choices, ranging from meticulously planned actions to spontaneous, 
impulsive decisions. This distinction has been consistently observed in rigorously 
controlled studies within the fields of psychological and cognitive neuroscience. 
The categorization of decisions as either cognitive or emotional responses has been 
explored across various disciplines, including neuroscience, philosophy, psychology, 
and commercial studies (Schall, 2001). Notably, behavioral studies have long posited 
a dichotomy between an emotional, impulsive system and a more cognitively driven, 
deliberative system (Frankish, 2010).

The advent of digital transformation has paved the way for new realities, with 
a heightened emphasis on immersive experiences and how brands can engage 
consumers through personalized and entertaining interactions to drive product 
purchases in this decentralized landscape. However, consumer behaviors are not 
uniform, and in these novel contexts, it is imperative to investigate their behaviors 
and purchasing predispositions. As e-commerce has become increasingly prevalent in 
consumers’ lives, understanding the distinction between this new concept of reality 
and traditional commerce is crucial (Neves et al., 2022).

Virtual commerce, defined as commercial activity conducted within immersive 
virtual environments, represents one of the latest advancements in e-commerce, a 
transformative business tool propelled by technological progress, business innovation, 
and societal adoption over the past two decades (Grupac, 2022). Consumer behaviors 
have undergone a shift from physical, brick-and-mortar stores to online platforms 
(Cheung et al., 2005), and are now on the cusp of fully transitioning into mixed 
reality (MR) (Shen et al., 2021).

Recent research in Virtual Reality (VR) has explored the integration of VR and 
supermarkets as a research tool (Peschel et al., 2022) and as an educational application 
for individuals with autism (Thomsen and Adjorlu, 2021). VR supermarkets have 
also been employed to examine consumers’ behavior in selecting healthy food 
(Eichhorn et al., 2021; Melendrez-Ruiz et al., 2021), and with the assistance of 
artificial intelligence, virtual supermarkets have been studied as a “shopping at 
home” solution (Shravani et al., 2021). Recently, the diverse effects of VR on brain 
responses have been assessed using electroencephalography (EEG) (D’Errico et 
al., 2020; Dini et al., 2022). The immersive nature of VR and the semi-realistic 
environments these technologies offer could facilitate the examination of neural 
responses in a more authentic manner. Schaefer et al. (2016) conducted a VR 
shopping task to investigate the impact of price expectation violation on the P300 
component of EEG, while Rosenlacher et al. (2018) studied the effects of a VR store 
on human shopping behavior.
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