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ABSTRACT

A plethora of metaverse marketing concepts and simulations can be offered to brands
and advertisers to engage consumers and amplify brand recall. The Metaverse has
the potential to transform business, education, and healthcare, but current technol-
ogy and infrastructure hinder its widespread adoption. The Metaverse, a vast and
immersive 3D digital environment, has emerged as the fifth stage in the evolution of
the internet. Brands can advertise in the Metaverse through two distinct methods:
themed spaces or advertising in existing metaverse spaces that are embedded with
locations, activities, and avatars. Although still in its early stages and far from ubiq-
uitous, major brands such as Coca-Cola, Nike, and Gucci have begun to adopt the
Metaverse for their marketing initiatives. Indian brands, on the other hand, are just
starting to explore whether such marketing is promising in the Indian context. This
study responds to Yin’s call to develop a nomenclature and system of environmental
facets and elements in creative, multisensory marketing communication. A plethora
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of metaverse marketing concepts and simulations can be provided to brands and
advertisers to engage consumers in an immersive experience and amplify brand
recall. The study designates and describes three environmental facets of metaverse
marketing simulations using the multisensory approach: (a) an immersive virtual
multisensory marketing, (b) an interactive virtual multisensory marketing, and (c)
A communal, virtual, multisensory marketing experience. It offers 11 environmental
elements for metaverse marketing simulations, utilizing components that brands
and advertisers can design to create engaging and immersive experiences. Brands
and marketers can use the insights gained from this study to better understand the
potential of the Metaverse for marketing purposes. With the growing proliferation
of social media and real-time interaction tools, communication through social or
participatory media has become a diverse array of formats. Accordingly, brands
and advertising agencies should consider crafting novel and interactive experiences
as a viable means of promotional communication.

1. INTRODUCTION

Digital and social media marketing are now indispensable components of modern
marketing strategies (Dwivedi et al., 2021). Digital content marketing fosters con-
sumer engagement, Trust, and value by creating and distributing relevant, valuable
Content on digital platforms, ultimately leading to increased brand equity (Hollebeek
& Macky, 2019). Social media are arenas for nudging consumer-brand relationships
through experiential media (Vuorenmaa, 2018). Social media is one of the most
effective platforms to reach target audiences. Consumer engagement in online brand
communities is complex and dynamic, with different engagement states and varying
levels of intensity over time, leading to enhanced loyalty, satisfaction, empower-
ment, connection, emotional bonding, Trust, and commitment(Brodie et al., 2013a).
Social media provides brands with an opportunity for experiential interaction with
consumers. This qualitative Study examines the experiential posts of Indian brands
on social media. Eight brands, including Clarion, Rural Electrification Corporation,
Kumharas, Waghbakri Tea, Barbeque Nation, Bikanervala, Haldiram’s, and the Pu-
ranik group, are scrutinized. A brand community demonstrates that marketers can
strengthen brand communities by facilitating shared customer experiences, altering
dynamic characteristics, and conceptualizing customer loyalty as an integral part
of the brand community (McAlexander et al., 2002). User-generated social media
communication has a positive influence on brand equity and attitude. User-generated
Content (UGC) has a more substantial impact on consumer purchase behavior than
marketer-generated Content (MGC), with both content types influencing purchase
decisions through embedded information and persuasion(Goh et al., 2013).
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