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Abstract: The Covid-19 pandemic has led to marginal changes in traditional lifestyles and standards, and 

technological developments that bring physical reality closer to virtual reality, with the increasing influence of the 

digital revolution. Among these developments, Metaverse stands out the most, and due to its projection dating back 

much earlier than the Covid-19 pandemic, it provides the most systematic presentation as a virtual reality. With its 

collection of online worlds and lives, Metaverse can cause radical changes in daily life and, therefore, deserves 

special attention. As an alternative universe concept offered to people, this area is envisioned to provide all kinds of 

social interaction services, such as shopping, advertising, digital production, marketing, security, education, 

entertainment, and any other type of social interaction that comes to mind, just like in daily life. To benefit from 

these services, it is necessary to be present in the Metaverse universe as a unique avatar user. Users will be able to 

buy and sell digital objects with blockchain-based digital currencies, participate in digital partnerships and ventures, 

create digital markets, and thus increase their digital profits and pleasures. While Metaverse marketing is not based 

on a different logic than marketing in physical reality, it can bring a new dimension to the science of marketing as it 

provides a freedom-oriented activity area unencumbered by classical limitations due to blockchain advantages. A 

new field of activity is emerging that greatly expands the limits of marketing science with Metaverse, and all 

marketing actors should position themselves in the most accurate and timely manner against this innovation. This 

article discusses the philosophy, birth, operation, components, and development direction of Metaverse marketing 

based on the 7P marketing mix. 

Keywords: 7P marketing mix, Metaverse, marketing, metahuman. 

元界中的营销：通过 7P 营销组合进行评估 

摘要：随着数字革命的影响越来越大，新冠肺炎大流行导致传统生活方式和标准发生边

际变化，以及使物理现实更接近虚拟现实的技术发展。在这些发展中，元界最为突出，并且

由于其投影可以追溯到远早于新冠肺炎大流行，它提供了最系统的虚拟现实呈现。凭借其收

集的在线世界和生活，元界可以在日常生活中引起根本性的变化，因此值得特别关注。作为

提供给人们的另类宇宙概念，该区域被设想为提供各种社交互动服务，例如购物、广告、数

字制作、营销、安全、教育、娱乐以及任何其他想到的社交类型 ，就像在日常生活中一样。

要从这些服务中受益，必须以独特的头像用户身份出现在元界宇宙中。用户将能够使用基于

区块链的数字货币买卖数字对象，参与数字合作伙伴关系和风险投资，创建数字市场，从而
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增加他们的数字利润和乐趣。虽然元界营销与物理现实中的营销基于不同的逻辑，但它可以

为营销科学带来新的维度，因为它提供了一个自由导向的活动区域，不受区块链优势带来的

经典限制。一个新的活动领域正在出现，它极大地扩展了元界营销科学的极限，所有营销人

员都应该以最准确、最及时的方式定位自己以应对这种创新。本文从7P营销组合出发，探讨

元界营销的理念、诞生、运作、构成及发展方向。 

关键词：7P营销组合，元界，营销，元人。 

  
 

1. Introduction 
While consumption is essentially a basic need, it has 

recently turned into a passion and become one of the 

main factors shaping the industry. The diversification 

of the industry and its rapid development with 

advanced technology, on the one hand, have caused 

undesirable situations such as environmental pollution, 

global climate change, and carbon-related widespread 

diseases [7], while on the other hand, they have paved 

the way for innovative ideas by combining passions 

with imagination [8]. The Metaverse project [9], which 

enables full-time tracking of users, transforming their 

virtual behaviors into data and making personalized 

recommendations unprecedentedly, is undoubtedly one 

of the most remarkable ideas among these. Although 

the emergence of Metaverse dates back to the fictional 

novel Snow Crash, in which Stephenson first coined 

the term in 1992 [10-12], the Covid-19 pandemic has 

accelerated the development of the project. The 

restrictive conditions such as closure and social 

distancing brought to the agenda by the Covid-19 

pandemic, combined with the opportunities offered by 

web 3.0 technology, have made the scenarios in the 

cyberpunk movement led by Stephenson applicable. 

The cyberpunk movement is based on a life projection 

where science and technology have made significant 

progress, but people's quality of life has deteriorated 

over time, or the established social order has undergone 

a radical change [13], briefly expressed with the slogan 

"high technology, low life" [14]. The metaverse term 

used by Stephenson in his work is loaded with the 

meaning of developing virtual solutions by infiltrating 

the brains of people struggling in digital chaos and 

looking for ways out like a computer virus [15]. Based 

on Stephenson's metaverse fiction, many virtual worlds 

have been designed over time, and attempts have been 

made to realize these virtual worlds to the extent of 

digital capabilities.   

On the other hand, there is no definitive consensus 

on the terminological equivalent of the concept of a 

metaverse. When translated literally into Turkish, 

metaverse means "beyond the universe" [16]. In its 

most common sense, however, the metaverse refers to a 

new reality universe where the boundaries between the 

physical and virtual worlds are lifted, allowing for 

integrating both worlds [17]. Metaverse is based on the 

philosophy of enabling real individuals, who take on 

virtual characters in the form of avatars, to be present 

in augmented virtual environments and to interact fully 

with other avatars. In this respect, the metaverse serves 

as a bridge between physical reality and virtual reality. 

Artificial intelligence-powered intelligent assistants 

are essential to digital interaction [18]. Entry into the 

metaverse universe is planned through virtual reality 

helmets or smart glasses, and smart lenses will take 

their place in the near future [19]. Technological 

infrastructure studies are ongoing in many sensory 

areas, such as vision enhanced by smart lenses, 

walking, running, effective use of hands and facial 

expressions, and smell detection. 

All authorities on marketing agree that the 

metaverse universe will generate a trillion-dollar 

economy due to its unique products and services [20]. 

The cornerstone of the metaverse economy will be 

digital objects such as NFTs (non-fungible tokens). It 

will be possible for an avatar to meet its virtual 

hardware needs, fulfill virtual desires, and participate in 

virtual events by purchasing NFTs or using other 

digital objects, depending on its economic power. The 

emergence of the metaverse is an inevitable result of 

digital development, and it is impossible to remain 

indifferent to this conjuncture, which also appears as 

the transformation of marketing. Therefore, one must 

participate in every stage of change, experience, and 

internalize developments in real time. 

To provide the most systematic analysis and the 

most understandable transmission of marketing in the 

metaverse universe, a descriptive presentation through 

the 7P marketing mix model was preferred as the 

method in this study. The 4P marketing mix model 

consisting of product, price, promotion, and place 

components has undergone changes over time with the 

influence of externalities such as digitalization, e-

commerce, and e-advertising, and physical evidence, 

people, and process components have been added to the 

four components, giving rise to the modern marketing 

mix called the 7P model [21]. Marketing in the 

metaverse universe has been thoroughly analyzed 

based on the components of this 7P marketing mix 

model. 
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2. Products in the Metaverse Universe 
Metaverse refers to a cyber space where user 

interactions are strengthened and developed through 

digital infrastructure systems [22]. The Metaverse 

market, which is based on highly realistic cyber 

relationships between users, can be analyzed through 

both transactional and functional marketing. However, 

in order to comprehensively and systematically 

examine marketing in the Metaverse universe, it is 

deemed the most appropriate to use the 7P marketing 

mix as a method of presentation. 

Relationship marketing is based on creating value 

and full-time sharing [23, 24]. In this respect, it is 

expected that marketing in the Metaverse universe will 

take shape in a relational direction and develop in line 

with interaction with other stakeholders and continuity 

in the market [25]. The first step that initiates this 

interaction will be for users to acquire avatars and 

establish themselves within the system, followed by the 

process of digital content production. As in 

transactional marketing, the product (digital content) is 

the main axis of all market activities in relational 

marketing as well. 

Generally, the term "product" refers to planning and 

developing a marketable good or service [26]. The 

concept of product is used synonymously with the 

presentation of the market by producers [27]. In the 

metaverse universe, the product presentation of each 

actor forms the basis of the benefit to be provided to 

other actors. It is possible to explain the product 

development activity, which is the most important 

aspect of the 7P marketing mix in the metaverse 

universe with some marketing theories, but game 

theory can provide the most systematic explanation 

among these theories. Because game theory, which 

predicts a series of processes that bring together 

mathematical models and was first introduced to the 

literature with the book "The Theory of Games and 

Economic Behaviour" by Von Neumann and 

Morgenstern in 1944 [28], based on an algorithmic 

foundation [29], seems to have been designed for the 

metaverse universe. Over time, game theory, which has 

developed itself, indicates that users' behaviors have 

changed with digital technology beyond connecting to 

digital environments, and as a result, new needs and 

expectations have emerged in companies' business 

models, organizational structures, and marketing 

practices and argues that players in the digital market 

need to be better understood and better strategies 

developed based on these findings [28]. According to 

the game theory, where digital users are accepted as 

online customers, a technological revolution has taken 

place in today's market conditions, and the rules of the 

game have completely changed. However, the clear 

definition of these new rules and sharing them with 

other market actors is also a requirement of game 

theory. 

When creating a product within the framework of 

game theory logic, it is necessary to analyze the 

available data at the most functional level and take into 

account the expectations of the customer (digital users), 

think like an end user, and follow a plan/strategy. 

While this plan/strategy is determined based on the 

product owner's own ability and imagination, it is 

shaped according to the general-regulatory rules of the 

metaverse universe [30]. 

It is thought that in the metaverse universe, a part of 

the products will consist of innovative ideas with NFTs 

and similar digital objects, and a larger part will consist 

of digital services representing an abstract meaning 

[30]. Service, in general definition, has a more or less 

intangible structure, which is generated during the 

interaction between the customer and the service 

provider and provides solutions to customer problems 

[31]. Services that will emerge through startups 

specific to Web 3.0 technology are expected to be the 

main driving force of marketing in the metaverse 

universe [32]. Service providers specific to the 

metaverse universe are likely to play an active role in 

many activities such as meeting the cybersecurity needs 

of avatars, designing and operating digital exchanges, 

establishing rental and advertising companies, planning 

avatar investments in the metaverse universe, and 

conducting digital social initiatives (such as consumer 

cooperatives, philosophical organizations, chat and 

support groups, industry associations, etc.). These 

servers can be any avatar or a virtual company 

(metacompany) established by a few avatars. 

An alternative life where avatars can interact 24/7 is 

being planned with the Metaverse [33]. Ideas that can 

make this life more fun can be marketed as products in 

the most exclusive shopping items of the Metaverse 

universe. For example, innovative services such as 

virtual marriages, virtual children/parents/relatives, 

virtual assassinations (hacks/cracks), virtual 

disaster/robbery insurance software, virtual law, 

psychology, astrology, economic consultancy, etc. have 

begun taking shape and developing in the Metaverse 

platform, particularly for investors interested in 

investing in the new universe. 

The most basic products in the Metaverse universe 

are goods and services that meet the general needs of 

avatars, and it seems that global enterprises such as the 

Meta Company dominate the supply of these products 

for a fee [34]. Virtual costumes, virtual identities, web 

3.0 network services that avatars can use, activation of 

certain functions, and other basic level products are 

among the first examples that come to mind in this 

context. However, the most typical example of 

marketing unique to the Metaverse universe is non-

fungible tokens (NFTs), which represent an invaluable 

token that cannot be exchanged. While NFTs are 

marketed in the digital platform, they reflect the 

Metaverse philosophy most accurately since they also 

have a physical reality aspect by representing a type of 

material value [35]. 
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To produce NFTs, certain blockchain standards with 

the ability to function as unique tokens in the metaverse 

market, such as the ERC-721 standard on the Ethereum 

blockchain, need to be used [35]. As each ERC-721 

product is unique in structure and value, it is almost 

impossible for tokens to be traded with each other. 

Cryptocurrencies such as Bitcoin, which can be 

exchanged and traded like physical currencies such as 

the US Dollar or the Turkish lira, are unsuitable for 

NFT production. Furthermore, since other nominal 

values can be divided into small shares, NFTs, being 

singular, cannot be divided [36]. 

NFTs are already widely used on various digital 

platforms. The scope of NFT use extends beyond the 

gaming market to include art, real estate, and other 

similar assets. Among these, NFTs with a particularly 

artistic aspect are the most prominent products in 

metaverse markets as a novelty that comes with web 

3.0. NFTs have given rise to a new art movement 

called cryptoart. Cryptoart is a digital art creation 

whose most fundamental characteristic is to make 

digital files unique [37]. This definition is in line with 

the characteristics of the metaverse, and therefore, 

NFTs are one of the first things that come to mind 

when discussing the metaverse market. 

To buy and sell NFTs in the Metaverse universe, it 

is necessary to first obtain an Ethereum wallet 

connected to a decentralized application. This wallet is 

necessary for various trading activities, from entering 

the produced NFTs into the system for a commission 

fee to transferring purchased or gifted products. The 

process of developing digital content uniquely and 

offering it for sale in Metaverse markets is called NFT 

production, or more technically, minting [1]. The 

stages of a minting process are illustrated in the 

following figure. 

 
Fig. 1 Minting process [1] 

 

Undoubtedly, other inventions, such as NFTs, will 

emerge in the metaverse universe over time. In this 

context, it seems inevitable to develop digital ideas 

involving innovation, market these ideas as a strategic 

product by digital think-tank companies, and establish 

digital consulting and investment companies that will 

provide services to avatars regarding this process [36]. 

Although the metaverse has aroused people's curiosity 

as a newly established digital revolution, it is still filled 

with many unknowns, making it a field that requires 

professional guidance and even specialized education. 

Such guidance and educational activities emerge as 

another service category specific to the metaverse 

universe. Metaverse presents significant opportunities 

for investors in terms of product/service planning and 

development, while also transforming users, who are 

essentially marketing actors, into investors through the 

ease of digitalization. With Metaverse, a wide range of 

products will be developed both quantitatively and 

qualitatively, and various digital marketing models will 

be developed for these products [36]. 

 

3. Price in the Metaverse Universe 
Price is the nominal or real value paid to acquire a 

good or service [38]. More technically, price refers to 

the exchange rate of one good or service for another 

[39]. In the Metaverse universe, price is the 

cryptocurrency paid for digital goods and services in 

exchange for the offered price. 

 
Fig. 2 Minting process [1] 

 

In the Metaverse universe, an economy market is 

developing with private property and competition 

freedom, and minimal official authority intervention. In 

such markets, consumer sovereignty prevails. In 

markets where consumer sovereignty is valid, the price 

mechanism focuses on answering the question of how 

goods and services are produced. Users who are part of 

the Metaverse system, whether active or potential 

digital content creators and buyers, produce goods and 

services and offer them to the market with almost zero 

cost, except for the commission fees paid within the 

system. They are also consumers and buyers who 

demand these contents from the market. In this sense, 

the Metaverse universe is an excellent example of a 

perfect competitive market [40]. 

In the Metaverse perfect competition market, almost 

all users act like physical reality firms. In the 

Metaverse market, users with original digital designs 

sell digital goods and services, whereas physical reality 

firms' Metaverse branches also offer their own goods 

and services to the market using 3D web technology. 

Thus, a kind of digital market industry emerges. In a 

narrow sense, an industry is a group of firms that 

produce the same product [41].  

Metaverse presents a new understanding of industry 

that is based on the marketing of digital content. In the 

Metaverse perfect competition market, which can also 

be called the Metaverse industry, the formation of price 

equilibrium in the short term is not expected [42]. This 

is because the supply and demand curves have not yet 
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been shaped.  

It is necessary to make a special note about the 

profit understanding of Metaverse users. Profitability is 

the main goal in pricing [38]. However, in the 

Metaverse industry, as companies operate in the market 

outside of the norm, concepts such as cost, profit, and 

loss can have different meanings. When the hardware 

expenses that transform users into meta-humans and 

the necessary commission fees for the supply of digital 

content to the market are set aside, it is considered that 

production costs will be at a very low level in the 

Metaverse market, and therefore, it is seen that the 

users' aim is not only profitability, but also maximizing 

profits [43]. Indeed, in the Metaverse universe, 

numerous users who can offer the same goods or 

services, apart from NFTs, are constantly in interaction, 

and the number of users is constantly increasing. To 

maintain this interaction, the pricing mechanism in the 

Metaverse universe tends to shift toward structural 

goals that go beyond profitability and focus on social 

objectives over time [44]. To become a popular or 

respected avatar in the Metaverse, one must have the 

highest number of metaneighbors, metafriends, and 

metabusiness partners. To achieve this, digital goods 

and services can be priced high or even be very cheap 

or even free to expand the social environment. 

In the Metaverse perfect competition market, the 

price of digital content is determined, as shown below. 

Another reason is that not only homogeneous users 

producing the same goods but also heterogeneous users 

offering various goods and services are positioned 

within the system. For these reasons, price equilibrium 

in the Metaverse industry tends to occur only in the 

long term, as users reach saturation in making profits 

proportional to their supply potential (production scale) 

[41]. 

Users in the metaverse universe create their 

demands to some extent with their own desires. In 

other words, users in the metaverse universe can 

contribute to the pricing process as long as they can 

produce and offer digital content to the market. As the 

metaverse market is a newly established one, it is clear 

that supply and demand will become more predictable 

over time [44]; however, this situation may have some 

disadvantages for users, even though it may seem like 

an advantage of free production and pricing, in a 

market where numerous buyers and sellers come 

together and full of uncertainties. Besides the nominal 

losses caused by the inability to make sales, the time 

and effort spent on producing digital content should be 

considered as a significant loss. Indeed, a significant 

mental effort must produce digital content. For users, 

the fundamental cost is the time and effort spent [44]. 

Since the digital content production requires special 

efforts, cost-based pricing is thought to stand out in the 

metaverse market [45]. Cost-based pricing is 

determined by the product cost and desired profit 

margin [46]. It is understood that users in the metaverse 

markets will pursue profitability that cannot be 

compared to physical reality, as reflected from 

cryptoexchanges. Some users who make astronomical 

gains from cryptoexchanges will also be positioned in 

the metaverse universe with the same motivation for 

gain, but as the metaverse project takes shape and 

becomes systematic over time, prices are expected to 

stabilize in the medium term and a kind of price 

stability will emerge in the long term [45]. 

The "price regulation" seen as the final stage in Fig. 

2 plays a key role in balancing the metaverse markets 

[44]. Like the national currencies of countries, each 

metaverse sub-universe has its own unique digital 

currency. To operate as a user in the sub-universes, 

ethereum wallets need to be converted to the relevant 

currency. The monetary systems of the sub-universes 

follow a volatile path due to these conversions, and the 

resulting price fluctuations become a fundamental 

characteristic of the metaverse markets [44]. 

 

4. Promotion in the Metaverse Universe 
In the era of Web 3.0 (semantic web), the metaverse 

is considered the most important tool for brands to gain 

a foothold in the market [47]. This is because the 

classic understanding of marketing has changed with 

the emergence of the metaverse, which now represents 

a much larger space. To succeed in this new arena, it is 

necessary for brands to quickly grasp the reality of the 

metaverse and fulfill the requirements of the new 

market conditions at an optimum level. Just as having a 

website in the era of Web 1.0 and conducting e-

commerce activities in the era of Web 2.0 were 

perceived as a matter of reputation, valued and 

considered essential for market success, being present 

in the metaverse universe in the era of Web 3.0 will be 

seen as an independent reputation factor [9]. In the 

initial stages, the reputation of brands is being 

measured in some aspects by their activities and 

interactions in the metaverse universe, and the concept 

of brand image has also expanded in meaning [47]. 

Personality, identity, and image concepts are crucial 

in achieving an ideal level of reputation for a brand. 

The brand's image refers to how it is perceived by other 

stakeholders in the market [9]. Considering that an 

avatar or a brand in the metaverse has an enormous 

number of external stakeholders that cannot be 

compared to physical reality, a transformation is 

expected in brand reputation, particularly in terms of 

the image axis, in the web 3.0 era [48]. Brand image is 

related to how a business is perceived by customers 

rather than its actual situation [49]. In the metaverse 

universe, every user competes to become a brand, and 

to do so, they must stand out more than other users, 

who are also potential customers. To stand out in the 

digital world, it is necessary to have a high number of 

followers, high activity, a popular account, and to use it 

with a business mindset. It is considered difficult for 

low-active, passive users to survive in the metaverse 
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market [48]. Therefore, it is expected that image 

consultants specific to the metaverse will emerge over 

time [50]. 

To establish a presence in the Metaverse market, 

advertisements are as important as having a good 

image. Advertising, which is the most classic 

promotional tool transferred from physical reality to 

virtual reality, is an inevitable method to stand out 

among millions of users with similar features. In 

physical reality, advertising refers to promoting and 

persuading a product, service, or idea to market circles 

positively through mass media by a responsible party in 

exchange for a predetermined price [51]. As can be 

seen from the definition, mass media is used to conduct 

advertising activities, and therefore, choosing the most 

accurate communication tool is important in 

advertising [52]. Choosing the right communication 

channel is a more prioritized issue for advertisements 

in the Metaverse markets because communication in 

the digital realm is quite different from communication 

in physical reality. 

In the Metaverse universe, although all 

communication tools are digital, various 

communication methods are encountered due to 

differences such as effective or ineffective, continuous 

or intermittent, purposeful or structural communication. 

Communication that occurs between users through 

electronic message networks can create a positive 

communication ground in the promotion/advertising 

axis, as well as negative communication in the 

disinformation (product denigration) axis [53]. To 

intensify these effects in the positive area, it is 

beneficial to use one-to-one communication in 

Metaverse networks more effectively, respond quickly 

to incoming questions and requests, and convey 

innovations to other users in the network more quickly 

and in detail [53]. In the Metaverse universe, 

advertising, which comes from a tradition in physical 

reality, is expected to be the most important marketing 

communication tool. It is evaluated that advertising in 

the Metaverse universe will develop significantly to 

ensure awareness before sales and to hold onto the 

market after sales [29]. Therefore, advertising 

companies specific to the Metaverse universe, which is 

a new market field for many users, have already started 

to be established [54]. 

It is inevitable for large companies to use the 

advantages of digital media in advertising their brands 

in physical reality [55]. In the metaverse universe, 

where physical and virtual realities merge, and each 

user acts like a large company, the importance of 

advertising increases even more [53]. It is thought that 

a widespread advertising activity will be carried out on 

three-dimensional digital billboards placed in sub-

universes, cities, lands, walls or interiors of places, 

virtual billboards, and similar other places in the 

metaverse universe. Metaverse advertising, which 

focuses on promoting active metaverse users in the 

short term, maintains the sales of branded users in the 

market in the medium and long term. The large 

metaverse marketing with millions of marketing actors 

provides the following advantages with advertising 

activities [56]: 

• Creating awareness for the presence of the user's 

avatar; 

• Facilitating the user's market communication and 

interaction; 

• Creating popular sellers, content, and markets; 

• Increasing the visibility of the digital goods or 

services launched by the user in the market; 

• Showing that physical reality companies also exist 

in virtual reality; 

• Building user/brand loyalty; 

• Ensuring the repurchase of bought digital content; 

• Preventing sales fluctuations and sudden 

movements; 

• Encouraging users to try out the digital products 

offered in the market; 

• Promoting stock expansion and sales tracking to 

make users spend more time in the metaverse universe; 

• Creating collaboration opportunities with other 

users to pave the way for digital entrepreneurship; 

• Combating competitor users' sales promotion 

techniques; 

• Developing competitive digital content production. 

Taking into account the numerous deterrent factors 

that arise in the metaverse universe, including 

presentation and content similarities and the abundance 

of users constantly entering the market, special efforts 

must be made to ensure customer loyalty [57]. 

However, customer loyalty is critical for sales 

retention. To achieve customer loyalty in the metaverse 

universe, it is necessary to first recognize that users are 

a new generation of customers. The new generation of 

customers is easily bored, seeks entertainment [58], is 

open to innovations, and pursues quality [59]. To 

appeal to these types of consumers, it is necessary to 

offer products and services with content that meets 

their needs. 

 

5. Distribution in the Metaverse 

Universe 
Distribution, as a marketing mix, refers to 

delivering the product or service to the buyer in the 

most favorable way in terms of place and time. In the 

classical sense, place refers to the physical reality 

where a product is exchanged between the seller and 

the buyer. In terms of services, place refers to the 

physical area where the service will be provided. The 

firm should pay attention to how to deliver the product 

at the right time and in the right place and which 

channel to use to deliver the product [60]. 

The metaverse universe brings a new dimension to 

many marketing concepts such as distribution, supply, 

and delivery as the ultimate point of digitalization [57]. 

Nevertheless, the distinction between goods and 
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services is still valid in the metaverse market, and 

ethical principles that dominate the physical 

distribution are also observed in virtual reality. It is 

thought that these principles and other rules specific to 

the metaverse will develop and settle over time [57]. At 

this point, the concept of metaverse law comes into 

play. It is predicted that a decentralized life will be 

maintained parallel to the blockchain mentality in the 

metaverse universe [61], but it is not considered to be 

established in a chaotic plane [62]. The metaverse 

universe, which is not only a new digital era but also a 

huge market, is expected to have a meta-constitution 

that includes general rules, standard contracts for use, 

buying and selling, necessary smart contracts for 

operating in the market, ethical codes, and even basic 

mandatory norms that all users must comply with to 

give confidence to investors [62] because the metaverse 

is, above all, a large investment arena where high 

volumes of money are invested, and each user acts as a 

potential trader. 

The distribution of products such as NFTs begins 

with the purchase of the item with cryptocurrency, just 

like in e-commerce. However, unlike e-commerce, 

physical delivery of the product to the buyer's address 

is required [57]. Since all products in the Metaverse 

market are digital, delivery is completed and the 

distribution process is finalized by registering the item 

in the buyer's name in the blockchain system as soon as 

the product is purchased [62]. For services such as 

digital music festivals, digital weddings, and digital 

travel tours, a distribution process that is closer to 

physical reality is implemented. Even though users can 

conduct distribution activities directly, as in physical 

reality, they can also indirectly distribute products 

through logistics companies established in the 

metaverse universe, although it is not necessary to use 

intermediaries [63]. 

Physical reality is fraught with threats such as the 

Covid-19 pandemic, hyperinflation, climate crisis, and 

war. Among these global threats, it is necessary to 

develop the right strategies against them by creating 

value-added and branding [58]. All marketing efforts in 

the metaverse universe are shaped by these 

requirements [64]. It is a great misconception to 

assume that digital environments are free from natural 

disasters that will complicate the supply chain, reduce 

profit margins, lead users to bankruptcy, or cause 

similar destruction as in physical reality.  

 
Fig. 3 Land distribution process in the Metaverse market [2] 

 

Natural disasters in digital environments are the 

emergence of system attacks such as hacks and cracks, 

long-term power and internet outages, or legal barriers 

that occur in physical reality. It is advisable for actors 

in the metaverse market to consider these risks and 

release their products for distribution [64]. The above 

figure illustrates how the distribution process of a plot 

works in the metaverse market, devoid of external 

threats and risks, considering knowledge gained from 

concrete application analyses. 

As can be understood from the above template, in 

the metaverse market, direct distribution provides a fast 

shopping process, and sales mainly develop on the 

producer/consumer axis, including C2C (consumer to 

consumer), C2B (consumer to business), B2B (business 

to business), and B2C (business to consumer) sales 

[65]. 

 

6. Physical Evidence in the Metaverse 

Universe 
In marketing science, physical evidence refers to the 

impression left on the customer during the purchase 

and post-purchase interaction with the product or 

service [66]. It is closely related to the promotion 

component. Companies operating in unpredictable 

markets, such as the metaverse, can ensure the loyalty 

of their existing customers and acquire new ones by 

providing satisfactory experiences, thus achieving the 

desired level of business performance and attaining the 

desired growth and market share [66, 67]. 

In the metaverse market, where numerous 

distracting factors are present due to its innovative 

digital dimension, the impression left on the customer 

is a particularly important issue. The metaverse era, 

where traditional marketing has evolved into 
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postmodern marketing, is also described as the age of 

volatility, uncertainty, complexity, and ambiguity, 

abbreviated as VUCA by combining the first letters of 

these terms, due to these distracting factors [68]. In 

such an era, long-term planning by companies is 

emphasized as a marketing strategy. Making quick 

decisions, such as being the first company to introduce 

a product to the market in a VUCA market, enables 

companies to exhibit agile marketing tactics, which 

according to [69], is called strategic agility. For 

instance, being the first user to produce and introduce 

NFTs, which refers to unique and one-of-a-kind digital 

content, is a strategic move that yields significant 

profits to the user and allows for better positioning 

among other users in the metaverse market, according 

to [70]. 

Playing a leading role among similar initiatives in 

the metaverse market to leave the best impression on 

customers is a marketing tactic that should not be 

overlooked. Therefore, innovative ideas emerge as the 

most important physical evidence [71]. Examples such 

as a Swedish ready-to-wear brand opening a virtual 

store in the metaverse market and providing three-

dimensional services to customers without replacing 

real stores [72], a Turkish initiative opening 

Göbeklitepe as a three-dimensional museum for avatars 

to visit [73], and other similar examples offer 

unforgettable experiences due to their pioneering roles. 

Given these examples, customers' perceptions of a 

brand that they purchase or are interested in, being 

legitimate and active in the real world, are directly 

affected. This is the pivotal point where physical 

evidence plays a decisive role [74]. The following table 

presents the physical evidence in the metaverse market. 

When considering the aforementioned examples, it 

becomes evident that playing a leading role among 

similar initiatives in the metaverse market is a crucial 

marketing tactic that should not be overlooked. 

Therefore, innovative ideas emerge as the most 

important physical evidence [71]. For instance, a 

Swedish clothing brand opened a virtual store in the 

metaverse market and offered three-dimensional 

services that do not require physical stores [72], while a 

Turkish venture opened Göbeklitepe as a three-

dimensional museum for avatars to visit [73], among 

other similar examples. Thanks to their pioneering 

efforts, these examples provide unforgettable 

experiences that will be remembered for years to come. 

Considering these examples, it directly influences 

customers' perceptions that they know the brand they 

are interested in or have purchased from is legitimate 

and active in real life. This is where physical evidence 

becomes crucial [74]. The following table illustrates 

the physical evidence in the metaverse market. 

The physical details seen in the table determine the 

customer's impression and tendency to repeat purchase 

as a result of buying a product or service. Undoubtedly, 

parallel to the expansion of the dimensions of the 

metaverse market and its development with digital 

capabilities, these physical proofs can show diversity 

[3]. 

 

7. Humans in the Metaverse Universe 
The people element of the marketing mix refers to 

all the personnel that the seller or company uses in the 

production and sales process [75]. The execution of 

marketing, its emergence, and development are human-

centered. The interaction of the product or service with 

third parties is provided by the human factor [76]. Even 

when this interaction occurs through algorithm-based 

systems in the digital environment, there is a need for 

personnel who will establish, manage, and 

maintain/improve the system [77]. As the Metaverse 

market is a system based on the most sophisticated 

digital network infrastructure, the employment of 

experts in fields such as software, artificial intelligence, 

and blockchain carries great importance, and this leads 

to a marketing landscape in which the human element 

is much more decisive [78]. 

In a way, Metaverse is organizing traditional 

retailing similar to shopping malls. However, just as 

shopping malls have created an advanced system that 

has given traditional retailing a new order [58], 

Metaverse takes the shopping center culture to the most 

advanced level with digital systems. The basic 

characteristics of retail consumers that avatars will 

interact with are: knowing the product better than the 

seller, having less time as time goes by, being exposed 

to more product offerings than before, encountering 

unique products each time, being disloyal, fickle, 

accustomed to quality and abundance, and expecting 

their demands to be met the same way everywhere in 

the world [58]. Marketing actors who analyze the basic 

characteristics, tendencies, and expectations of the 

consumer well conduct more profitable activities in the 

Metaverse market. 

The following table lists the potential strengths and 

weaknesses of the actors in the Metaverse market and 

the opportunities and threats they will face. 

 
Table 1 Physical evidence in the Metaverse marketplace [3] 
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Table 2 SWOT analysis of marketing actors in the Metaverse 

universe [4, 5] 

 
 

The listed factors demonstrate the advantages and 

disadvantages that both metahuman and metafirm 

avatars should consider at all stages, including 

production, distribution, pricing, promotion, and 

process management. 

Another important issue marketing actors should 

pay attention to is overcoming the hesitation and 

barriers that arise with the unknown and 

precautiousness in the global world regarding the 

metaverse market. Actors in the metaverse market 

should primarily promote themselves in the best way 

possible as a marketing policy. While this promotion 

encourages real or legal persons in the physical world 

to virtual reality on the one hand, on the other hand, it 

should be based on a communication language that 

eliminates existing doubts and establishes trust [79]. 

Using socio-psychological tools effectively, having the 

ability to accurately read market expectations [80], and 

especially using game theory are essential to achieve 

the goal during the communication process. 

The game theory in marketing science is also a valid 

theory in communication science. According to the 

English theorist William Stephenson, mass media 

performs the function of providing pleasure, which is 

the essence of game theory [81]. This function allows 

people to escape from work and enjoy themselves. 

Audience members participate in mass media for 

entertainment or as part of a game; they do not seek to 

be informed, developed, or educated [81]. Although the 

Metaverse universe offers a revolutionary digital 

technology interaction, it is ultimately an integrated 

game arena. When actors in the Metaverse market 

approach third parties without departing from this 

reality, they express themselves more effectively, 

persuasively, and realistically. In other words, the 

Metaverse market can be understood most accurately 

and explained most easily when considered together 

with game theories in marketing and communication 

science. 

 

8. The Process in the Metaverse Universe 
The process is the component of the marketing mix 

that defines the sequence, flow, and technique of 

activities and operations, as well as the concrete 

elements of the process, while the process itself is an 

abstract and ancillary element representing the total of 

the activities [82]. While the other components of the 

marketing mix, excluding process, are fundamental and 

tangible elements of the process [83], the process is an 

intangible and ancillary element representing the total 

of the activities. 

With the penetration of digital developments into 

every aspect of human life, change in the concept of the 

process has become inevitable. When traditional 

marketing based on physical reality is viewed only 

from a logistical perspective, the cost of a document 

from abroad for circulating a market product is around 

80 US dollars, and about 30 institutions are involved in 

an average international commercial shipment, 

requiring the handling of about 200 document 

movements [84]. However, with the implementation 

and popularization of software such as blockchain, all 

of these processes will be shortened, and costs will be 

significantly reduced [85]. 

By integrating the approval processes of documents 

at every stage of international trade into blockchain 

technology, a transparent, fast, and significantly cost-

reduced trade network has been established [84]. 

Although Metaverse is a development that surpasses 

this design, in the blockchain-based Metaverse market, 

all marketing concepts, particularly processes, are open 

to re-interpretation [86]. 

The philosophy of relationship marketing, which 

stands out in the Metaverse market, is a customer 

(avatar) value-oriented process management [87]. The 

key concepts that play a decisive role in relationship 

marketing processes are communication, interaction, 

value, trust, and empathy [23]. In order for a 

relationship marketing to be successful, healthy 

relationships with customers must be established and 

the sustainability of this relationship must be ensured. 

To achieve this, marketing communication activities 

need to be coordinated in the most accurate and 

integrated way [88]. 

Relationship marketing is increasingly becoming a 

process of creating value for the customers rather than 

tangible products. Such a process can only be achieved 

with successful interaction in the market [89]. The 

actors of the Metaverse market will be able to create 

value with digital content only to the extent that they 

manage goods, services, information, and other 

resources well and realize attractive offers. The user, 

who is also a buyer, must be able to correctly analyze 

the value perception of other users and the value 

creation process associated with it at the initial stage 

[88]. The key to creating value is to establish a trust-
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based relationship with other Metaverse actors [90]. In 

this context, it is more appropriate to focus on 

satisfaction and continuity, which sustain social 

relationships, rather than content supply [91]. 

To develop relationships established in the 

Metaverse universe and gain new perspectives for the 

future, it is necessary to have an understanding that 

grasps both the requirements and realities of the system 

[90]. 

The following figure presents the stages of a 

marketing process built upon analyses of trends 

(expectations), digital technology, avatars (users), and 

applications (apps) in the metaverse universe, in a 

general outline. 

 
Fig. 4 Marketing process in the Metaverse universe [6] 

 

As seen from Fig. 4, to achieve success in the 

metaverse market, it is necessary to first plan the 

process management with a good analysis and to keep 

in mind that there is a relationship and interaction-

intensive environment at every stage of the marketing 

process. Another important fact to be aware of is that 

since all operations are based on blockchain, being an 

excellent system user will provide an advantage in the 

market. 

 

9. Results and Evaluation 
Physical currency markets try to overcome 

economic crises such as destabilization of price 

stability, disruption of supply chains, hyperinflation, 

etc. with decentralized cryptocurrencies and blockchain 

networks where secure transactions are made, creating 

a new economic system. The main application area of 

the new economic system is the metaverse universe, 

where physical reality meets virtual reality and thus 

augmented reality emerges. 

Although the metaverse universe is perceived as a 

macro-level gaming platform, it is also a large market 

with its unique norms, where full competition 

conditions prevail and its boundaries are unpredictable. 

The purpose of the metaverse market is not to interfere 

with the libertarian philosophy that constitutes the basic 

philosophy of the universe, but rather to provide the 

most appropriate financial and social conditions for 

relationships to function in a maximum level of 

freedom and healthy way. In the study, it is seen that 

the analysis conducted through the P7 marketing mix 

reveals that the metaverse universe is suitable for 

achieving this purpose. As a result of the analysis, the 

findings and recommendations related to marketing in 

the metaverse universe are listed below: 

i. It is evaluated that cryptocurrencies, which deeply 

affect the entire financial system, will have their main 

usage area in the metaverse market. National 

governments and international financial institutions 

have begun developing economic policies compatible 

with the metaverse system due to the volume and 

continuous growth trend of the market. Instead of each 

national government or international financial 

institution developing their digital currency, accepting 

the use of a single global digital currency would be in 

line with the spirit of the metaverse project. Because, 

unlike the real world, there are no biological, ethnic, 

social, or other distinctions in the metaverse universe, a 

holistic structure is adopted. 

ii. The metaverse is built on blockchain technology. 

It is evaluated that national governments and 

international financial institutions should strengthen 

their blockchain infrastructures with structural reforms 

and make their institutional networks and operations 

compatible with blockchain technology by recognizing 

that the metaverse universe is a critical market area. 

iii. The interest of policy actors in the metaverse 

market can eliminate doubts about the metaverse 

market and contribute to the development of awareness 

of the subject. Developments such as Turkey giving 

digital images (NFT) created for Turksat 5B to a 

business person [92], and the digital image of Istanbul, 

decorated with important details about Turkish history, 

being gifted to a politician as NFT work [93] 

demonstrate the interest of policy actors in the 

metaverse system. However, this interest can be 

focused on marketing. In this context, public economic 

institutions can use the metaverse universe in activities 

such as buying and selling, advertising, and promoting 

public actions in the metaverse universe, as well as 

organizing virtual meetings, conferences, and rallies as 

examples. 

IV. The opportunities presented by the Metaverse 

project and the intense interest it has garnered have led 

to expectations of a virtual reality aspect in 

promotional and advertising campaigns in addition to 

their physical reality counterparts. Three-dimensional 

promotional and advertising campaigns have become 

an important tool for reaching those who spend a 

significant portion of their time in the Metaverse 

universe. 

V. Being present in the Metaverse universe is 
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perceived as a complementary element for personal 

prestige and corporate image in the public eye. 

However, to make this prestige and image stronger, it is 

necessary to be a qualified avatar in the Metaverse 

universe. To have a qualified avatar, it is necessary to 

be an active user in areas such as buying, selling, and 

renting while not losing sight of the fact that the 

Metaverse universe is a global market. 

VI. With the Metaverse, the meaning of the concept 

of the new generation of customers is changing. Being 

present in the Metaverse market for innovative and 

hasty customers who are tired of the monotony of 

traditional shopping and spend time on the web 3.0 

platform will be adopted as an event with a game-like 

feel and will become a lifestyle over time. Marketing 

actors who want to capture the new generation of 

customers must constantly pursue new ideas and 

improve themselves. 

VII. A new sector is emerging to meet a series of 

needs, from providing the necessary tools for users to 

enter and adapt to the Metaverse market to acquiring 

marketing culture. This sector, which is software and 

hardware-oriented, makes a significant contribution to 

the development of marketing in the Metaverse 

universe. Investing in software and hardware and 

closely monitoring technology is crucial for successful 

personal or corporate activity in the Metaverse market. 

VIII. The Metaverse also represents a convenience 

for marketing activities. One reason for this 

convenience is the freedom to participate in the market 

as an avatar, and another reason is the significantly 

lower costs. It is clear that expenses such as 

commissions, promotions, and accounting, which are 

spent in physical reality, will be minimized. In this 

respect, it is expected that Metaverse-based and web 

3.0-based marketing will deal a severe blow to classic 

e-commerce based on web 2.0. It is considered 

necessary for companies operating under the classic 

market understanding to enter the transformation 

process without delay. 

IX. Although the Metaverse is an augmented reality 

universe, it is ultimately a virtual environment, and 

therefore, the risks that may be encountered in any 

virtual environment also apply to the Metaverse (the 

threats listed in Table 2 show the existence of these 

risks). For example, it has been reported that the 

blockchain system, which was touted as being 

impossible to break, can be broken, especially with 

quantum computers [94]. Indeed, news about 

cryptothefts has begun to increase [95]. Legal risks 

specific to the Metaverse universe also exist. The main 

risks of this type are the violation of rights caused by 

the arbitrary storage and unauthorized use of personal 

data, which also have criminal penalties in physical 

reality. It is expected that a risk management discipline 

specific to the Metaverse market will be developed for 

all economic and legal risks. Users can contribute to 

these developments with complaints, feedback, and 

suggestions, making the Metaverse universe a 

participatory market that is owned by all actors. 

The development of digital technology and its 

increasing presence in human life naturally leads to the 

emergence of macrosystems such as the Metaverse. It 

is unlikely that national governments will remain 

indifferent to these innovations. Rather than being a 

simple actor within the system, it is necessary to strive 

to be a game-changer. Global companies leading the 

establishment of the Metaverse universe expect their 

investments to result in significant profits. To gain a 

share of the market, it is first necessary to understand 

marketing in the Metaverse universe well, then to be a 

part of important initiatives' leading teams, and always 

to showcase original ideas in the market. 
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