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Introduction anticipated to enhance the sense of shared presence, thereby
In the rapidly evolving landscape of marketing, the approximating the experience of in-person interactions
Metaverse has emerged as a groundbreaking concept, ([CSL STYLE ERROR: reference with no printed form.J).
capturing significant attention in recent years. Defined as an This  visionary groundwork has evolved into a
augmented digital world seamlessly integrating physical contemporary World Wide Web hosting parallel world,
and virtual realms through XR and artificial intelligence where a global community engages in socializing, creation,
(Cho et al., 2023), its origins can be traced back to the asset trading, work, and learning.

concept of virtual reality from the 20th century (Zhou et al.,
2023). Metaverse is poised to facilitate connections
between individuals who are not co-located physically. It is

Author Neal Stephenson first coined the term "metaverse"
in his 1992 science fiction novel Snow Crash (Crichton,
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2022; 2023a). In Stephenson's novel, common people may
put on virtual reality goggles, step into a virtual world, go
shopping, hang out with friends, and engage in social
interactions in an incredibly lifelike parallel reality to their
own (Crichton, 2022).

The Metaverse includes immersive settings, frequently
employing virtual- or augmented-reality technology. It
operates continuously and is present in real-time. Covering
both virtual and physical realms across various platforms,
the Metaverse functions through a fully operational virtual
economy, commonly incorporating cryptocurrency and
digital goods, including nonfungible tokens (NFTs). This
environment empowers individuals with virtual identities,
presence, and '"agency," facilitating peer-to-peer
interactions, transactions, user-generated content, and
"world-building"(Hazan ef al., 2022).

The Metaverse is not an isolated technology; it functions
within a convergent universe where various Information
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and Communication Technologies (ICTs) integrate
seamlessly (see Fig. 1). Rather than being a separate entity,
the Metaverse has the capacity to unify a multitude of pre-
existing ICTs, facilitating simultaneous operation by users.
This highlights the Metaverse's role as a synergistic
platform in the realm of digital technology (Buhalis et al.,
2023).

The Metaverse represents a novel and unique digital
that extends beyond traditional
platforms such as the web, mobile, search engines, email,
and social media. It can be seen as a network of virtual
worlds, platforms, and experiences that allow users to
engage in various activities, such as socializing, gaming,
learning, shopping, and even conducting business. The
Metaverse presents marketers with the best opportunity to
interact with consumers and create a competitive edge on a
new platform (Lu and Mintz, 2023) (Table 1).
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Fig 1: Evolution of information and communication technologies (Buhalis ez al., 2023)

Table 1: Definition of Metaverse in Marketing Communication

Date Source Definition
2005 Julian Dibbell A vast and sprawling network of commercial spaces where users can engage in commerce and
advertising.

2006 Cory Ondrejka (Second Life) A new media opportunity for marketers to reach audiences in immersive, interactive ways.

2007 B.Joseph Pine Il and James H. A platform for creating authentic experiences that allow marketers to engage customers in real and
Gilmore meaningful ways.

2010  Erik Qualman A natural evolution of the Internet that presents new opportunities for marketing and advertising.

2019 Cathy Hackl An immersive platform that allows brands to create empathy-driven experiences for customers

2021 JP Morgan A new channel for commerce and advertising, where brands can "create and sell virtual products
& Chase Co and services" and reach consumers through virtual experiences, games, and other activities.

2022 Epic Games A next-generation social and entertainment experience that enables new forms of communication,

entertainment, and commerce for brands and consumers alike.

Source: Mishra & Dharmavaram (2023)
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As technology brings opportunity for both organization and
customers, marketing in the Metaverse also provides an
opportunity for business and brands to connect with users
globally (Gurav et al., 2023) without any boundary in new
and exciting ways, reach a wider audience, and gain
valuable insights into user behavior and preferences
(https://echoworks.io/blog/advantages-of-metaverse-
marketing/). It is a cutting-edge tech-driven marketing
platform, which is gaining popularity as a preferred method
for executing marketing strategies (Gurav et al., 2023).
However, there are also some disadvantages to marketing in
the Metaverse. One of the biggest challenges is the lack of
standardization, which makes it difficult for marketers to
create a consistent experience across different platforms
(Zhang et al., 2022).

Several technology firms are striving to enhance the
immersive nature of digital interactions. Although
Metaverse anticipated to be a project with a long-term
trajectory, Facebook (now META), Epic Games, Roblox,
Unity, Microsoft and NVIDIA are working and developing
the platforms and tools for Metaverse (Cross, 2021). Nike
has expressed its plans to produce and market virtual
branded sneakers and apparel (Golden, 2021).

Nike is actively working on a blockchain-based platform
named Swoosh, designed to enable user connections with
fellow athletes and consumers, procure virtual products, and
participate in immersive experiences (Ciment, 2022). Job
opportunities have also been posted, including roles like a
virtual material designer for footwear and other virtual
design positions (Golden, 2021). Nike's venture into the
Metaverse is anticipated to introduce innovative avenues for
the company to engage with its consumer base (Ibrahim,
2023). Disney is also planning to create theme park
Metaverse where “physical and digital world converge”
(Milmo, 2021; Faughnder, 2022). Fast food industry is also
not behind as Wendy, Chipotle, and McDonald are also
following the mega trend and are opening virtual locations
and restaurants accessible through VR headsets
(Meisenzahl, 2022).

By the end of the decade, the Metaverse's reach is projected
to be 700 million people worldwide, with the highest
penetration rate forecast for South Korea (Armstrong,
2023). The global value creation opportunity from the
Metaverse could be in the trillions (Hazan et al., 2022)
making it a strategic imperative for businesses aiming to
stay ahead in the digital age. The largest segments in terms
of revenue in 2030 will be gaming ($163 billion) and e-
commerce ($201 billion). Citigroup Inc., a Wall Street
player and global diversified financial services holding

company, estimates that by 2030, the Metaverse would
provide a $13 trillion revenue opportunity (Denton, 2022).

Significance of Study

The Metaverse, a disruptive technology, is set to reshape
our society in the years ahead. It promises to blend virtual
and real-world experiences, offering a level of immersion
never seen before. The future potential clients of the
business are the GenZ and Gen Alpha (Hollensen et al.,
2023) and are tech-savvy. This will open up a world of
possibilities and hurdles for marketers, consumers, and
companies in a range of sectors, such as tourism,
entertainment, education, and healthcare. Currently, the
Metaverse is an emerging (Mishra and Dharmavaram,
2023) platform and “still conceptual, rather than
operational” (Buhalis ef al., 2023). It has limited scholarly
research (Tan ef al., 2023; CeliK et al., 2022) specifically
focused on its marketing aspects. This scarcity of academic
investigation, however, highlights the enormous potential
for further exploration in this area (Dwivedi et al., 2022).
The metaverse, with its innovative and rapidly evolving
nature, offers a plethora of untapped topics and questions
that can greatly enhance our comprehension of digital
marketing strategies and their societal impacts. Therefore,
embarking on academic research on marketing in the
Metaverse is not only crucial but also a promising and
thrilling avenue for marketers and scholars alike.

To the best of our knowledge, it is the first bibliometric
analysis of marketing in Metaverse on Dimensions
database, which will address the following research
questions:

RQ 1: Which author, journal and countries are the most
prolific in Marketing in Metaverse research?

RQ 2: Which are the most cited authors, and journals in the
research of Marketing in Metaverse?

RQ 3: What are the research themes and trends in marketing
and metaverse

Material and Methods

Bibliometric analysis is a variant of systematic literature
reviews. Quantitative and statistical techniques intended to
performance analysis and science mapping on bibliographic
data (e.g., publications and citations) (Donthu et a/., 2021)
for data analysis can be done and used in the field of
marketing (Palmatier et al., 2018). This study adopted the
Scientific Procedures and Rationales for Systematic
Literature Reviews (SPAR-4-SLR) protocol as suggest by
Paul et al., (2021) to carryout SLR using bibliometric
analysis shown in Fig. 2.
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Fig. 2: The SPAR-4-SLR protocol

Assembling

Assembling is the preliminary phase of identification and
acquisition of the articles for the review. Identification is the
sub-stage for the criterion of defining the domain which
includes setting of the area, outlet and topic that will lead
the whole article. Further, assembling stage of SPAR-4-
SLR protocol includes defining the research question,
defining the source type (inclusion and exclusion of
sources), and source quality. The acquisition sub-stage of
assembling focuses on search mechanism and material
acquisition.

To identify the domain of the review, the authors focused on
marketing in the metaverse. The introduction section
presented the research question that underpins the review,
which pertains to articles, journals, methods, theories,
themes, and constructs in the field. The authors only
considered journals as the source fype since they contribute
to scholarly advancement and undergo rigorous peer review
(Paul et al., 2021).

In terms of the source quality, article published in journals
published by the Directory of Open Access Journals
(DOAJ), Excellence in Research for Australia (ERA),
European Reference Index for the Humanities (ERIH Plus),

Nature Index Journals, PubMed, UGC maintained by Indian
University Grant Commission- Consortium for Academic
and Research Ethics (UGC-CARE) and other listed in
Dimensions database are incorporated.

For search mechanism and material acquisition criterion of
acquisition sub-stage, Dimensions database reckoned
apropos (Table 2) and was used as it is a reasonable
alternative to Scopus and the Web of Science (Thelwall,
2018). Web of Science is selective whereas Dimensions
database is a promising source due to its wider and
extensive coverage (Singh et al., 2021). Dimensions offer
data of other types also like grants, data sets, clinical trials,
patents, and policy documents which can be a great value
(Visser et al., 2020) for analysis although it falls outside the
latitude of this paper.

As the Metaverse is emerging and the literature for the
domain is scant, the start date was set open and the end date
was set to 2024 to know the trend upto the year end (Paul et
al., 2021). Search string ("marketing") AND ("metaverse"
OR "meta verse") in Title and Abstract only was used to
retrieve the list of publications. AND Boolean was used to
limit the search unified with the keyword marketing and the
Metaverse or “meta verse” for the study of the niche.
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Table 2: Number of journals and publication records indexed in the three databases

Web of Science Scopus® Dimensions

No of journals indexed

13,610* 40,385* T77471%*

Approximate number of publication records (article + review) indexed 13,218,007

in the three databases (2010-18)

18,054,418 28,130,484

* Includes SCIE (9397 journals), SSCI (3497 journals), AHCI (1843 journals)

*Updated June 2020; **Updated May 2020

Source: Singh et al. (2021)

Arranging

Arranging stage comprises of organizing and purification of
the retrieved articles which were performed side by side
within the Dimensions database web interface. For the
inclusion and exclusion phase, all language type and access
types (Open Access, Closed, Gold, Hybrid, Bronze, and
Green) were selected for the analysis purpose. Only articles
were selected from publication type which limited the
search results to 206. In terms of organizing, the results
were exported to the excel via the save/export of option of
the Dimensions database web interface and was later
downloaded for further purification. The downloaded
dataset was extracted in excel and cross verified for the
quality of the data. 1 akin title was found but with the
different DOI (Digital Object Identifier) with separate
number of citation and was included for the analysis.

Assessing

Methods to analyze the articles under review, and
identifying best practices and gaps based on the literature
review (agenda proposal method) are the sub-stages of
assessing stage of SPAR-4-SLR protocol. For this purpose,
Analytical tools available on dimensions.ai and
Bibliometrix package (Aria and Cuccurullo, 2017) in R
Studio software were used for the performance analysis and
science mapping to reveal the publication trend as well as
major articles and journals in the field of marketing in
metaverse. The outputs as the Figures and Tables were
included for the reporting sub-stage and the limitations and
source of support are acknowledged at the end of the paper.

Results and Discussion

Descriptive Data

While setting open start date for the timespan, the result
showed the articles starting from 2009 only. Total 478
author’s name are extracted for 206 numbers of all type of
(open, closed, gold, hybrid, bronze, and green) articles.

Table 3: Summary of extracted data for bibliometric analysis

Timespan 2009:2024
Sources (Journals, Books, etc) 156
Documents 206
Annual Growth Rate % 41.58
Average citations per doc 15.56
Authors 478
Single-authored docs 55
Co-Authors per Doc 2.81
International co-authorships % 15.05
Total Number of Articles 206

Most Prolific Author, Journal and Countries in
Marketing in Metaverse Research
Most prolific authors

The core concept of the fractional counting method asserts
that every action, such as co-authoring a paper or citing a
publication, should be assigned equal importance. This
principle applies regardless of the number of authors,
citations, or references associated with a given publication.
This approach ensures a fair distribution of credit across all
academic contributions (Perianes-Rodriguez ef al., 2016).

Table 4: Top 10 authors of Marketing in Metaverse

Authors No of Articles  Articles Fractionalized
LeeJ 7 3.17
Rathore B 3 3.00
Kwon K H 4 2.00
Aydin S 4 1.67
Nalbant K G 4 1.67
Dwivedi Y K 8 1.51
Karabacak Z1 2 1.50
Kim H 2 1.33
Chu C 2 1.25
Kim J 5 1.23

Table 4 presents the top 10 authors in the field of on
Marketing in Metaverse. Lee J and Dwivedi YK has found
dominating the research as they have 7 and 8 number of
articles published respectively under their authorship
(corresponding author). Although, based on fractional
counting, Lee J, Rathore B, and Kwon KH’s has dominated
the list.

Most prolific journals

The h-index, g-index, and m-index are all metrics used to
evaluate the impact of a journal's scholarly output. The h-
index is a measure that quantifies both the actual scientific
productivity and the apparent scientific impact of a scientist.
On the other hand, the g-index is calculated based on the
total number of citations received by a particular journal. It
provides a more comprehensive view of a journal's
influence by considering the citation count of all its
published papers. Lastly, the m-index is derived by dividing
the h-index by the length of a journal's active career. This
metric provides a normalized measure of a journal's impact,
considering the duration of its existence. Thus, these indices
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collectively provide a robust measure of a journal's
cumulative effect and performance in the academic world.

Journals such as Psychology and Marketing, International
Journal of Contemporary Hospitality Management,
International Journal of Information Management, Internet
Research, and Journal of Business Research are amongst the
top 10 journals and are also listed as First Quartile (Q1) and
Asia Pacific Journal of Marketing and Logistics, Journal of
Cosmetic Dermatology, and Sustainability are listed as Q2.
Not listed as the top influential journal as mentioned in
Table 5, BCP Business & Management is a notable journal
which has published total 8 publications related to
Marketing in Metaverse.

Most prolific countries

Collaboration between USA, China, Australia, India,
Germany are on higher side (Fig. 3) for the publication of
the articles related to Marketing in Metaverse. Considering
the single country publication (SCP) and multiple country
publication, South Korea leads the ranking by 16 and 15
number of publications respectively. Australia and USA as

ranked second and third where as China and India are at
fourth and fifth position (Fig. 4).

Most Cited Author and Journal
Most cited author

Dwivedi YK with most publication (8) in his name has 40
co-authorship link and 75 total co-authorship. Similarly,
Buhalis D had published 6 articles and has 53 co-authorship
link and 57 total co-authorship and Hughes L had published
5 articles on the topic related to marketing and Metaverse
and has 39 co-authorship links and 69 total co-authorships
(Fig. 5). Citation of these top three (Table 6) are also in
higher side.

Most cited journals

Although the most prolific title (Table 5) goes to
Sustainability (h-index: 3, g-index:5, m-index :1.5 and NP
:5), the most cited journal is IEEE Access followed by the
International Journal of Information Management and
Psychology and Marketing.

Table 5: Top 10 most influential journal in Marketing in Metaverse

Journal h-index g-index m- NP
index

Asia Pacific Journal of Marketing and Logistics 3 3 3 3
Journal of Cosmetic Dermatology 3 3 1.5 3
Psychology and Marketing 3 3 1.5 3
Sustainability 3 5 1.5 5
Businesses 2 2 1 2
Eduzone: International Peer Reviewed/Refereed Academic 2 2 0.333 2
Multidisciplinary Journal

International Journal of Contemporary Hospitality Management 2 2 1 2
International Journal of Information Management 2 2 1 2
Internet Research 2 3 2 3
Journal of business Research 2 2 1 2

Note. TC=Total Citation, NP = Number of publications

»m

v

Fig. 3: Country Collaboration Map
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Research Themes and Trends

Centrality of research theme is in the vicinity development;
challenges related to marketing and Metaverse and is
around tourism. Likewise, the development degree shows
the growth of basic themes like fashion and brand towards
digital, marketing and Metaverse (Fig. 6). When examining
for the research trend on marketing and metaverse, the most
frequently used words for Metaverse are nft(s), roblox,
virtual, digital, technologies, media, online, reality, and
blockchain whereas for marketing is fashion, brand(s),

advertising, and strategies (Fig. 7).

To get the larger view on themes and trends, data are
analyzed based on the abstract field instead of keywords as
keywords limits the scope of the actual study and are fixed
to 5 or 6 words specific to the journals. A tree map of the 50
most frequent bigrams (Fig. 8) of research titles is plotted
in Fig. 8. Among these research titles, the term “metaverse”
was seen in most published papers (~23% of the
documents). The second most published title was marketing
(13%) followed by tourism, future, digital and reality (3%).
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Table 6: Top 10 authors in the field of “Marketing in Metaverse”

Authors Organization Country Publication Citations Citation Mean
Yogesh Kumar Dwivedi Swansea University UK 8 856 107
Dimitrios Buhalis Bournemouth University UK 6 1,096 182.67
Laurie Hughes Swansea University UK 5 827 165.4
Kemal Gokhan Nalbant Beykent University Turkey 4 27 6.75
Sevgi Aydin Beykent University Turkey 4 27 6.75
Ki Han Kwon Kookmin University South Korea 4 46 11.5
Philipp Alexander Rauschnabel ~Bundeswehr University Germany 4 865 216.25
Jinkyung Lee Dongguk University South Korea 4 46 11.5
Ramakrishnan Raman Symbiosis International University  India 4 818 204.5
Garry Wei-Han Tan UCSI University Malaysia 3 669 223

Table 7: Top 10 most cited journals

S. No Journal Total Citations TC per Year
1 IEEE Access 589 294.50
2 International Journal of Information Management 567 283.50
3 Psychology and Marketing 157 78.50
4 Journal of Business Strategy 146 73.00
5 Electronic Commerce Research 139 9.27
6 Journal Of Hospitality Marketing & Management 137 68.50
7 Journal of Business Research 134 67.00
8 International Journal OF Contemporary Hospitality Management 116 58.00
9 Tourism Management 115 115.00
10 Journal of Business Research 110 110.00
e
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Conclusion

Marketing has evolved from myopic to creating,
communicating and delivering the values (Eggert et al.,
2018) to the consumer leading by technology. It has been a
journey from product-centric (Marketing 1.0), to customer-
centric (Marketing 2.0), to value-driven (Marketing 3.0), to
technology-driven (Marketing 4.0), and now to technology
for humanity (Marketing 5.0) (Kotler ef al., 2021). One of
the prominent focal points in Marketing 5.0 revolves around
the concept referred to as the "next tech," encompassing a
set of technological advancements intended to replicate the
functionalities exhibited by human marketers. This
assortment comprises artificial intelligence (AI), natural
language processing (NLP), sensors, robotics, augmented
reality (AR), virtual reality (VR), Internet of Things (IoT),
and blockchain which leads to the world of Metaverse
(Buhalis et al., 2023). As the megatrend is new, it is crucial
to access its progress, know prolific authors and journals

'—
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Fig. 8: Tree map of the most frequently used bigrams of research titles.

useful for future researchers for publication of their
scholarly contribution and predict its trend and future.

In conclusion, the bibliometric analysis of marketing in the
Metaverse reveals several noteworthy findings. Lee J and
Dwivedi YK emerge as dominant researchers in this field,
with a significant number of publications under their
authorship. However, when considering fractional
counting, Lee J, Rathore B, and Kwon KH's contributions
stand out. The application of fractional counting ensures a
fair distribution of credit across all academic contributions,
regardless of the number of authors or citations associated
with a publication.

The h-index, g-index, and m-index metrics provide valuable
insights into the impact and influence of journals in this
domain. Journals such as Psychology and Marketing,
International Journal of Contemporary Hospitality
Management, and Internet Research are recognized as
leading influential publications. Notably, BCP Business &
Management, although not listed as a top influential journal,
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has published a significant number of articles on marketing
in the metaverse.

Collaboration between countries such as the USA, China,
Australia, India, and Germany is prominent in the
publication of articles related to marketing in the metaverse.
South Korea emerges as a leading contributor in terms of
both single-country and multi-country publications,
followed by Australia and the USA.

Dwivedi ef al. (2022) have made substantial contributions
to this field, with high publication counts and significant co-
authorship links. Moreover, these top researchers have
received notable citations, indicating the impact of their
work.

The research theme in marketing and Metaverse
predominantly revolves around development, challenges,
and their implications in the context of tourism. The
analysis of frequently used words highlights the
significance of terms like NFTs, Roblox, virtual, digital,
and blockchain in the metaverse, while fashion, brands,
experiences, and consumer behavior are prominent in the
marketing aspect.

Overall, this bibliometric analysis provides valuable
insights into the landscape of marketing in the metaverse,
showcasing the contributions of researchers, the influence
of journals, collaboration patterns, and key themes shaping
this emerging field.
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