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Abstract: 

Marketing in the metaverse has rapidly gained traction within the academia and business 

world. This disruptive and exponential evolution is ignited by advancements in virtual and 

augmented reality technologies. Marketing within this digital world presents both 

challenges and opportunities for practitioners and scholars alike. Current research is an 

endeavour to capture the current status of the research with emphasis on emerging 

technologies in marketing. This bibliometric review examined publications from 2010 to 

April, 2024, from Scopus database and revealed a notable surge in research productivity 

post-2021Citation analysis identified most influential papers and leading authors, while 

co-authorship and co-occurrence analyses highlight collaboration patterns and thematic 

trends of research on metaverse in the context of marketing. Influential works by authors 

like Dwivedi, Gursoy, and Buhalis have scored substantial attenti1on, depicting significant 

scholarly engagement with their work.  Keywords such as "metaverse," "virtual reality," 

and "augmented reality" dominate the thematic landscape, emphasizing the central role of 

immersive technologies in marketing practices. Collaboration among authors emphasised 

the interdisciplinary nature of research in this field. The findings suggested promising 

prospects for future research, including augmented reality marketing, immersive customer 

experiences, and ethical considerations in metaverse marketing. Practical implications 

include leveraging immersive technologies for brand engagement and addressing ethical 

concerns to build trust in metaverse marketing endeavours. By acknowledging 

methodological limitations and proposing recommendations for future research, this 

bibliometric review has contributed to advancing knowledge in marketing in the metaverse. 

It has served as a roadmap for marketers, brand managers, policymakers, and technology 

innovators to navigate the evolving landscape of virtual environments and leverage on the 

opportunities offered by the metaverse. 
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1 Introduction 

In recent years, the concept of the metaverse has transitioned from science fiction lore to a 

tangible reality, captivating the imagination of technologists, entrepreneurs, and marketers 

alike (Darwish & Hassanien, 2022). Defined as a collective virtual shared space, created 

by the convergence of virtually enhanced physical reality and digitally generated 

environments, the metaverse represents a paradigm shift in human-computer interaction 

and social engagement (Yang et al., 2024). With the spread of virtual reality, augmented 

reality and other immersive technologies, the metaverse has emerged as a dynamic 
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ecosystem where individuals interact, socialize and work in ways previously unimaginable 

(Koohang et al., 2023). 

In this environment of disruptive technological innovation and societal transformation, 

marketing practitioners and scholars are confronted with new challenges and opportunities 

in exploring the intricacies of marketing in the metaverse (Gursoy et al., 2023). The 

metaverse presents a fertile ground for exploring novel marketing strategies, consumer 

behaviors and brand interactions in virtual environments (Shahriar, 2024). As brands seek 

to establish a presence and forge connections with audiences in this digital frontier, it 

becomes imperative to unravel the complexities of marketing dynamics within the 

metaverse (Yadav et al., 2024). 

Despite the growing interest and scholars’ intellectual investment in metaverse-related 

technologies and experiences, there exists a scarcity of comprehensive empirical research 

examining the landscape of marketing in the metaverse (Gursoy et al., 2023). While 

subjective evidence and industry reports proliferate, there is a notable dearth of scholarly 

literature synthesizing and analyzing the evolving trends, emerging themes, and seminal 

contributions in this nascent field (Carrión, 2024; Pellegrino et al., 2023). This bibliometric 

review offers a systematic and rigorous approach to addressing this gap in the literature by 

providing an evidence-based overview of scholarly publications related to marketing in the 

metaverse. 

The primary objective of this research paper is to conduct a bibliometric review of scholarly 

publications on marketing in the metaverse. By systematically analyzing and synthesizing 

the existing body of literature, this study aims to achieve the specific objectives. First 

objective is to identify trends and emerging themes by exploring the temporal evolution of 

research topics and themes within the domain of marketing in the metaverse, highlighting 

areas of convergence, divergence, and innovation. Second objective is to assess research 

productivity and impact by quantifying the publication output, citation patterns, and 

distribution channels of scholarly work on marketing in the metaverse while assessing the 

influence and visibility of key publications, authors, and journals. Third objective of this 

research is mapping knowledge networks and collaboration patterns by analyzing co-

authorship networks and geographic distributions of researchers to uncover collaboration 

patterns and knowledge exchange dynamics in the field. Fourth objective of this research 

is to examine research gaps by evaluating and identifying gaps, limitations, and 

opportunities for future research. 

This research paper holds significant implications for both academia and practice in the 

field of marketing and beyond. By synthesizing the extant literature on marketing in the 

metaverse, this study provides valuable insights and actionable knowledge for marketers, 

businesses and policymakers, and technology innovators seeking capitalize on the 

opportunities presented by the metaverse (Barbosa, 2024). Moreover, by identifying 

research gaps and methodological trends, this paper offers a roadmap for future scholarly 

inquiry and interdisciplinary collaboration in understanding and shaping the future of 

marketing in virtual environments. 

The forthcoming chapters of this research has been arranged as follows: Section 2 provides 

a comprehensive review of the conceptual foundations and theoretical frameworks 

underpinning marketing in the metaverse. Section 3 outlines the methodological approach 

employed in conducting the bibliometric review, including data collection and analysis 

techniques. Section 4 presents the findings of the bibliometric analysis, including trends, 

patterns, and insights derived from the synthesis of scholarly publications. Section 5 

discusses the implications of the findings for theory, practice, and future research 

directions. Finally, Section 6 concludes the paper with a summary of key insights, 

limitations, and recommendations for advancing the study of marketing in the metaverse. 

2 Literature Review 
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The concept of the metaverse, originally coined by Neal Stephenson in his 1992 science 

fiction novel "Snow Crash," has evolved from speculative fiction to a transformative reality 

reshaping the landscape of human-computer interaction and social engagement 

(Stephenson, 1992). Rooted in the convergence of virtual reality, augmented reality and 

immersive technologies, the metaverse represents a virtual shared space where individuals 

interact, collaborate, and engage in diverse activities, surpassing the constraints of physical 

reality (Kiong, 2024). 

From a marketing perspective, the metaverse offers a fertile ground for exploring 

innovative strategies to connect with consumers, build brand identities, and deliver 

immersive experiences (Kim, 2021). As brands seek to establish a presence and foster 

meaningful relationships in this digital world, it becomes imperative to understand the 

unique dynamics of marketing in virtual environments (Rathore, 2018). Drawing upon 

theoretical frameworks from marketing (Shah, 2022), psychology (Henz, 2022), sociology 

(Zumrut, 2023), healthcare marketing (Khan et al., 2024) and computer science (Nalbant 

& Uyanık, 2021), scholars have begun to explore the conceptual foundations and 

theoretical underpinnings of marketing in the metaverse (Barrera & Shah, 2023; Hennig-

Thurau & Ognibeni, 2022). 

Understanding of consumer behaviour and brand engagement in virtual environment is vital 

to understand marketing in the metaverse. Research suggests that consumers exhibit 

distinct behaviors and decision-making processes in virtual spaces compared to traditional 

online platforms or physical stores (Huang & Oppewal, 2006). Factors such as presence, 

immersion, and interactivity influence consumers' perceptions, attitudes and purchase 

intentions in the virtual environments (Van Kerrebroeck et al., 2017). 

Brands leveraging the metaverse as a marketing platform must adhere to the complexities 

of building brand identities, developing brand communities, and provoking emotional 

responses from consumers in immersive settings (Guttentag, 2010). The concept of brand 

presence is the subjective feeling of being physically present in a virtual environment 

(Rowley & Edmundson-Bird, 2013), plays a critical role in shaping consumer-brand 

interactions and brand perceptions in the metaverse. 

Advancements in virtual reality, augmented reality, and artificial intelligence technologies 

have unlocked new possibilities for marketers to create immersive and personalized 

marketing experiences in the metaverse. Virtual product demonstrations, interactive brand 

simulations, and gamified marketing campaigns are just a few examples of innovative 

marketing strategies deployed in virtual environments (Chaffey & Ellis-Chadwick, 2019). 

Moreover, the metaverse offers unique opportunities for value co-creation, user-generated 

content, and participatory marketing initiatives, thus enabling consumers to engage actively 

with brands and shape their brand experiences collectively (Kerim & Borrell, 2023). As 

brands embrace immersive storytelling, experiential marketing, and 3D product 

visualization (Shams et al., 2023) in the metaverse, they are redefining the boundaries of 

traditional marketing communication channels and driving digital innovation in the 

marketing landscape (Kotler et al., 2023). 

While the metaverse presents unprecedented opportunities for marketers, it also poses 

significant challenges and ethical considerations (Allam et al., 2022). Concerns related to 

privacy, data security, digital rights, and virtual identity theft have garnered increased 

attention amidst the expansion of virtual environments and social platforms in the 

metaverse (Bibri, 2022; Elshenraki, 2023). Marketers must raise concerns regarding the 

ethical complexities of targeting, profiling, and personalizing marketing messages in virtual 

spaces (Rosenberg, 2022) while respecting users autonomy, privacy preferences, and digital 

rights (Fredriksson, 2023). 
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As boundaries between physical reality and virtual reality blur, questions of authenticity, 

transparency, and trustworthiness become significant in shaping consumer perceptions and 

brand reputations in the metaverse (Andersson & Sobek, 2020). Marketers must endeavour 

to  strike a delicate balance between commercial objectives and societal values, adopting 

responsible marketing practices that uphold ethical standards and foster trust among 

consumers in virtual environments (Chong & Patwa, 2023; Shah, 2022). 

The literature on marketing in the metaverse reflects a growing interest and recognition of 

the transformative potential of virtual environments in shaping consumer behaviour 

(Barbosa, 2024), brand engagement (Bousba & Arya, 2022), and marketing strategies 

(Hennig-Thurau & Ognibeni, 2022). Drawing upon interdisciplinary perspectives from 

marketing, psychology, sociology, and computer science, scholars have begun to explore 

the conceptual foundations, technological innovations, and ethical considerations inherent 

in metaverse marketing. However, gaps remain in our understanding of the evolving 

dynamics of marketing in virtual environments (Carrión, 2024), demanding further 

research and empirical inquiry to unravel the complexities and opportunities of metaverse 

(Zawish et al., 2024). 

3 Methodology 

The research design for this study is a bibliometric review, which involves the systematic 

analysis of scholarly publications related to marketing in the metaverse. Bibliometric 

analysis is a quantitative research method commonly used in evaluate and analyze the 

extant literature to assess the publication output, citation patterns, and knowledge networks 

within a specific field or topic area (Donthu et al., 2021; Mejia et al., 2021). 

The primary data source for this study is the Scopus database, a comprehensive 

bibliographic database containing millions of scholarly publications across various 

disciplines. Scopus provides access to peer-reviewed journals, conference proceedings, 

books, and patents, making it an ideal source for conducting bibliometric analysis 

(Pranckutė, 2021). 

The search strategy involves constructing search queries to retrieve relevant publications 

from the Scopus database. The search queries were formulated using a combination of 

keywords related to marketing, the metaverse, virtual reality, augmented reality, and 

immersive technologies. The search strategy included Boolean operators (AND, OR, NOT) 

to refine the search and narrow down the results to publications relevant to the research 

topic. 

The inclusion and exclusion criteria for this research aimed to ensure the selection of 

relevant and high-quality publications. Inclusion criteria encompass publications in the 

English language, including peer-reviewed articles, conference papers, and reviews. 

Moreover, the publications should be focused on marketing in the metaverse, virtual reality, 

augmented reality, immersive experiences, and digital environments. Conversely, non-

English publications were excluded, along with non-peer-reviewed content such as 

editorials, letters, and book reviews. Additionally, publications that were not relevant to the 

research topic or fall beyond the scope of marketing in the metaverse were also excluded. 

These criteria help maintain the rigor and relevance of the research findings by selecting 

literature that aligns closely with the research objectives and scholarly standards. English-

language publications from 2008 to April, 2024, were analyzed to uncover key trends, 

patterns, and insights. A total 68 articles were finalized after extensive scrutiny. Data 

collection involves executing the constructed search queries in the Scopus database and 

retrieving the initial set of search results. The retrieved publications were exported into a 

bibliographic management software VOSviewer for further analysis. Relevant 

bibliographic information, including author names, publication titles, journal names, 

publication years, abstracts, keywords, and citation counts were extracted from the selected 

publications. 
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The data analysis process included several steps to explore trends, patterns, and 

relationships within the dataset. Mainly three analyses were performed: co-citation 

analysis, bibliographic coupling analysis, and author keywords co-occurrence analysis. As 

described by Van Eck and Waltman (2010), the study utilized VOSviewer software (Version 

1.6.20) to conduct bibliometric analysis. This software helps create graphical maps that 

make it easier to understand bibliometric data, revealing underlying patterns and trends 

effectively (McAllister et al., 2022). 

4 Results 

The dataset obtained from the Scopus database comprised of publications related to 

marketing in the metaverse from the years 2010 to 2024. A total of 68 publications were 

retrieved. There is a noticeable increase in research output over time, with a surge in 

publications observed after 2021, matching with the disruption of virtual reality and 

augmented reality technologies. 

4.1 Publication Trends 

The publication trends related to marketing in the metaverse revealed a steady growth in 

research output over the past decade. A notable spike in publications is observed from 2021 

onwards, indicating a surge in scholarly interest and academic activity in the field. Figure 

1 illustrates the distribution of publications over time, with a clear upward trajectory in 

research output since 2021 in the number of papers on marketing in the metaverse over the 

years. Starting from 2021, there has been a notable surge in research output, with a 

significant spike observed in 2023, followed by sustained activity in 2024. 

 

Figure 1: Distribution of publications over time 

This trend reflects a growing interest among scholars in exploring marketing strategies and 

practices within virtual environments. This trend is driven by advancements in immersive 

technologies and increasing recognition of the potential of the metaverse for marketing 

purposes. 

4.2 Citation Analysis 

A citation analysis was conducted to identify influential publications, authors, and journals 

in the field of marketing in the metaverse. Based on the table 1 of top 10 citations and 

authors, several influential publications, authors, and journals have emerged in the field of 

marketing in the metaverse: 
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Table 1: Top 10 list of most cited authors, topic and journals 

Authors Title Year Source title citations 

Dwivedi et al 

Metaverse beyond the hype: 

Multidisciplinary perspectives 

on emerging challenges, 

opportunities, and agenda for 

research, practice and policy 

2022 

International 

Journal of 

Information 

Management 

669 

Dwivedi et al 

Metaverse marketing: How the 

metaverse will shape the future 

of consumer research and 

practice 

2023 
Psychology and 

Marketing 
201 

Gursoy D.; 

Malodia S.; Dhir 

A. 

The metaverse in the hospitality 

and tourism industry: An 

overview of current trends and 

future research directions 

2022 

Journal of 

Hospitality 

Marketing and 

Management 

189 

Hollensen S.; 

Kotler P.; 

Opresnik M.O. 

Metaverse - the new marketing 

universe 
2023 

Journal of 

Business 

Strategy 

153 

Buhalis D.; Lin 

M.S.; Leung D. 

Metaverse as a driver for 

customer experience and value 

co-creation: implications for 

hospitality and tourism 

management and marketing 

2023 

International 

Journal of 

Contemporary 

Hospitality 

Management 

143 

Giang Barrera K.; 

Shah D. 

Marketing in the Metaverse: 

Conceptual understanding, 

framework, and research agenda 

2023 

Journal of 

Business 

Research 

140 

Buhalis D.; 

O’Connor P.; 

Leung R. 

Smart hospitality: from smart 

cities and smart tourism towards 

agile business ecosystems in 

networked destinations 

2023 

International 

Journal of 

Contemporary 

Hospitality 

Management 

62 

Tan T.M.; 

Saraniemi S. 

Trust in blockchain-enabled 

exchanges: Future directions in 

blockchain marketing 

2023 

Journal of the 

Academy of 

Marketing 

Science 

48 

Tan T.M.; Salo J. 

Ethical Marketing in the 

Blockchain-Based Sharing 

Economy: Theoretical 

Integration and Guiding Insights 

2023 
Journal of 

Business Ethics 
45 

Jeon J.-E. 

The Effects of User Experience-

Based Design Innovativeness on 

User– Metaverse Platform 

Channel Relationships in South 

Korea 

2021 

Journal of 

Distribution 

Science 

39 

 

The most cited publication is titled "Metaverse beyond the hype: Multidisciplinary 

perspectives on emerging challenges, opportunities, and agenda for research, practice and 

policy," authored by Dwivedi et al. (2022). and published in the International Journal of 

Information Management in 2022. This influential and inspiring paper has received 669 
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citations, indicating its significant impact and influence on the research landscape in 

marketing in the metaverse. 

The most influential author in the field is Dwivedi Y.K., who has contributed to several 

highly cited publications on the topic. Dwivedi's work extents in multidisciplinary 

perspectives and has garnered substantial attention from scholars and researchers, with 

numerous citations across multiple publications. 

The Journal of Business Research emerges as a leading journal in the field of marketing in 

the metaverse, with several impactful publications contributing to the body of knowledge. 

Notably, the paper titled "Marketing in the Metaverse: Conceptual understanding, 

framework, and research agenda" by Barrera and Shah (2023) published has received 140 

citations, indicating the journal's significance in shaping research discourse in this area. 

 

Figure 2: No of citations per year 

The Figure 2 depicts the citation trends for marketing in the metaverse publications across 

different years. There is a notable increase in citations from 2011 to 2023, with a peak in 

2023 with 1025 citations. This surge indicates a growing interest and recognition of the 

significance of marketing in virtual environments. Overall, the data reflects the evolving 

landscape of marketing in the metaverse, with periods of rapid growth and potential areas 

for future exploration. 

4.3 Co-authorship Analysis 

The purpose of co-authorship analysis is to explore collaboration patterns among authors, 

institutions, or countries (Tu et al., 2022). We performed this analysis in the context of 

authors. The following figure depicts the results. 

0 200 400 600 800 1000 1200

2011

2021

2022

2023

2024

No of Citations



Dr. Khurram Shahzad Khan et al. 1457 

 

Migration Letters 

 

Figure 3: Co-authorship Analysis 

Among the top performers in the co-authorship analysis, Yogesh K. Dwivedi, Laurie 

Hughes, and Dimitrios Buhalis stand out prominently. Dwivedi and Hughes have 

collaborated on two documents, showcasing a strong research partnership. Meanwhile, 

Buhalis has engaged in collaborations with various authors on three documents, indicating 

extensive collaborative efforts in the field. Their productive contributions suggest 

significant involvement and leadership within the research community focused on 

marketing in the metaverse. These top performers demonstrate the collaborative spirit and 

expertise essential for advancing knowledge and understanding in this emerging field. 

4.4 Co-occurrence Analysis 

The co-occurrence analysis of author keywords revealed several significant insights into 

the thematic landscape of research on marketing in the metaverse. "Metaverse" emerges as 

the most frequently occurring keyword, indicating its central role in the literature. This 

highlights the dominant focus of studies on understanding and exploring the implications 

of the metaverse for marketing practices. "Virtual reality" and "augmented reality" also 

feature prominently, highlighting the importance of immersive technologies in shaping 

marketing strategies within virtual environments. 

Moreover, keywords such as "avatars," "avatar," and "virtual worlds" suggest a strong 

emphasis on the representation of users within the metaverse and the role of virtual 

identities in consumer behaviour and engagement. The co-occurrence of "social media" 

with other keywords reflects the integration of social networking platforms into virtual 

experiences, which leads to further inspiring the digital interactions and marketing 

opportunities within the metaverse. 
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Figure 4: Co-authorship Analysis of keywords 

Additionally, terms like "artificial intelligence," "blockchain," and "spatial computing" 

signify the intersection of emerging technologies with marketing practices, highlighting the 

potential for innovative approaches such as personalized experiences, secure transactions, 

and immersive interfaces. 
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Figure 5: Co-authorship Analysis of keywords over time 

Furthermore, the presence of keywords related to sustainability, supply chain management, 

and tourism underscores the multidisciplinary nature of research on marketing in the 

metaverse. This suggests a growing interest in addressing environmental and economic 

concerns, as well as exploring the potential of virtual tourism experiences within 

sustainable development frameworks. 

Overall, the co-occurrence analysis illuminates the diverse range of themes and topics 

within the field of marketing in the metaverse, emphasizing the interconnectedness of 

technology, consumer behaviour, and strategic management in virtual environments. These 

insights provide  

4.5 Citation analysis 

The citation analysis based on countries provides valuable insights into the global 

contribution (Moed, 2006) and impact of research in the field of marketing in the metaverse. 

Here are some critical insights derived from the analysis: 

The analysis highlights the dominance of a few leading nations, particularly the United 

States, India, Germany, and the United Kingdom, in terms of both the number of documents 

produced and the citations received. These countries have established robust research 

ecosystems and are at the forefront of driving innovation and knowledge creation in the 

field. 

While the traditional research centres maintain their dominance, there are also emerging 

players making significant contributions. China, Australia, and South Korea, for example, 

have shown remarkable growth in their research output and citation impact, reflecting their 

increasing investment in research and development initiatives related to marketing in the 

metaverse. 

 

Figure 6: Citation Analysis of Countries 
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Collaboration among countries is crucial for advancing research in interdisciplinary fields 

like marketing in the metaverse. The analysis highlights opportunities for international 

collaboration, with countries like China, the United States, and the United Kingdom serving 

as potential hubs for collaborative research networks. By fostering partnerships and 

knowledge-sharing initiatives, researchers can leverage diverse expertise and resources to 

address complex challenges and drive innovation in the field. 

The findings have implications for policymakers to support research and innovation in 

marketing in the metaverse. Recognizing the contributions of leading nations and 

identifying emerging research clusters can inform strategic investment decisions and 

policymaking intended to enhance an encouraging research environment, promoting 

knowledge propagation, and driving economic growth and competitiveness. Overall, the 

citation analysis offers valuable insights into the global landscape of research in marketing 

in the metaverse, highlighting key trends, challenges, and opportunities for collaboration 

and knowledge advancement on a global scale. 

4.6 Co-citation Analysis 

To conduct a co-citation analysis, we examined the frequency with which two references 

are cited together by other documents (Trujillo & Long, 2018). By identifying patterns of 

co-citation, we can gain insights into the relationships between different works and the 

topics they represent within the field of marketing in the metaverse. 

 

Figure 7: Co-Citation Analysis 

The co-citation analysis revealed emerging research trends in marketing within the 

metaverse. Topics such as augmented reality marketing, immersive technology, avatar 

marketing, and the impact of the metaverse on various industries are prominent themes. 

The analysis highlights the multidisciplinary nature of research in the metaverse (To et al., 

2024). Works from fields such as marketing, information management, computer science, 

and hospitality management are frequently cited together, indicating collaboration across 

disciplines. 
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Certain works, by Dwivedi et al. (2022) and Gursoy et al. (2022) emerged as key influential 

papers in shaping the discourse around the metaverse. These papers provide comprehensive 

insights into the challenges, opportunities, and future directions of research in the field. The 

inclusion of older works, such as Bourlakis et al. (2009), alongside recent publications 

demonstrated the evolution of research on the metaverse. This suggested a growing interest 

in understanding the historical context and development of virtual environments in retail 

settings. 

The co-citation analysis provided valuable insights into the inter-connectedness of research 

in marketing within the metaverse, identifying key themes, influential works and inter-

disciplinary collaboration. 

4.7 Bibliometric coupling 

Bibliographic coupling analysis shows how scholarly works are connected through shared 

citations (Biscaro & Giupponi, 2014). It helps identify important contributions, emerging 

trends, and collaborative networks in research. Dr. Dwivedi's papers stand out, and clusters 

around Buhalis and Tan indicate growing areas of interest. This analysis offers valuable 

insights into how research evolves over time and where future studies might focus. 

 

Clusters of documents with significant bibliographic coupling, such as those authored by 

Buhalis, Leung, et al. (2023), Buhalis, O’Connor, et al. (2023) and  Tan et al. (2023) 

suggested the presence of emerging trends or research themes within the field. These 

clusters likely represent interconnected areas of research, categorized by shared 

methodologies, theoretical frameworks, or empirical findings. 

5 Discussion 

The findings of the bibliometric analysis are consistent with existing literature on marketing 

in the metaverse (Hazan et al., 2022), corroborating previous studies and theoretical 

frameworks (Cheah & Shimul, 2023; Khatri, 2022) . However, notable areas of divergence 

include the emphasis on emerging technologies such as augmented reality and the 

increasing focus on avatars, artificial intelligence and tourism in metaverse along with 

ethical considerations in marketing practices within virtual environments. These findings 

contribute to advancing knowledge in the field by providing empirical evidence and 
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understandings derived from a systematic analysis of scholarly publications through 

bibliometric analysis. 

Table 3: Summary of Findings 

Analysis Findings 

Publication trends 

Total of 68 publications retrieved from Scopus database 

(2010-April, 2024).  Noticeable increase in research output 

over time, especially after 2021. Steady growth in research 

output over the past decade, with a significant spike observed 

from 2021 onwards.                                                                                                          

Citation analysis 

Most cited publication: "Metaverse beyond the hype" by 

Dwivedi et al. (2022) with 669 citations. Dwivedi Y.K. 

emerges as the most influential author. Journal of Business 

Research identified as a leading journal.                                                                                                                                                       

Citation analysis 

(countries) 

Leading nations: United States, India, Germany, and the 

United Kingdom. - Emerging contributors: China, Australia, 

and South Korea.                                                                                                                                                                          

Co-authorship analysis 

Prominent researchers include Yogesh K. Dwivedi, Laurie 

Hughes, and Dimitrios Buhalis.                                                                                                                                                                                                                       

Co-occurrence analysis 

Central themes: "Metaverse," "Virtual reality," and 

"Augmented reality." - Significant keywords: "Avatars," 

"Social-media," "Artificial intelligence," and 

"Blockchain."                                                                                                                                  

Co-citation analysis 

 Prominent themes include augmented reality marketing, 

immersive technology, and avatar marketing.  Key influential 

papers by authors such as Dwivedi et al. and Rauschnabel et 

al.                                                                                                                              

Bibliometric coupling 

analysis 

 Clusters around authors like Buhalis and Tan indicate 

emerging research trends. Shared methodologies and 

theoretical frameworks contribute to cohesive areas of 

inquiry.                                                                                                                                      

 

The results of the bibliometric analysis have significant implications for theory, practice, 

and policy in marketing in the metaverse. Findings emphasized the importance of 

understanding consumer behaviour, leveraging the immersive technologies for brand 

engagement, and addressing ethical concerns in virtual marketing practices. 

The findings of this study have important implications for marketers, brand managers, and 

technology innovators seeking to take advantage of the opportunities surfaced by the 

metaverse. Based on the insights derived from the analysis, this research recommends the 

marketers to adopt immersive technologies such as virtual reality and augmented reality to 

create engaging brand experiences and consumer interaction in virtual environments. 

Moreover, marketers need to develop personalized marketing strategies tailored to the 

unique characteristics of virtual platforms. Marketers also need to focus on enhancing brand 

visibility and need to nurture the consumer engagement in metaverse. Furthermore, 

prioritizing user privacy, data security, and responsible use of consumer data in virtual 

settings, marketers can cultivate competitive leverage into virtual marketing practices. 

5.1 Limitation and Future Research Directions 

Methodological limitations, such as database coverage bias and keyword selection bias, are 

acknowledged, and recommendations for future research are proposed to address these 

limitations and to further explore and advance the knowledge base in the field. 
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While this study provides valuable insights into the current state of research on marketing 

in the metaverse, several areas for future research demands further exploration. These 

include; investigating the impact of emerging technologies such as virtual reality, 

augmented reality, and mixed reality on consumer behaviour, brand engagement, and 

purchase intentions in virtual environments. The researcher also needs to explore the role 

of social influence, peer interaction, and community dynamics in shaping consumer 

perceptions and attitudes and engagement towards brands in the metaverse. Moreover, 

examining the ethical implications of targeted advertising, data privacy concerns in virtual 

marketing practices and the development of ethical guidelines and for marketers will be 

interesting avenues to explore in the context of metaverse. 
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