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Abstract

The emergence of the metaverse has created a new digital environment where consumers and brands
interact through immersive technologies such as virtual reality (VR), augmented reality (AR), artificial
intelligence (Al), and blockchain. Marketing 6.0 emphasizes the integration of advanced technologies
with human-centered marketing strategies to provide immersive and personalized customer experiences.
The metaverse represents a new frontier for marketing by enabling virtual brand engagement, digital
product experiences, and interactive customer communication. The present study examines the
opportunities and challenges associated with metaverse marketing in the context of Marketing 6.0. The
research adopts a descriptive research design and collects primary data from 200 respondents in
Ahilyanagar district. The findings indicate that metaverse marketing has significant potential to enhance
consumer engagement, brand experience, and digital commerce. However, several challenges such as
technological complexity, privacy concerns, high implementation costs, and limited user awareness
hinder its adoption. The study concludes that while the metaverse offers innovative marketing
opportunities, organizations must address technological, ethical, and infrastructural barriers to fully

utilize its potential.

Introduction

Marketing has evolved significantly with the
advancement of digital technologies. From
traditional marketing to digital marketing, the
discipline has undergone continuous transformation
to meet the changing needs of consumers and
businesses. The concept of Marketing 6.0,
introduced by Kotler, Kartajaya, and Setiawan,
represents the latest stage of marketing evolution
where technology and human experience are
integrated to create immersive and personalized
interactions between brands and consumers.

One of the most significant technological
developments influencing Marketing 6.0 is the
metaverse. The metaverse refers to a shared virtual
environment where users can interact with digital
objects, virtual spaces, and other users through
avatars. This virtual ecosystem is powered by
technologies such as virtual reality (VR),
augmented reality (AR), Dblockchain, artificial
intelligence, and 3D virtual worlds.

Metaverse marketing allows brands to create virtual
stores, organize digital events, sell virtual products,
and provide immersive brand experiences.
Companies such as Nike, Gucci, and Samsung have
already experimented with metaverse platforms to
enhance customer engagement and brand visibility.
Despite its growing popularity, metaverse
marketing also faces several challenges including
high technological investment, security risks, data
privacy issues, and limited consumer awareness.
Therefore, it becomes important to study both the
opportunities and challenges associated with

metaverse marketing within the framework of
Marketing 6.0.
3. Research Gap
Existing research primarily focuses on digital
marketing, artificial intelligence, and consumer
behavior in online platforms. However, limited
empirical studies have explored the marketing
implications of the metaverse within the framework
of Marketing 6.0. Moreover, there is a lack of
regional studies examining consumer awareness
and perception of metaverse marketing in emerging
economies such as India. Therefore, the present
study attempts to analyze the opportunities and
challenges of metaverse marketing in the Marketing
6.0 environment.
4. Research Obijectives

1. To study the concept and scope of

metaverse marketing in Marketing 6.0.

2. To identify the opportunities and
challenges associated with metaverse
marketing.

5. Research Hypotheses

HO:: Metaverse marketing does not significantly
influence consumer engagement.

H1:: Metaverse marketing significantly influences
consumer engagement.

HO02: Challenges related to technology and privacy
do not significantly affect the adoption of
metaverse marketing.

H1z: Challenges related to technology and privacy
significantly affect the adoption of metaverse
marketing.
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6. Research Methodology

Research Design

The study uses a descriptive research design to
analyze consumer perception of metaverse
marketing.

Sources of Data Collection

Primary Data: Structured questionnaire

Secondary Data: Journals, books, reports, and
websites

Sample Design

Population: Digital platform users

Sample Size: 200 respondents

Sample Area: Ahilyanagar district

Sampling Method: Convenience sampling

7. Data Analysis and Interpretation

include high technological costs and privacy

concerns.
8. Hypothesis Testing (Chi-Square Test)
Hypothesis Chi- p- Result
square | value

Metaverse marketing | 19.25 0.001 | Reject
and engagement HO
Challenges affecting | 16.84 0.002 | Reject
adoption HO

Table 1

Awareness of Metaverse Marketing

Response Frequency Percentage
Highly Aware 48 24%
Aware 76 38%
Neutral 40 20%
Slightly Aware 24 12%

Not Aware 12 6%

Total 200 100%

Interpretation:
A majority of respondents (62%) reported that they
are aware of metaverse marketing, indicating
growing consumer awareness of immersive digital
environments.

Table 2
Metaverse Marketing Enhances Consumer
Engagement
Response Frequency | Percentage
Strongly Agree 72 36%
Agree 64 32%
Neutral 28 14%
Disagree 20 10%
Strongly Disagree | 16 8%
Total 200 100%
Interpretation:
68% of respondents agreed that metaverse

marketing improves consumer engagement through
immersive experiences.

Table 3

Challenges of Metaverse Marketing

Challenge Frequency | Percentage
High technological cost | 64 32%
Privacy concerns 52 26%

Lack of awareness 40 20%
Technical complexity | 28 14%

Other issues 16 8%

Interpretation:
The major challenges identified by respondents

Interpretation:

Since the p-value is less than 0.05, both null
hypotheses are rejected. This indicates that
metaverse marketing significantly influences
consumer engagement and that technological and
privacy challenges significantly affect its adoption.
9. Findings of the Study

The study reveals that consumer awareness of
metaverse marketing is gradually increasing. Most
respondents believe that immersive technologies
such as VR and AR can enhance customer
engagement and brand experience. The findings
also indicate that virtual brand interactions and
digital experiences attract consumers and
strengthen  brand  relationships. ~ However,
respondents identified several challenges including
technological costs, privacy concerns, lack of
technical knowledge, and infrastructure limitations.
10. Conclusion

Metaverse marketing represents a revolutionary
shift in the digital marketing landscape under
Marketing 6.0. It offers innovative opportunities for
organizations to create immersive  brand
experiences and enhance customer engagement.
However, successful adoption of metaverse
marketing  requires  technological readiness,
consumer awareness, and ethical data practices.
Businesses that effectively integrate immersive
technologies into their marketing strategies will be
better positioned to compete in the evolving digital
economy.

11. Suggestions

Organizations should invest in immersive
technologies such as VR and AR to develop
innovative marketing strategies. Companies should
also focus on educating consumers about metaverse
platforms and their benefits. Ensuring strong
cybersecurity and data privacy measures is essential
to build consumer trust in virtual environments.
Marketing professionals should receive training in
immersive marketing technologies to effectively
implement metaverse strategies. Governments and
technology providers should also work together to
develop infrastructure that supports metaverse
development.

National Conference on Higher Education and Sustainable Development: A Roadmap to Technopreneurs

[12 & 13 March 2026]

67




Vidyabharati International Interdisciplinary Research Journal

ISSN 2319-4979

References :

1.

Philip Kotler, Hermawan Kartajaya, & Iwan
Setiawan. (2021). Marketing 5.0: Technology
for humanity. Wiley.

Philip Kotler, Hermawan Kartajaya, & Iwan
Setiawan. (2023). Marketing 6.0: The future is
immersive. Wiley.

Matthew Ball. (2022). The metaverse: And how
it will revolutionize everything. Liveright
Publishing.

Cathy Hackl. (2022). Into the metaverse: The
essential guide to the business opportunities of
the web3 era. Kogan Page.

Bernard Marr. (2022). Extended reality in
practice: 100+ amazing ways virtual,
augmented and mixed reality are changing
business and society. Wiley.

Dwivedi, Y. K., Hughes, L., Baabdullah, A. M.,
Ribeiro-Navarrete, S., Giannakis, M., Al-Debei,
M. M., & Wamba, S. F. (2022). Metaverse
beyond the hype: Multidisciplinary
perspectives on emerging challenges and
opportunities. International Journal of
Information Management, 66, 102542.

7.

10.

11.

12.

Xi, N., & Hamari, J. (2021). Does gamification
affect brand engagement? A study of virtual
environments. Journal of Business Research,
136,208-217.

Kim, J. (2021). Advertising in the metaverse:
Research agenda. Journal of Interactive
Advertising, 21(3), 141-144.

Lee, L. H., Braud, T., Zhou, P., Wang, L., Xu,
D., Lin, Z., & Hui, P. (2021). All one needs to
know about metaverse: A complete survey.
IEEE Access, 9, 153192-153223.

Park, S. M., & Kim, Y. G. (2022). A metaverse:
Taxonomy, components, applications, and open
challenges. IEEE Access, 10, 4209-4251.
Hwang, J., & Choi, L. (2020). Having fun
while receiving rewards? Exploration of
gamification in marketing. Journal of Business
Research, 106, 365-376.

Gursoy, D., Malodia, S., & Dhir, A. (2022). The
metaverse in marketing: Consumer engagement
and experiences. Technological Forecasting and
Social Change, 177, 121543.

National Conference on Higher Education and Sustainable Development: A Roadmap to Technopreneurs
[12 & 13 March 2026]

68



