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Introduction
Extended reality (XR) includes VR, AR, and mixed reality (MR) (Milgram et al., 
1995). In XR, humans observe and communicate in full or partial digital envi-
ronments constructed by technology (Mystakidis, 2022). With the help of multi-
media and interactive technologies like XR, MR, AR, and VR integrating with  
avatars, platforms like Second life, Converse, Mine craft, and Roblox have become 
very popular. Metaverse is a new paradigm which involves the amalgamation of  
technology, with an interactive immersive virtual experience which has unlim-
ited number of users (Ball, 2022; Dwivedi et al., 2022). Contribution of Meta 
to business, society, and individual users is still unexplored, and this buzz has 
forced organizations to assess the potential usage of meta to enhance customer 
experience, engagement, and interaction (Dwivedi et al., 2023; Shen et al., 2021). 
With the advent of the metaverse, people’s interactions with the virtual world 
have undergone a paradigm change in the ever-changing field of digital technol-
ogy. Gen Z, a new generation of consumers, is leading the charge in defining and 
molding this revolutionary period as society grows more interconnected through 
digital platforms. MetaMinds – a phrase designed to capture this generation’s 
cognitive prowess and technological dexterity – move through the digital spaces 
of the metaverse with ease, upending conventional wisdom about consumer 
behavior and marketing tactics.

A work by Choi and Choi (2020) has stated that immersive technology will 
provide realistic shopping experiences and utility value offering unique mar-
keting opportunities. McKinsey Report has stated that virtual product sales 
through avatar have reached $54 billion market value and predicted the poten-
tial benefits brands can gain through this immersive experience. Forever 21 has 
sold virtual beanies through Roblox and Gucci sold a bag which surpassed 
the value of  a physical bag. Use cases are widespread in new immersive retail, 
entertainment, sports, and educational experiences. Less talked about applica-
tions include virtual employee training and team collaboration with avatars, 
virtual prototyping, and display of  products. The South Korea Government 
has experimented with virtual Seoul Town and the Mayor Office. Virtual goods 
economy accounts for 40% of  global gaming revenue, and in the future rise 
of  crypto currencies, many intend to create a crypto wallet in a meta envi-
ronment. On the other side, brands such as Adidas, Nike, Coca-Cola, Louis 
Vuitton, and Lamborghini have also launched NFT (non-fungible tokens) for 
self-monetizing and generating another revenue stream (Gautam, 2022). Pur-
chases of  digital goods are already in place for ordering a pizza in de-centrland 
for deliveries of  actual pizza in the real world. Businesses can acquire insights 
into successful metaverse marketing tactics by bridging the gap between the-
oretical ideas and real-world applications, assuring relevancy and resonance 
with Generation Z’s MetaMinds (Wider et al., 2023). Deciphering the nuances 
of  this digital frontier is not only a scholarly endeavor but also a strategic 
imperative for businesses navigating the changing 21st-century landscape, as 
society go deeper into our exploration of  the metaverse and its profound impli-
cations on consumer behavior.
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Consequently, Gen Z consumers are considered to be more familiar with vir-
tual worlds, transactions, and goods than previous generations, which are proven 
evidence from 67% of Roblox users and are under the age group of 16, a whole 
new generation of meta natives. On the other hand, people still question whether 
this is a fairytale and will it come true? Hazan et al. (2022) have stated that the 
metaverse in marketing is highly experimental and may throw unique challenges 
to marketers. This conceptual research paper explores the innovative convergence 
of VR, AR, and digital spaces as it dives into the complex dynamics of Gen Z 
consumer behavior within the metaverse. Businesses and scholars alike face hur-
dles in comprehending the complex preferences, motives, and decision-making 
processes of this generation of digital natives, as traditional marketing tactics 
undergo a metamorphosis in the aftermath of the metaverse. Understanding 
the nuances of Gen Z’s interactions in this immersive digital world is crucial for 
businesses looking to connect and engage with this significant consumer genera-
tion as the metaverse becomes an increasingly important part of everyday life 
(Gupta, 2023). Thus, this study also attempts to understand the awareness about 
metaverse among Gen Z and the challenges faced during the act of purchase in a 
meta environment.

Methodology
With the use of this thematic content analysis methodology, the study aims to 
provide a theoretical framework for comprehending the intricate interactions 
between Generation Z consumer behavior and metaverse marketing by extracting 
important insights from the corpus of existing literature. By using this strategy, 
we hope to further the current scholarly conversation and offer practical advice 
to companies attempting to navigate the dynamic field of digital marketing in the 
metaverse.

In the initial stage, the authors conducted a thorough search of academic jour-
nals, research papers, and other publications about the purchasing habits of Gen-
eration Z and metaverse marketing. Several popular academic databases, such 
as Web of Science, Scopus, and Google Scholar, were searched. To make sure 
that relevant material was included, keywords like “Generation Z,” OR “Gen Z,” 
“Metaverse,” “Consumer Behaviour,” and “Digital Marketing” were used. A col-
lection of inclusion and exclusion criteria was developed in order to preserve the 
validity and dependability of the literature chosen for study. It was mandatory for 
the sources to be published in scholarly books, conference proceedings, or peer-
reviewed journals. In order to account for the most current advancements in the 
metaverse and the purchasing habits of Generation Z, the inclusion period was 
extended to encompass the previous 10 years.

A systematic extraction process was used to gather pertinent data from the 
chosen literature, with an emphasis on important themes, ideas, and conclusions 
on Generation Z consumer behavior in the metaverse. Each source’s abstract, 
methodology, findings, and discussions were carefully examined as part of this 
process. The retrieved data were categorized into main themes and sub-themes 
using a thematic coding technique. This required going through the literature 
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methodically to find trends, recurrent ideas, and important discoveries. To guar-
antee accuracy and dependability, themes were discussed within the research 
team and iteratively developed and validated.

Following that, the synthesized concepts were explained in relation to Genera-
tion Z customer behavior and metaverse marketing. This step entailed presenting 
a thorough summary of the current academic discourse on the topic, identify-
ing underlying trends, and making links across subjects. Strict quality assessment 
procedures were put in place to guarantee the legitimacy and dependability of 
the chosen literature. The analysis contained only academically credible, peer-
reviewed sources.

Awareness About Metaverse Among Gen Z
According to the 2022 metaverse study, “New Realities: Into the Metaverse and 
Beyond,” which gathered data from more than 3,000 people in the USA, UK, and 
China aged 16–65, the awareness of the metaverse has more than doubled in a 
year. Gen Z, the digital natives, who were reared on social media and have always 
had the world at their fingertips, are best positioned to understand the metaverse 
since they currently use it and will surely influence how it develops. According 
to Gartner, Inc., 25% of people will use the metaverse for work, shopping, and 
other activities at least once a day by 2026. Ipsos collaborated with Nokia to con-
duct a study on “Gen Z and Metaverse,” and the results show that Gen Z are in 
metaverse for reasons such as virtual experiences, social bonding, status, and the 
possibility of investing in newer technologies (The Virtual Frontier: Gen Z and 
the Metaverse, 2022).

Born approximately around the mid-1990s and early 2010s, Generation Z has 
experienced a world dominated by digital technology. In contrast to earlier gener-
ations, they are naturally at ease interacting with social media, navigating online 
environments, and keeping up with the quickly advancing state of technology. 
Their innate ability to navigate the digital world places them in a pivotal role in the 
acceptance and development of the metaverse. Generation Z’s exposure to social 
media platforms is often linked to their awareness of the metaverse (Lamba &  
Malik, 2022). Social media sites such as YouTube, Instagram, and TikTok are 
often used to post content about metaverse technology, virtual worlds, and virtual 
experiences. Their perspectives and understanding of the metaverse are shaped by 
this experience, which acts as an introduction.

In a study conducted by Vice Media group, 1,000 gamers across Gen Z were 
surveyed, over which more over half  (52%) of Gen Z gamers say they want to 
make money in the metaverse, and one-third say they want to start careers there, 
indicating that the age group has higher goals related to these online areas. Over 
the next five years, 20% of people intend to spend their “fun” budgets, which 
are set aside for entertainment and leisure, on in-game purchases, with an aver-
age annual expenditure of $50 (The Metaverse: Gen Z insights, 2022). Gen Z 
is excited about the metaverse’s potential, especially the chance to interact with 
others and have fun through wholly virtual experiences, but they are also worried 
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about how it will affect society in the future and how social inequality will prevent 
the metaverse from being accessible to everyone (Aiello et al., 2022).

The way that Generation Z perceives the metaverse is also greatly influenced 
by the educational system. A more knowledgeable and technologically adept gen-
eration is produced by educational institutions that integrate metaverse conver-
sations, immersive technologies, and virtual learning environments (Tlili et al., 
2022). Students are exposed to concepts relating to virtual worlds more and more 
as curricula change to reflect the digital age (Al-Adwan et al., 2023). The explora-
tion of VRs and parallel dimensions in films, TV series, and books has led to a 
rise in the popularity of the metaverse in popular culture. Generation Z’s knowl-
edge is shaped by cultural influences and media portrayals that offer a variety 
of viewpoints on the metaverse, from dismal cautionary tales to utopian ideals. 
Furthermore, the possibility for social interaction and connectivity within the 
metaverse is consistent with Generation Z’s inclination toward digital commu-
nication and virtual communities (Longo & Faraci, 2023). A natural interest in 
the metaverse is fostered by virtual environments that enable socializing, collabo-
ration, and shared experiences, which connect with the social dynamics already 
present in their life.

The Factors Influencing Purchase Behavior in Gen Z 
Through Metaverse
Theory of planned behavior (Ajzen, 1991) states that consumer behavior inten-
tion is determined by attitude, subjective norms, and perceived behavior control. 
So, consumer purchase behavior heavily depends on predefined positive or nega-
tive attitudes toward virtual products in a meta environment. Purchase behavior 
in meta is also influenced by the perception that is set by early users (e.g., pur-
chase through meta is tedious, risky) (Bleize & Antheunis, 2019). Perceived ease 
of use and usefulness also determine the consumer purchase behavior. Technol-
ogy acceptance model proposed by Davis (1989) holds good for marketing as 
well. Venkatesh et al. (2003) proposed Unified Theory of Acceptance and Use 
of Technology model which supports performance, effort expectancy, and social 
influence shapes behavior intention. Flow theory (Domina et al., 2012) states that 
perceived enjoyment, control, and concentration are the factors determining the 
intense focus a user has toward an activity. Consumer purchases get completely 
immersed in activity where they are unaware of things happening around them. 
So, in virtual world, consumers are carried away and end up buying. Bleize and 
Antheunis (2019) have four influential factors: perceived enjoyment, social influ-
ence, customization, and ease of use that support customer purchase intention in 
the virtual world.

Keeping the above theories in mind, it can be deciphered that metaverse offers 
a vibrant and imaginative environment that profoundly affects Generation Z’s 
purchasing habits. Companies who comprehend and adjust to the distinct ele-
ments influencing business in the metaverse stand a good chance of building 
deep relationships with this market (Longo & Faraci, 2023). The metaverse has 
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a multitude of options for businesses to engage with Generation Z consumers  
in ways that are consistent with their tastes, beliefs, and digital lives. These 
opportunities range from immersive experiences to personalized interactions 
and ethical issues (Alfiras et al., 2023). Understanding and taking advantage of 
these elements will be essential for brands looking to prosper in this new realm of 
customer interaction as the metaverse develops.

The immersive and interactive purchasing experiences provided by the metaverse 
go beyond the constraints of conventional e-commerce (Baía Reis & Ashmore, 
2022). Gen Z is lured to virtual shops, showrooms, and events in the metaverse 
that offer a more personalized and interesting buying experience because they are 
enthusiastic users of cutting-edge digital activities. Virtual try-ons and fittings are 
made possible by AR technology in the metaverse, giving Generation Z the ability 
to see things in real time before making a purchase. Their trust in the products they 
choose is increased, and the ambiguity around virtual transactions is decreased, 
thanks to this engaging and useful approach to online buying. Furthermore, 
authenticity and individual expression are important to Generation Z (Fontana, 
2023). People can create and present their digital personas in the metaverse, which 
affects their purchase decisions. Brands have a greater chance of gaining Genera-
tion Z’s interest and allegiance if  they reflect their values and esthetic preferences 
in their digital personas. Also, Generation Z can be drawn in by brands that use 
storytelling and immersive narratives in the metaverse well (Della Sala, 2023). 
Their emotional connection to a brand can be influenced, which, in turn, can 
affect their choice to buy if  brands can craft engaging tales and experiences that 
go beyond conventional advertising techniques.

The creation of communities and social interactions is facilitated by the 
metaverse. Community involvement and peer recommendations are highly valued 
by Generation Z (Oh et al., 2023). Their purchasing decisions are greatly influ-
enced by social influence in virtual places, such as shared shopping experiences 
and real-time interactions. In addition, the younger generation, Generation Z, is 
becoming more aware of ethical and sustainable behavior. Environmentally con-
cerned Gen Z customers are inclined to connect with brands that integrate these 
values into their virtual commerce strategies, such as programs or products that 
are eco-friendly in virtual form.

Generation Z is inclined toward gaming; therefore, gamification features like 
virtual currency, challenges, and prizes within the metaverse appeal to their gam-
ing sensibilities (Belk et al., 2022). Gamification of the shopping experience can 
increase engagement and encourage specific kinds of behavior. The metaverse 
presents innovative payment methods, such as blockchain-based transactions and 
virtual currencies. Because they are frequently among the first to adopt new tech-
nology, Generation Z might be more likely to make purchases in the metaverse 
if  they believe the payment options are convenient, safe, and in accordance with 
their tastes.

An important factor in customizing Generation Z’s metaverse buying experi-
ence is artificial intelligence (AI). AI-powered algorithms are able to examine user 
preferences, behaviors, and interactions in order to generate personalized sugges-
tions that improve product relevancy and have an impact on purchasing decisions. 
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Finally, exclusivity and distinctiveness are valued by Generation Z. Exclusive and 
limited-edition virtual goods that are accessible within the metaverse can engen-
der a sense of urgency and scarcity that encourages users to make purchases in an 
effort to obtain desirable and uncommon digital goods.

Challenges Faced by Gen Z While Interacting in Metaverse
Though metaverse comes with abundant opportunities for markets, the chal-
lenges posed are also novel. The interface should be user friendly and brands and 
meta platforms should address infrastructural and technical issues. New technol-
ogy will always come with threats to data security where customers may hesitate 
to adopt new technology where it becomes vital for brands to create awareness 
and trust among consumers. Pospiech (2022) stated that the affordability and 
accessibility of AR and VR accessories might be a hindrance for user participa-
tion and experience which set back brands. Sociocultural issues are also to be 
considered before brands think about meta in full swing. Also, brands should 
ensure customer willingness to check whether they are personally equipped with 
resources and skill set to sail through a meta environment. Content, customer 
engagement, and media dependency also keep changing when there is a change 
in platform; this becomes another challenge for marketers. Conventional media 
strategies may not match with 3D world communication strategies and coexisting 
in the meta environment is a huge challenge apart from regulatory policies and 
ethical conduct.

Security Issues Faced Metaverse

Implementing cybersecurity measures in the metaverse might be a huge problem 
as it is a new technology with a lot of uncertainty. There are risks such as lack 
of regulations, lack of knowledge about cybersecurity best practices, data col-
lection, and the like (Di Pietro & Cresci, 2021). As no help or support is avail-
able in metaverse, NFT theft is bound to happen. User’s identities can also be 
stolen and their avatars can be hacked. Similar to the metaverse, darkverse is 
on the rise, which is more dangerous than the dark web. Instead of being solely 
online open discussion threads like in dark web criminal forums, it simulates 
covert physical meetings. Financial fraud could be another common thing in the 
metaverse. Because of the massive amount of e-commerce that will take place in 
these worlds, criminals and criminal organizations will be lured to the metaverse. 
There will be many people trying to rip off  users, steal their money, and seize their 
digital assets (Chukwunonso et al., 2022). The metaverse is expected to produce 
a large amount of data, which is fed into it from the real world by means of 
wearable sensors and other smart devices. These data may include both sensitive 
information that should always be kept private and very basic information about 
the user and their environment. The majority of applications employ third-party 
libraries, which may or may not have access to user-generated data. As a result, it 
is crucial to understand what the owners of these libraries do with these data and 
how they store it (Chukwunonso et al., 2022).
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The concept of the metaverse has been gaining popularity in recent years, with 
many people excited about the possibilities it offers. However, with new oppor-
tunities come new challenges, and Gen Z is likely to face some significant obsta-
cles as they navigate this digital world. One of the most pressing challenges that 
Gen Z is likely to face in the metaverse is digital addiction (Bojic, 2022). With the 
abundance of options for entertainment and engagement, it is easy to get lost 
in the virtual world, leading to negative impacts on mental and physical health, 
social skills, and productivity. Another challenge is the issue of cyberbullying. 
Online harassment, trolling, and hate speech can be just as damaging as in-person 
bullying, and Gen Z may need to develop strategies for dealing with these issues 
in the metaverse. Privacy and security concerns are also significant challenges 
that Gen Z is likely to face in the metaverse (Chang et al., 2022). With so much 
personal information being collected, users will need to be extra vigilant about 
protecting their data and taking steps to ensure their safety online.

Economic inequality is another issue that could become a challenge for Gen Z  
in the metaverse. While the metaverse offers many opportunities for entrepreneur-
ship and wealth creation, access to these opportunities may not be equal, and 
some Gen Z may be left behind due to economic disparities, lack of resources, or 
technical skills (Allam et al., 2022). Virtual versus real-world identity is another 
area of concern for Gen Z in the metaverse. Creating a digital persona that is 
different from their real-world identity can be confusing and could lead to con-
flicts. It may be challenging for Gen Z to maintain a balance between virtual and 
real-world identities, especially as the lines between the two become increasingly 
blurred.

Finally, the lack of human connection is another challenge that Gen Z may 
face in the metaverse. While the metaverse offers new ways to connect and col-
laborate with people from all over the world, it may also lead to a sense of discon-
nection from the physical world and in-person interactions. The challenges faced 
by Gen Z in the metaverse are significant, and they will need to develop strategies 
to navigate this digital world successfully. From digital addiction to economic 
inequality, privacy concerns, and virtual versus real-world identity, these chal-
lenges will require careful consideration and planning to ensure that Gen Z can 
thrive in the metaverse.

Future Prospects
As a rapidly evolving digital space, metaverse intertwines virtual and physical 
realities and holds immense potential for shaping the future landscape of con-
sumer behavior. Generation Z, the first generation to grow up fully immersed 
in digital technologies, is positioned at the forefront of this transformative shift 
(Burstein, 2013). This section of the article explores the future prospects of Gen-
eration Z consumer behavior within the metaverse, examining emerging trends, 
potential developments, and the implications for businesses and marketers.

As a variety of platforms that cater to various interests and specializations 
arise, the metaverse is predicted to experience tremendous expansion. It is probable 
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