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Abstract  

Purpose - Based on the key dimensions of the Metaverse environment (immersiveness, fidelity, 

and sociability), this paper develops the concept of sensory Word-of-Mouth (WOM) in 

Metaverse - the metaWOM. It attempts to upgrade the Reviewchain model and suggests the 

utilization of non-transferable tokens (NTT) in curbing the explosion of fake WOM.  

Design/methodology/approach - Following Macinnis' (2011) approach to conceptual 

contributions, we browsed the currently available literature on WOM, Metaverse, and NTT to 

portray the emergence of metaWOM. 
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Findings - By relying on Metaverse’s three building blocks, we map out the persuasiveness of 

metaWOM in the Metaverse-like environment. By incorporating NTT in the Reviewchain 

model, we upgraded it to provide a transparent, safe, and trusted review ecosystem. An array of 

emerging research directions and research questions is presented. 

Implications – This paper comprehensively analyses the implications of a Metaverse-like 

environment on WOM and debates on technologies that can enhance the metaWOM 

persuasiveness. The proposed model in this paper can assist various stakeholders in 

understanding the complex nature of virtual information-seeking and giving. 

Originality/value - This is the original attempt to delineate the sensory aspect of WOM in the 

Metaverse based on three crucial aspects of the Metaverse environment: immersiveness, fidelity, 

and sociability. This paper extends the discussion on the issue of fake reviews and offers viable 

suggestions to curb the ever-growing number of fraudulent WOM. 

Keywords: Metaverse, Word-of-Mouth, media richness theory, WOM, metaWOM, sensory, 

persuasiveness, credibility, NTT, Reviewchain, hospitality, tourism 

Paper type: Conceptual Paper 

1. Introduction 

 

The Metaverse can be defined as a virtual world where avatars come together to work, 

shop, attend classes, pursue hobbies, and enjoy social gatherings (Giang Barrera and Shah, 

2023). Avatar may be defined as a virtual representation of an individual user. The digital world 

is changing rapidly, and many companies are investing important resources to offer their 

versions of virtual three-dimensional Worlds (Metaverses) for business and casual peer-to-peer 

communication (Dwivedi et al., 2022). Nowadays, users can access the Metaverse through their 



internet browsers, smartphones, and VR sets. Given its rapid development, the Metaverse-like 

environment is expected to significantly impact daily lives in the same way as the introduction of 

the internet or the iPhone did (Wiederhold, 2022). Moreover, the literature claims that 

technological advancement, in the form of augmented reality (AR), virtual reality (VR), and non-

transferable tokens (NTT), will greatly transform various aspects of our life ( Dwivedi et al., 

2023a; Giang Barrera and Shah, 2023; Koohang et al., 2023; Kshetri and Dwivedi, 2023; 

Mehran et al., 2023; Wongkitrungrueng and Suprawan, 2023), and more specifically the way we 

communicate.  

With VR and AR, Metaverse will allow everyone to create avatars and engage in virtual 

communications (Zeng et al., 2020; Wongkitrungrueng and Suprawan, 2023), including WOM. 

Notably, the Metaverse has the potential to revolutionize service sectors, such as the travel and 

tourism industry (Abdullah et al., 2022; Castillo-Manzano et al., 2022; Buhalis et al., 2023; 

Zhang et al., 2023). For illustration, hotels create immersive virtual experiences to provide 

potential guests with a taste of what their stay might be like. To date, a growing number of 

service providers and stakeholders leverage the VR and the Metaverse – to name a few: Marriot, 

City of Dubai, City of Seoul, Thomas Cook Airlines, Prada, IKEA, Nova Scotia, Hamilton 

islands, etc. (Yang et al., 2017; Buhalis et al., 2023; Cheng et al., 2023; Dwivedi et al., 2023b). 

Travelers can take virtual tours of hotels and rooms, customize their stay by previewing different 

amenities, and even book their entire trip within the Metaverse. As travelers’ behavior, and VR 

evolves, Metaverse is to take a more disrupting role in areas such as marketing, communication, 

service provision, and the like (Gursoy et al., 2022; Tan et al., 2023).  

However, the current WOM knowledge is limited to traditional two-dimensional 

platforms (e.g., Trust Pilot) or social media websites (Filieri et al., 2018a; Filieri, 2016; 



Mladenović et al., 2020; Skiera et al., 2022) and does not reflect the immersive nature of 

Metaverse-like environments. Given the depth and breadth of the environment, the behavior will 

hypothetically change (Belk et al., 2022), and the domain knowledge, although rapidly evolving, 

is still scattered and inconclusive. This change in the WOM ecosystem may affect companies 

that invest in WOM and users that would have to deal with new immersive channels to share and 

seek information and opinions of others in a more sensorial manner. It is predicted that haptic 

devices will allow users to “feel” objects and additional equipment that enables any kind of 

physical activity in Metaverse (Dwivedi et al., 2022; Wiederhold, 2022). The whole sensory 

experience in the Metaverse is anchored in high environmental fidelity, immersiveness, and 

sociability (Giang Barrera and Shah, 2023). 

Still, to date, some of the central issues related to WOM are credibility and the 

helpfulness of WOM (Filieri, 2016; Ismagilova et al., 2020). These issues are anchored in the 

anonymous nature of the online environment and an overwhelming amount of fraudulent WOM 

(Filieri, 2016). Several scandals have affected the world's largest traveling platform, Tripadvisor, 

causing a decrease in the perception of the level of reliability of online reviews (Filieri, 2016). 

As such, some online review platforms are cluttered with fake and promotional online reviews 

(Banerjee and Chua, 2021; Filieri, 2016) – affecting the trust, credibility, and, consequently, 

helpfulness of WOM messages. As a potential remedy, a novel decentralized technology can 

hypothetically induce higher trust of WOM in Metaverse. Non-transferable token (NTT) is a 

cryptographic and blockchain-based asset with unique identification codes and metadata that can 

not be transferred between wallets (Peres et al., 2022). From the WOM perspective, each 

message (e.g., review, testimonial, etc.) will be with unique identification code and related to its 

owner (generator), which will make it more challenging to manipulate WOM in the Metaverse 



(O’Brien, 2021; Román et al., 2023). As individuals rely heavily on WOM in making informed 

travel-related decisions (Buhalis et al., 2023; Filieri, 2016), the importance of further 

conceptualization and investigation of WOM is part of the proverbial equation.  

While the whole domain is in its infancy, several scientific contributions portray the 

current state of affairs in the Metaverse context (Dwivedi et al., 2022; Giang Barrera and Shah, 

2023; Koohang et al., 2023, Tan et al., 2023). There is a consensus among scholars on the major 

paradigm shifts in the domains of consumer behavior, interpersonal and branding 

communication, and decision-making. While marketers are interested in WOM, the Metaverse 

interactive environment would induce a more complex WOM format - toward more sensory, 

experiential, and haptic WOM – an array of unexplored features that bring new challenges and 

opportunities (Cheng et al., 2023). 

This contribution aims to extend the current conceptualization of WOM to the Metaverse. 

Having this in mind, we present and discuss how three dimensions of the Metaverse may affect 

WOM and create additional value for all involved stakeholders (e.g., hotels, marketers, tourists, 

users, avatars) by (1) increasing the helpfulness and credibility of WOM and (2) by being more 

persuasive. We illustrate how metaWOM may be related to the innovative concept of NTT. 

Moreover, we discuss the consequences of multiple Metaverses that currently exist (Buhalis et 

al., 2023). Lastly, we propose a set of innovative research directions to spark future 

developments and empirical verifications. 

2. Methodological remarks 

 

To understand the dimensions of the Metaverse and their interplay with WOM, we rely 

on Macinnis' (2011) three-phase procedure. Firstly, we found over 110 domain-relevant articles 



in the last 16 years. Although the spike in scientific production is recent, we selected this time 

window to check for eventual pre-trends and to grasp the broader context. The collected material 

was screened based on the relevancy and research focus: WOM, Metaverse, persuasiveness, and 

user experience. A fraction of the originally retrieved articles were suitable for further 

investigation. According to Macinnis (2011), the second step is the integration in which we 

provide definitions of critical aspects of a Metaverse-like world and WOM. The primary goal of 

this phase is to present a helicopter view of the observed phenomena. Therefore, we integrate the 

digital disruptions that impacted consumer behavior and communications, such as WOM. The 

delineation phase focuses on understanding the relationship between Metaverse’s dimensions 

(research focus) and other concepts (WOM persuasiveness). This phase aims to understand how 

these dimensions will affect the persuasiveness of WOM in Metaverse-like environments.  

3. Literature review 

 

3.1 Metaverse and Media Richness Theory (MRT): A New Paradigm for Word of Mouth 

Given its main postulates Media Richness Theory (MRT), developed by Daft and Lengel 

(1986), presents a suitable theoretical frame for the further exploration of WOM in the context of 

Metaverse. MRT proposes that communication effectiveness is notably tethered to the “richness” 

of the medium that conveys the message (Daft and Lengel, 1986). The richness is defined by 

four primary attributes: cues, language variety, personal focus, and feedback capabilities (Daft 

and Lengel, 1986; Maity et al., 2018; Zeng et al., 2020). In terms of Metaverse-like 

environments, the multidimensional richness may be particularly suitable as Metaverse 

technically provide an unprecedented level of sociability, immersiveness, and fidelity (Giang 

Barrera and Shah, 2023). Notably, MRT is convenient for exploring WOM in the Metaverse, as 

Metaverse is considered a “rich” medium as per MRT - by enhancing robust and diverse 



communication within its multifaceted and multilayered context. Secondly, prompt feedback and 

interactive dialogue within virtual worlds should bolster the richness and persuasiveness of the 

communication – which may be critical for WOM efficacy. Lastly, the sense of “presence” 

within Metaverse can engender more personalized experiences – consequently influencing the 

persuasive power of WOM. By relying on MRT, we believe that the richness aspect is a relevant 

framework through which the complex interplay between the Metaverse and WOM can be 

maped. 

3.2 Traditional WOM, eWOM, and metaWOM 

WOM has long been a powerful force in shaping consumer behavior, and abundant 

scientific evidence argues its impact on one’s decision-making (e.g., Filieri et al., 2018b). 

Individuals often rely on the recommendations of their friends, family, and peers when making 

decisions (Filieri, 2016). In recent years, however, the rise of digital technology has disrupted 

how WOM functions, leading to new channels and formats - known as eWOM (Filieri et al., 

2018a). 

One of the main ways that digital technologies have disrupted WOM is by making it 

easier for people to share their experiences and opinions (Yang et al., 2017; Kim et al., 2021). 

WOM was typically limited to personal connections between individuals. With social media and 

online review platforms, people can share their experiences with a much larger audience 

(Ismagilova et al., 2021). This has made service providers (e.g., hotels) more exposed to both 

positive and negative feedback. Secondly, the digital environment has made it easier for people 

to access information about products and services (Filieri, 2016; Lee and Choi, 2019). Now it is 

possible to find customer reviews for every product online (Filieri, 2016). This can make it more 

difficult for companies and service providers to control the available information, as consumers 



can easily access a wide range of opinions and reviews from various sources. Overall, the 

technological disruptions triggered by digital technologies have had a significant impact on the 

way people share opinions and feedback about companies (i.e., WOM) and have changed the 

way companies manage their (online) reputation (Craciun and Moore, 2019; Iyer et al., 2017). 

Online review platforms, social media, influencers, and marketers’ efforts have all contributed to 

the rise of eWOM, which reaches a broad audience and have a greater influence on consumer 

behavior than WOM.  

Nevertheless, scholars envisage further paradigm shifts in virtual settings (Ahn et al., 

2022; Dwivedi et al., 2022; Kim, 2021; Mehran et al., 2023; Giang Barrera and Shah, 2023), but 

less has been said about how the Metaverse could influence WOM. The Metaverse is a virtual 

space created by the convergence of virtual worlds and is accessible to users through the internet 

(Buhalis et al., 2023). A novel type of social space that has the potential to transform how users 

interact with each other, brands, objects, and how they experience travel. Given its key features -

fidelity, sociability, and immersiveness- (Giang Barrera and Shah, 2023; Mehran et al., 2023), 

the Metaverse can be a productive ground for the further evolution of interpersonal 

communications about products and services (e.g., WOM).  

Broadly speaking, the Metaverse has the potential to amplify, accelerate, and shape 

WOM in three major directions. First, the Metaverse allows users to interact with each other in a 

more immersive, engaging, and (eventually) effective way than it was possible in the real world 

or through online reviews, and social media platforms. The exponential growth of engagement is 

expected to lead to stronger relationships and build trust between users (Javornik et al., 2021), 

which could lead to more helpful and credible WOM. Secondly, the immersive nature of the 

Metaverse allows for the creation of virtual communities centered around specific interests (e.g., 



low-cost travel), activities, lifestyles, or brands (e.g., destination brands). As communities are the 

backbone of every social network (Lee and Choi, 2019), the community can be very influential 

in a Metaverse-like world. As Metaverse induces more sensory and multi-format WOM, the 

information richness will increase - and so assumably its persuasive power (Filieri et al., 2021).  

Lastly, the Metaverse itself allows for the creation of so-called virtual experiences that 

are highly engaging (Buhalis et al., 2023) as the experience itself is based on major gamification 

principles (immersiveness, fidelity, and sociability). Consequently, users (avatars) with a positive 

(or negative) experience should be inclined to disseminate such an experience further – 

eventually leading to WOM’s spill-over to real-life environments (e.g., face-to-face or online). 

In addition to these technologically-related changes, WOM has also been influenced by 

shifts in societal norms (Lee and Choi, 2019; Mladenović et al., 2020). Individuals increasingly 

receive recommendations and appreciate diverging inputs from people who are not part of their 

immediate social circle (Lee and Choi, 2019) – and the Metaverse presents an excellent 

environment to fulfill this need. Overall, by strengthening relationships through immersive 

experiences, the Metaverse could become a powerful force in shaping and driving peer-to-peer 

communication. To lay the foundation and advance the understanding of the WOM phenomenon 

in the Metaverse, we propose a definition of metaWOM: metaWOM refers to seeking, sharing, 

and passing of avatar-generated consumption experiences performed within the boundaries of 

immersive virtual environments.  

Table I From WOM to metaWOM (Source: Authors) 

   Type  

WOM  eWOM  metaWOM  

Medium  Talk, personal 

meeting  

SNS, discussion 

forums  

Virtual environment 



Type of interaction  Face-to-face  Online   Immersive  

Easiness of transmission  Difficult  Easy  Not possible  

Communication format  Speech Video, image, 

graphics, testimonials, 

etc.  

Immersive 

experiences  

Communication  One-to-one  Many-to-many  One-to-one; One-to-

many; many-to-many 

Synchronicity  Synchronicity  Synchronous or 

Asynchronous  

Synchronous or 

Asynchronous  

Reach  Limited  Broad  Broad  

Diffusion speed  Slow  Fast   Fast  

Verification  Low to High Low  High  

Privacy  Private  Public  Both  

Accessibility  Low  High  High  

Credibility  High  Low  High  

Social ties  Strong  Weak  Both 

Engagement High  Low  High  

Persuasiveness  High  Low to High Low to High  

Immersiveness n.a.  n.a.  Low to High 

Fidelity n.a.  n.a.  Low to High 

Sociability Low to High n.a.  Low to High 

Technology n.a. Opinion-sharing 

platforms 

Blockchain 

Sensorics n.a. n.a. Low to High 

Can be modified Yes Yes No 

Non-consumers generate 

WOM 

Yes Yes No 

Consumers have data on 

the WOM reliability 

Partially Partially Yes 

A central authority 

manages the WOM 

No Yes No 

Cooperation between 

vendors and consumers is 

possible 

Yes Yes Partially* 

Notes: n.a.- not applicable; bolded are significant differences; *The risk of collusion between 

vendors and consumers cannot be completely removed. 

4. Role of Fidelity, Immersiveness, and Sociability in Shaping WOM’s Persuasiveness 

 

The literature is vocal in portraying that WOM communication is an important 

information source that greatly aids consumers in the decision-making process (Buhalis et al., 



2023; Filieri, 2016; Tsao and Hsieh, 2015). Notably, it is found to be more credible and relevant 

to consumers in comparison with traditional marketer-generated information (Babić et al., 2020). 

To date, several studies investigated the persuasiveness of WOM communications, which is 

linked to the credibility and helpfulness of the information provided (Filieri, 2016). WOM 

credibility is defined as the degree to which an individual considers communications from others 

as believable, true, or factual (Verma et al., 2023). Perceived credibility of information leads to 

higher confidence in the adoption of WOM and its use of it when making decisions (Filieri, 

2016). It was found that some factors, such as content, recommendation consistency, expertise, 

perceived social relationships, and prior knowledge of the receiver, affect WOM credibility 

(Filieri, 2015; Verma et al., 2023). Moreover, helpfulness refers to the degree to which 

information aids consumers in making decisions. Helpful WOM affects consumer decisions 

more than other types of information (Ismagilova et al., 2020). Reportedly, a plethora of factors 

affects the helpfulness of WOM: the quality of the message, the rating score, the valence, the 

volume, as well as the expertise and trustworthiness of the source (Filieri et al., 2018b; Filieri et 

al., 2021; Ismagilova et al., 2020; Verma et al., 2023). 

Yet, these factors are relevant for the face-to-face WOM and eWOM (e.g., online 

reviews, posts, influencers) and completely oversight the immersive environments. To date, no 

attempt has been made to decipher the role of three central dimensions (immersiveness, 

sociability, fidelity) on WOM communication in the Metaverse. These three aspects induce novel 

layers of experience and completely shift users’ perceptions and actual behavior (Belk et al., 

2022; Giang Barrera and Shah, 2023). Essentially, it is expected that users engage differently 

with such an immersive environment – providing both challenges and opportunities for 

marketers (e.g., new channels and environment) and users (e.g., a more engaging environment 



with no physical limitations). In the following sections, we discuss how immersiveness, 

sociability, and fidelity may affect WOM and, consequently its perceived persuasiveness in the 

Metaverse. 

4.1 The critical role of immersiveness in managing persuasive WOM 

Scholars discuss that users’ immersion in virtual worlds occurs when individuals perceive 

being physically present in a nonphysical world (Ying et al., 2022). In the tourism context, it 

implies activities and environments that provide a sense of complete immersion in a particular 

atmosphere or narrative (space trips, bungy jumping, virtual tours, sightseeing, etc.). This 

perception is created by surrounding the user with images, sound or other stimuli that provide a 

very absorbing environment. Spatial immersion occurs when a user perceives a virtual world so 

realistic and authentic that he/she feels that it is there, whilst immersiveness is induced by 

technological equipment that can manipulate the degree of so-called telepresence (Zeng et al., 

2020, Mogaji et al., 2023). Still, caution is needed because the various levels of embedment are 

possible due to many possible levels of immersiveness. In the early days, Steuer (1992) argued 

that vividness and interactivity push users to “feel immersed”. For illustration, the currently 

available Metaverse-like world accessible through PC (Decentraland) provides a low-immersive 

environment (Tan et al., 2023). Whilst Metaverse, given that a headset (Somnium Space) 

reproduces a more immersive experience, provides a full experience of such an interactive 

environment. 

Essentially, higher perceived immersiveness stimulates behavioral intentions, perceived 

value, value co-creation, and positive attitudes (Harz et al., 2022; Kinzinger et al., 2022), and it 

should be associated with the outcome variable. For instance, imagine the WOM message about 

immersive zip-lining experience through a dense forest. A high-immersive context should be 



more impactful and persuasive than the WOM message shared in low-immersive environments. 

Consequently, immersiveness as a new dimension should significantly affect the WOM 

generation (e.g., composing information-rich WOM messages) and retrieval (e.g., how to find 

and consume WOM information) in the Metaverse. Additionally, the immersiveness would have 

implications for content communicated through WOM. For instance, WOM in high-immersive 

environments should provide richer information formats (e.g., heuristic cues, contextual cues, 

and level of details), while the opposite should be true for low-immersive environments given 

their modest capabilities. As the richness of information is recognized as a strong predictor of 

WOM persuasiveness (Filieri et al., 2021; Ismagilova et al., 2020), it is assumed that the high-

context nature of WOM in high-immersive environments will produce a similar effect.  

4.2 How sociability interplays with WOM in the Metaverse? 

  

An array of social factors that have some impact on WOM engagement and user 

experience (social ties, trust, homophily, conformity, etc.) (Chu and Kim, 2011; Filieri, 2016; 

Filieri et al., 2018a; Lee and Choi, 2019; Mladenović et al., 2020; Filieri et al., 2023; 

Chakraborty et al., 2023). Kreijns et al. (2007) define sociability as the user’s perception of an 

environment’s ability to produce interactive social space and to induce social interactions. To 

date, social presence is one of the crucial dimensions to trigger user engagement and enhance 

their experiences in virtual worlds (Buhalis et al., 2023; Ying et al., 2022). Given that 

Metaverse-like worlds are expected to be heavily populated (Belk et al., 2022), such an 

interactive and immersive environment should provide various venues and levels of sociability. 

Small, unknown, and unpopulated Metaverse worlds would be very restrictive in terms of 

sociability options. While the opposite should be valid for large, heavily populated, and well-

structured Metaverses, as those would trigger higher interaction levels between users/avatars.  



Essentially, socialization is a strong motive for users to engage with virtual communities. 

Individuals are social beings, and virtual communities provide a platform to connect with like-

minded people (Chakraborty et al., 2023; Dwivedi et al., 2023b). Through Metaverse-like 

worlds, users can share their experiences, seek advice, and engage in discussions with others 

who share similar interests, leading to a sense of community and socialization that can 

potentially positively impact their mental and emotional well-being. Regarding user-generated 

content, various motives influence users’ information sharing (Filieri et al., 2021) and value co-

creation with others (Buhalis et al., 2023). In general, higher user engagement in virtual worlds 

can be triggered by the increased number of social venues to trigger the socialization process 

(Javornik et al., 2021; Scholz and Smith, 2016). Metaverse environments that provide richer 

sociability options and contextual factors will foster frequent, stronger, and more intense 

information exchanges and, consequently, WOM. The persuasiveness of WOM in such 

environments would be high given that consumers tend to conform to the norms and behaviors of 

others in the same online community (Forman et al., 2008). As in the real world, users are prone 

to form various social groups or communities (e.g., usually with problem-solving purposes) 

spontaneously (Lee and Choi, 2019). However, it is also true that group relevance, immediacy, 

and presence are greater when individuals feel that fellow group members are closer in space and 

time (Latané, 1981), which is not the case in the metaverse where individuals are geographically 

and culturally sparse and do not necessarily feel the need to conform to any norm or behavior in 

a process of de-identification. 

4.3 How 3D fidelity transforms WOM in Metaverse? 

 

In terms of virtual worlds, environmental fidelity may be defined as the degree to which 

Metaverse stipulates physical and functional aspects of the real-world (Giang Barrera and Shah, 



2023). It is a rather complex dimension that includes two elements of display and interactive 

fidelity. Display fidelity implies the level of reproduction of various sensory stimuli so that 

users/avatars in the Metaverse can speak, hear, feel, see, and touch (Steuer, 1992). Interactive 

fidelity is how realistically users interact with others, objects, or during events (McMahan et al., 

2012). Originally, media richness theory postulates that the breadth and range of these cues have 

an additive effect on behavioral intentions (Trevina et al., 1987). Combined, display and 

interactive fidelity should provide a Metaverse experience based on full two-way interaction 

(Ahn et al., 2022). Essentially, when technologies induce high levels of environmental fidelity, 

users would be naturally more engaged with such communal environments (McMahan et al., 

2012). For illustration, if users could move and touch objects in a virtual museum, and feel and 

smell the mysterious aroma of a jungle trip in the Metaverse, individuals would be more engaged 

with such a sensory-rich environment (Cheng et al., 2023). Contrarily, if the fidelity level is low, 

users would be less likely to frequently, intensively, and constructively engage with the 

environment – resulting in a shallow virtual experience. 

Presumably, fidelity is a decisive dimension as it invasively pushes the research frontier 

toward sensory WOM. This may be decisive for hospitality and tourism, as they would need to 

incept as many details as possible in their offerings to provoke the user’s sensory experience. 

Thanks to immersive technologies, the sensory aspect of WOM (although neglected to date) is an 

emerging topic (Babić Rosario et al., 2020). Potentially, users could reproduce their experiences 

by attaching additional cues to their WOM message (e.g., smell, positioning of objects and users, 

their feelings, immediate reactions, etc). A substantial shift from the current understanding and 

concepts of WOM and eWOM. Notably, the sensory feature makes metaWOM a more complex 

concept than WOM and eWOM typologies (both in the context of generation and retrieval of 



WOM). As the sensory features provide additional cues, context, and circumstantial pieces of 

information, WOM in high Metaverse-fidelity condition (high display and interactive fidelity) is 

presumably to be perceived as more helpful and relevant. Consequently, metaWOM could be 

more significantly associated with outcome variables (e.g., purchase, booking, sharing, etc.) and 

generally more persuasive. 

4.4 MetaWOM Typology 

 

By combining various levels of immersiveness, sociability, and fidelity, Metaverse 

environments provide a fertile environment to boost users’ engagement and enhance user 

experience (Buhalis et al., 2023; Flavián et al., 2019; Javornik et al., 2021). Thereupon, 

marketers and users have many opportunities to generate, manage, and retrieve WOM in 

Metaverse. The major typologies with background rationale are presented in Figure 1, and the 

figure indicates only an abysmal portion of the total spectrum of possible combinations. 

 

 

 

 

 

 

 

 

 

 

 

 



Figure 1 Variations of metaWOM based on Metaverse experience (adapted from Giang Barrera 

and Shah, (2023) 

 

 

Variation  I   F   S   P   Rationale    

W1 Low    High    Low    Low    Lower levels of sociability and immersiveness 

nullify the effect of fidelity (Metaverse-like worlds 

in which social space does not provide ample 

opportunities for socialization). Accessible through 

a browser (Nemesis), and WOM generated and 

retrieved in provides limited embeddedness and 

interactivity. 
W2 High    High    Low    Medium   Modest sociability levels restrict socialization 

(although the Metaverse environment is engaging 

but not populated). On the contrary, high 

immersiveness and fidelity induce user engagement.  
W3 Low    High    High    Medium    These Metaverses are accessible only via mobile 

devices and browsers and provide a modest user 



experience. Given that users cannot fully embed 

themselves in someone's experience, a moderate 

persuasiveness of WOM is expected.  
W4 High    High    High    High    Ideal for both marketers and users as the Metaverse 

provides an interactive environment for WOM 

generation and retrieval. It is expected that WOM is 

persuasive, effective, and provides a full sensory 

experience. 
W5 Low    Low    Low    Low    The Metaverse-like environment is unpopulated, 

poor in design, and accessible only in browsers. The 

role of such a Metaverse-like environment on 

WOM is limited and provides only a modest 

sensory experience. 
W6 High    Low    Low    Low   The Metaverse does not provide an environment to 

engage with others and share experiences. It 

requires a lot of effort to populate and design the 

environment to motivate users’ engagement with 

objects and avatars. 
W7 Low    Low    High    Low   This is a dominant case as the majority of 

Metaverses may be categorized here (accessible 

only via a browser with modest aesthetics). Those 

are very populated (Sandbox, Decentraland, etc.). 

Poor imerssiveness and fidelity do not contribute to 

the generation and retrieval of sensory WOM. 
W8 High    Low    High    Medium   Poor display and interactive fidelity affect the user 

experience and their engagement with environments 

(not being able to feel, move objects, etc.). Avatars 

lack a crucial aspect in sensory WOM, to sense it. 

Therefore, the limited persuasiveness of WOM is to 

expect. 
Notes: I=immersiveness; F=fidelity; S=sociability; P=persuasiveness 

5. The Pivotal Role of NTT in Increasing WOM’s Persuasiveness in Metaverse 

 

In face-to-face or online environments, consumers must rely on two crucial elements that 

are involved in WOM – the generators (e.g., source) and online platforms that manage WOM in 

a digital environment (e.g., TripAdvisor, Booking, etc.) (Babić Rosario et al., 2020; Donthu et 

al., 2021). The major issue is that platforms often exclude unfavorable reviews, amend existing 

reviews, or worse, produce fraudulent (fake) reviews (Filieri, 2016; Banerjee, 2022; Román et 

al., 2023; Vasist and Krishnan, 2022) – with the main goal to support the performance of their 



offerings. This issue has been receiving increasing attention (Román et al., 2023; Wu et al., 

2020), and certainly, two of the most affected sectors are tourism and hospitality given that their 

performance is strongly related to the shared experiences (via online reviews) before, during, and 

after the travel takes place (Buhalis et al., 2023). 

The usage of blockchain-based technologies to curb the impact of fake reviews has been 

mentioned earlier. Martens and Maalej (2018) conceptually proposed that the blockchain 

ecosystem provides a credible and trustworthy environment for the generation of WOM, and 

recently Bulchand-Gidumal and Melián-González (2023) followed up with further development 

of the model. Essentially, the model implies that all transactions are included in the blockchain 

and entail some information about the consumer/customer (frequency of shopping, reputation, 

etc.). Still, one of the issues that these two propositions do not address is the Metaverse 

implications and more sensory nature of WOM in the Metaverse, as well the WOM generators 

and seeker’s perspectives. Fundamentally, the model only considers online reviews (only a single 

typology of eWOM) and does not specify the blockchain-based tokens that may be suitable in 

such immersive and fluid environments. 

 

 

 

 

 



Figure 2 Conceptualization of NTT’s role in WOM ecosystem – a) WOM generator’s 

perspective; b) WOM seeker’s perspective (Source: based on Bulchand-Gidumal and Melián-

González (2023) and Martens and Maalej (2018)) 

 

By providing a secure and verifiable means of tracking the authenticity (Yilmaz et al., 

2023) of shared experiences, NTT has the potential to help curb the impact of fake WOM – 

consequently inducing higher perceived credibility and helpfulness of WOM. Overall, NTT 

provides a suitable technological ambiance given the following features: 



1. Tamper-proof records - NTTs can be used to create a tamper-proof record of WOM in 

Metaverse as it provides a secure and decentralized way of tracking and storing 

information, making it nearly impossible to alter, delete, and manipulate with WOM. 

2. Verifiable ownership - by relying on NTTs to store WOM, it is possible to track the 

ownership of a specific WOM message and verify its genuineness and credibility. In the 

Metaverse, NTTs represent unique digital assets, such as virtual real estate, in-game 

items, or WOM messages, and their ownership can be easily tracked and verified on the 

blockchain. NTTs can encourage greater engagement with the Metaverse itself and 

increase the likelihood of WOM being retrieved and further generated. 

3. Incentivizing legitimate WOM – hypothetically, NTTs can incentivize authentic and 

content-reach WOM by providing a reward or recognition for genuine opinions (e.g., 

digital badges, certificates, etc.). For example, NTTs can be used as rewards for 

participating in WOM campaigns or as recognition for contributing valuable content. 

4. Supporting trusted WOM ecosystem - By creating a tamper-proof and decentralized 

structure, verifiable ownership, and attachment to virtual asses (e.g., WOM messages), 

NTT has the potential to contribute to the establishment of more credible, creative, and 

persuasive WOM ecosystems.  

Given that the risk of multiple identities in Metaverse is a serious issue, one viable 

technological solution to curb this access-management-related issue may be self-sovereign 

identity (SSI). As users use authentication credentials stored in their wallets, they can access 

different platforms, services, and organizations (Ghirmai et al., 2023). By providing users with a 

management platform for their data (Ferdous et al., 2019), SSI may be a viable solution to 

authentication-related issues (e.g., multiple identities, false identities, etc.). In combination with 



NTT, it can ensure that Metaverse enhances the credibility, engagement, and incentives 

associated with WOM, making it more persuasive and effective in driving engagement in the 

Metaverse-like worlds (e.g., purchases, visits, booking). As we incorporated the Metaverse 

component and NTT, the upgraded model follows up on recent calls to develop a more truthful 

rating system (Önder and Treiblmaier, 2018; Wu et al., 2020). 

6. Discussion 

6.1 Conclusions 

 

As the Metaverse presents a broader communication paradigm shift (Tan et al., 2023), 

precisely defining WOM in this novel environment is crucial. Namely, the Metaverse-induced 

WOM theoretically should amplify the persuasiveness of messages, provide instant and dynamic 

information exchange, lay foundations for more engaging interactions, and eventually lead to 

new monetization models among influencers/avatars. Hereby the concept of sensory WOM is 

introduced (based on the immersiveness, fidelity, and sociability), which can create additional 

value for all involved stakeholders (e.g., hotels, marketers, and tourists). Consequently, an 

attempt has been made to map out the persuasiveness of metaWOM in virtual environments. By 

incorporating NTT, the Reviewchain model is upgraded to provide a transparent, safe, and 

trusted review ecosystem. 

6.2 Theoretical implications 

 

The present study relies on Macinnis (2011)’s three-phase approach to conceptualize 

WOM in Metaverse-like environments. We hereby emphasize three major contributions. Firstly, 

and most notably, we developed the metaWOM concept. Although in its essence is very similar 

to WOM and eWOM, the paradigm shift is evident. Namely, the interactive environment induces 



increased levels of fidelity and engagement with the Metaverse (Mogaji et al., 2023), which 

should lead to more sensory-enhanced experiences and more pronounced sensory features of 

WOM. Secondly, by applying media richness theory in a new context and incorporating crucial 

dimensions of full-scale Metaverse experience (immersiveness, sociability, fidelity), we 

presented various possible experiences in low and high conditions. Anchored in this theoretical 

stance, we were then able to hypothesize the persuasiveness of metaWOM in different conditions 

(Figure 2) and possibly forecast the effectiveness of metaWOM in various Metaverse-like 

environments. Lastly, we upgraded the originally developed model by Bulchand-Gidumal and 

Melián-González (2023) and Martens and Maalej (2018) to respond to the vocal scientific urge 

to produce a reliable review system (Önder and Treiblmaier, 2018; Wu et al., 2020). In 

conclusion, given the ever-growing interest in Metaverse-like environments, a spike in 

companies and avatars populating Metaverses, and the growing specter of opportunities and 

challenges related to communication and metaWOM – we recognize an important emerging 

research stream. 

6.3 Practical implications 

 

The Metaverse's immersive experience and interactions provide unique and novel 

opportunities for companies to engage with their customers (Dwivedi et al., 2023b; Golf-Papez 

et al., 2022). Through metaWOM, companies can generate buzz and excitement around these 

experiences. Additionally, immersive features paired together with the perceived credibility of 

metaWOM will aid customers in their decision-making and buying process, especially in high-

involvement purchases (e.g., booking a holiday). High-fidelity and immersivenes will allow 

potential customers to experience and evaluate different venues (e.g. hotels, restaurants) before 

making decisions.  



As metaWOM provides ample opportunities for companies to create awareness, loyalty, 

brand advocacy, positive attitude, and increase sales, they need to be aware of the potential risks 

associated with metaWOM, including the spread of harmful, misleading, and unethical content. 

As metaWOM can be more persuasive, engaging, and memorable in comparison with other 

forms of WOM, it can have a significant impact on a company’s reputation. Thus, companies 

need to monitor metaWOM communications and develop appropriate and timely response 

strategies to manage metaWOM. Additionally, it will be beneficial for companies to analyze 

metaWOM content to identify emerging trends, get insights into their audience behavior, and 

inform their marketing and product/service development strategies. As the Metaverse evolves 

and becomes more integrated into our daily lives and physical worlds (Dwivedi et al., 2022), 

companies will need to consider the interplay between metaWOM and other forms of WOM 

communications. This will involve the development of holistic strategies to manage reputation 

and brand image across multiple channels. 

6.4 Future research directions 

 

While metaWOM could provide many ways to enhance consumer experience and bring 

benefits for companies, it can also present some challenges, such as perceived risks for 

consumers to engage in metaWOM communications, information overload, and 

underdevelopment of recent policies and regulations, to name a few. These would be important 

areas for future research to consider. The novel attributes of the Metaverse, such as interactivity 

and the use of avatars as a proxy between users and the Metaverse affect the way people can 

build and maintain their relationships. Therefore, it is important to investigate how 



immersiveness, fidelity and sociability affect relationships in the Metaverse and how they affect 

the persuasiveness of metaWOM. 

Researchers have found that different formats of eWOM communications affect 

consumer behavior (Filieri et al., 2021). As the Metaverse environment provides new dimensions 

for communications, future studies need to investigate new formats of metaWOM and its effect 

on consumer behavior.  Which are the dominant demographic segments in Metaverse (income, 

age, lifestyle, education, etc.)? Are factors that affect WOM can be applied in the context of 

metaWOM? What role do additional dimensions (immersiveness, fidelity, and sociability) play 

in consumer buying behavior? 

Additionally, future research is advised to look at motivations to create and share 

metaWOM. Current research has identified a number of motivations applied to other forms of 

WOM, such as altruism, satisfaction, and economic incentives, to name a few (Ismagilova et al., 

2021). Will the same motivations apply to metaWOM, or will other motivations emerge? What 

would be the implications for the producer and receiver of metaWOM communications?  

Notably, the Metaverse should not be considered in isolation from the physical world 

consumers are living in. The connection between metaWOM and real-world buying behavior, 

and communications of real-world WOM and its impact on buying behavior in the Metaverse-

like world(s) should be investigated: What is the spillover effect of WOM and eWOM on 

metaWOM? In addition, it is important to consider intermediaries involved in the travel scarce 

(e.g., travel agencies) (Buhalis et al., 2023). How will metaWOM affect the role of 

intermediaries (e.g., Online travel agencies) in the travel decision-making process? 



The usefulness of WOM communications is an important topic in marketing research as 

it affects information adoption and consumer buying behavior (Filieri et al., 2018a). Currently, 

eWOM communications use various indicators to mark its usefulness (e.g., was this review 

useful for you, ratings). Future studies should investigate and develop relevant indicators for 

metaWOM usefulness.  

As AI tools are getting more popular to make daily activities/tasks easier, future research 

can investigate the use of AI tools in creating metaWOM and its perceived usefulness. Another 

type of research can focus on monitoring metaWOM communications. Like other forms of 

WOM companies need to monitor metaWOM communications and develop strategies to deal 

with positive/negative communications. Additionally, ways to use AI tools to complete this task 

should be considered.   

For the technology to be fully functional and usable, it is crucial to have legitimate 

support and legislation from the government (Buhalis et al., 2023). Thus, future studies should 

address the following questions: What policies and regulations should be developed for 

metaWOM? What are the implications on jurisdictions and current/future legal frameworks? 

Finally, for the success of metaWOM users should create enough content. To do it, 

consumers need to adopt and use VR sets or similar technology, which is critical for the full 

immersive experience. As a result, it is necessary to investigate factors that contribute to/hinder 

the widespread adoption of VR technology. Future research should look into this issue. 

Table II summarizes many key research directions on metaWOM communications, which 

will enhance the knowledge of Metaverse and particularly metaWOM. 

Table II Future research directions (Source: Authors) 



Research directions Research questions 

Social Relationships in Metaverse How immersiveness, fidelity, and sociability affect 

relationship nature and building? 

How do these relationships affect the persuasiveness of 

metaWOM? 

What is the role of avatars as a proxy between users and 

Metaverse and how does it affect the persuasiveness of 

metaWOM?  

Formats of metaWOM What formats will metaWOM have? 

How do different formats affect consumer decision-

making? 

What are the the most influential factors for different 

metaWOM formats? 

Information overload How do sensory communications affect the 

persuasiveness of metaWOM?  

How can sensory overload be avoided? 

How does an immersive environment affect information 

overload?  

Impact on Buying Behaviour What are the dominant demographic segments in the 

Metaverse (income, age, lifestyle, education, etc.)? 

How does metaWOM influence purchasing decisions in 

the Metaverse and in the physical world? 

What factors will affect the effectiveness of metaWOM 

communications? 

How immersiveness, fidelity, and sociability of 

metaWOM affect purchase behavior? 

Meta and real-world behavior How does metaWOM impact real-world buying 

behavior? 

How real-world WOM communications influence 

purchasing decisions in the virtual world. 

What is the spillover effect of WOM and eWOM on 

metaWOM? 

How will metaWOM affect online travel agencies and 

their role in the decision-making process?    

Usefulness of metaWOM What indicators will be used to mark metaWOM as useful 

for other users?  

Can indicators from eWOM communications (ratings) be 

used? 

Use of AI How can users apply AI tools to help them create 

metaWOM?  

Will these kinds of communications perceive as useful? 

Technology adoption What factors can contribute to/hinder the mass adoption 

of VR technology? 

Motivations to create and share 

metaWOM 

What motivations will users have when creating and 

sharing metaWOM?  

Will they be similar to eWOM communications?  



How can companies encourage/motivate users to create 

and share metaWOM?  

Monitoring of metaWOM How can companies monitor metaWOM 

communications? 

What are the response strategies to deal with 

negative/positive metaWOM? 

How can AI be used to monitor and analyze metaWOM?  

Effectiveness of metaWOM 

strategies 

What strategies are appropriate for various types of 

products/services?  

What are the best practices? 

Risks What preventive measures will ensure the authentication 

of users in Metaverse? 

How the issue of multiple identities will be enforced on a 

broad scale? 

What are the perceived risks for users to engage in 

metaWOM communications?  

How can cyberbullying affect consumers' motivations to 

engage in metaWOM?  

Policy and regulations What policies and regulations should be developed to 

regulate metaWOM? 

What are the implications on jurisdictions and 

current/future legal frameworks? 

  

 

6.5 Limitations 

 

The current article has some limitations. First, for the sensory metaWOM to emerge and 

be used, widespread adoption and acceptance of VR devices and Metaverse are required. The 

current study is based on the assumption of mass adoption of VR devices, which is the 

fundamental condition for metaWOM to develop and spread. Second, this study used NTT as a 

means to tackle the credibility crisis of eWOM communications. Some might argue that the NTT 

domain is still in its infancy and adoption rates and trends are questionable now. However, there 

is a consensus in the literature that NTT is considered a viable solution to curb the issues around 

mistrust, authentication, and privacy (Belk et al., 2022; Yilmaz et al., 2023). 

 



References 

 

Abdullah, S., Van Cauwenberge, P., Vander Bauwhede, H. and O'Connor, P. (2022), "User-

generated reviews and the financial performance of restaurants", International Journal of 

Contemporary Hospitality Management, Vol.34 No10, pp.3697-3714. 

https://doi.org/10.1108/IJCHM-10-2021-1236 

Ahn, S.J. (Grace), Kim, J. and Kim, J. (2022), “The Bifold Triadic Relationships Framework: A 

Theoretical Primer for Advertising Research in the Metaverse”, Journal of Advertising, 

Vol.5 No.5, pp.1–16, doi: 10.1080/00913367.2022.2111729. 

Babić Rosario, A., de Valck, K. and Sotgiu, F. (2020), “Conceptualizing the electronic word-of-

mouth process: What we know and need to know about eWOM creation, exposure, and 

evaluation”, Journal of the Academy of Marketing Science, Vol.48 No.3, pp.422–448, doi: 

10.1007/s11747-019-00706-1. 

Banerjee, S. (2022), “Exaggeration in fake vs. authentic online reviews for luxury and budget 

hotels”, International Journal of Information Management, Vol.62, p.102416, doi: 

10.1016/j.ijinfomgt.2021.102416. 

Banerjee, S. and Chua, A.Y.K. (2021), “Calling out fake online reviews through robust epistemic 

belief”, Information & Management, Vol.58 No.3, pp.103445, doi: 

10.1016/j.im.2021.103445. 

Belk, R., Humayun, M. and Brouard, M. (2022), “Money, possessions, and ownership in the 

Metaverse: NFTs, cryptocurrencies, Web3 and Wild Markets”, Journal of Business 

Research, Vol.153, pp.198–205, doi: 10.1016/j.jbusres.2022.08.031. 

Buhalis, D., Lin, M.S. and Leung, D. (2023), “Metaverse as a driver for customer experience and 

value co-creation: implications for hospitality and tourism management and marketing”, 

International Journal of Contemporary Hospitality Management, Vol.35 No.2, pp.701–716, 

doi: 10.1108/IJCHM-05-2022-0631. 

Bulchand-Gidumal, J. and Melián-González, S. (2023), “Fighting fake reviews with blockchain-

enabled consumer-generated reviews”, Current Issues in Tourism, ahead-of-print, doi: 

10.1080/13683500.2023.2173054. 

Castillo-Manzano, J. I., Castro-Nuño, M. and Pozo-Barajas, R. (2022), "Addicted to cruises? 

Key drivers of cruise ship loyalty behavior through an e-WOM approach", International 

Journal of Contemporary Hospitality Management, Vol.34 No.1, pp.361-381. 

Chakraborty, D., Polisetty, A., Khorana, S. and Buhalis, D. (2023), "Use of metaverse in 

socializing: Application of the big five personality traits framework", Psychology and 

Marketing, ahead-of-print. doi: doi.org/10.1002/mar.21863 

Cheng, X., Xue, T., Yang, B. and Ma, B. (2023), “A digital transformation approach in 

hospitality and tourism research”, International Journal of Contemporary Hospitality 

Management, ahead-of-print, doi: 10.1108/IJCHM-06-2022-0679. 

Chu, S.-C. and Kim, Y. (2011), “Determinants of consumer engagement in electronic word-of-



mouth (eWOM) in social networking sites”, International Journal of Advertising, Vol.30 

No.1, pp.47–75, doi: 10.2501/IJA-30-1-047-075. 

Craciun, G. and Moore, K. (2019), “Credibility of negative online product reviews: Reviewer 

gender, reputation and emotion effects”, Computers in Human Behavior, Vol.97, pp.104–

115, doi: 10.1016/j.chb.2019.03.010. 

Daft, R.L. and Lengel, R.H. (1986), “Organizational Information Requirements, Media Richness 

and Structural Design”, Management Science, Vol.32 No.5, pp.554–571. 

Donthu, N., Kumar, S., Pandey, N., Pandey, N. and Mishra, A. (2021), “Mapping the electronic 

word-of-mouth (eWOM) research: A systematic review and bibliometric analysis”, Journal 

of Business Research, Vol.135, pp.758–773, doi: 10.1016/j.jbusres.2021.07.015. 

Dwivedi, Y.K., Hughes, L., Baabdullah, A.M., Ribeiro-Navarrete, S., Giannakis, M., Al-Debei, 

M.M., Dennehy, D., et al. (2022), “Metaverse beyond the hype: Multidisciplinary 

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

policy”, International Journal of Information Management, Vol.66, p.102542, doi: 

10.1016/j.ijinfomgt.2022.102542. 

Dwivedi, Y. K., Kshetri, N., Hughes, L., Rana, N. P., Baabdullah, A. M., Kar, A. K., ... & Yan, 

M. (2023a). Exploring the Darkverse: A Multi-Perspective Analysis of the Negative 

Societal Impacts of the Metaverse. Information Systems Frontiers, 1-44, doi:  

https://doi.org/10.1007/s10796-023-10400-x 

Dwivedi, Y.K., Hughes, L., Wang, Y., Alalwan, A.A., Ahn, S.J. (Grace), Balakrishnan, J., Barta, 

S., et al. (2023b), “Metaverse marketing: How the metaverse will shape the future of 

consumer research and practice”, Psychology & Marketing, Vol.40 No.4, pp.750–776, doi: 

10.1002/mar.21767. 

Ferdous, M.S., Chowdhury, F. and Alassafi, M.O. (2019), “In Search of Self-Sovereign Identity 

Leveraging Blockchain Technology”, IEEE Access, Institute of Electrical and Electronics 

Engineers Inc., Vol.7, pp.103059–103079, doi: 10.1109/ACCESS.2019.2931173. 

Filieri, R. (2015). What makes online reviews helpful? A diagnosticity-adoption framework to 

explain informational and normative influences in e-WOM. Journal of Business 

Research, Vol.68 No.6, pp.1261-1270. 

Filieri, R. (2016), "What makes an online consumer review trustworthy?", Annals of Tourism 

Research, Vol. 58 No.1, pp.46,64. 

Filieri, R., Hofacker, C.F. and Alguezaui, S. (2018a), “What makes information in online 

consumer reviews diagnostic over time? The role of review relevancy, factuality, currency, 

source credibility and ranking score”, Computers in Human Behavior, Vol.80, pp.122–131, 

doi: 10.1016/j.chb.2017.10.039. 

Filieri, R., Lin, Z., Pino, G., Alguezaui, S. and Inversini, A. (2021a), “The role of visual cues in 

eWOM on consumers’ behavioral intention and decisions”, Journal of Business Research, 

Vol.135, pp.663–675, doi: 10.1016/j.jbusres.2021.06.055. 

Filieri, R., McLeay, F., Tsui, B. and Lin, Z. (2018b), “Consumer perceptions of information 

helpfulness and determinants of purchase intention in online consumer reviews of services”, 



Information & Management, Vol.55 No.8, pp.956–970, doi: 10.1016/j.im.2018.04.010. 

Filieri, R., Acikgoz, F., & Du, H. (2023). Electronic word-of-mouth from video bloggers: The 

role of content quality and source homophily across hedonic and utilitarian 

products. Journal of Business Research, Vol.160, pp.113774. 

Flavián, C., Ibáñez-Sánchez, S. and Orús, C. (2019), “The impact of virtual, augmented and 

mixed reality technologies on the customer experience”, Journal of Business Research, 

Vol.100, pp.547–560, doi: 10.1016/j.jbusres.2018.10.050. 

Ghirmai, S., Mebrahtom, D., Aloqaily, M., Guizani, M. and Debbah, M. (2023), “Self-Sovereign 

Identity for Trust and Interoperability in the Metaverse”, working paper, IEEE. 

Giang Barrera, K. and Shah, D. (2023), “Marketing in the Metaverse: Conceptual understanding, 

framework, and research agenda”, Journal of Business Research, Vol.155, p.113420, doi: 

10.1016/j.jbusres.2022.113420. 

Golf-Papez, M., Heller, J., Hilken, T., Chylinski, M., de Ruyter, K., Keeling, D. I., and Mahr, D. 

(2022), "Embracing falsity through the metaverse: The case of synthetic customer 

experiences", Business Horizons, Vol.65 No.6, pp.739-749. 

Gursoy, D., Malodia, S. and Dhir, A. (2022), “The metaverse in the hospitality and tourism 

industry: An overview of current trends and future research directions”, Journal of 

Hospitality Marketing and Management, Vol.31 No.5, pp.527-534, doi: 

10.1080/19368623.2022.2072504. 

Harz, N., Hohenberg, S. and Homburg, C. (2022), “Virtual Reality in New Product 

Development: Insights from Prelaunch Sales Forecasting for Durables”, Journal of 

Marketing, Vol.86 No.3, pp.157–179, doi: 10.1177/00222429211014902. 

Ismagilova, E., Dwivedi, Y.K. and Slade, E. (2020), “Perceived helpfulness of eWOM: 

Emotions, fairness and rationality”, Journal of Retailing and Consumer Services, Vol.53, 

p.101748, doi: 10.1016/j.jretconser.2019.02.002. 

Ismagilova, E., Rana, N.P., Slade, E.L. and Dwivedi, Y.K. (2021), “A meta-analysis of the 

factors affecting eWOM providing behaviour”, European Journal of Marketing, Vol.55 

No.4, pp.1067–1102, doi: 10.1108/EJM-07-2018-0472. 

Iyer, P., Yazdanparast, A. and Strutton, D. (2017), “Examining the effectiveness of 

WOM/eWOM communications across age-based cohorts: implications for political 

marketers”, Journal of Consumer Marketing, Vol.34 No.7, pp.646–663, doi: 10.1108/JCM-

11-2015-1605. 

Javornik, A., Duffy, K., Rokka, J., Scholz, J., Nobbs, K., Motala, A. and Goldenberg, A. (2021), 

“Strategic approaches to augmented reality deployment by luxury brands”, Journal of 

Business Research, Vol.136, pp.284–292, doi: 10.1016/j.jbusres.2021.07.040. 

Kim, J. (2021), “Advertising in the Metaverse: Research Agenda”, Journal of Interactive 

Advertising, Vol.21 No.3, pp.141–144, doi: 10.1080/15252019.2021.2001273. 

Kim, J., Kang, S. and Lee, K.H. (2021), “Evolution of digital marketing communication: 

Bibliometric analysis and network visualization from key articles”, Journal of Business 



Research, Vol.130, pp. 552–563, doi: 10.1016/j.jbusres.2019.09.043. 

Kinzinger, A., Steiner, W., Tatzgern, M. and Vallaster, C. (2022), “Comparing low sensory 

enabling and high sensory enabling virtual product presentation modes in e‐commerce”, 

Information Systems Journal, Vol.32 No.5, pp.1034–1063, doi: 10.1111/isj.12382. 

Koohang, A., Nord, J.H., Ooi, K.-B., Tan, G.W.-H., Al-Emran, M., Aw, E.C.-X., Baabdullah, 

A.M., et al. (2023), “Shaping the Metaverse into Reality: A Holistic Multidisciplinary 

Understanding of Opportunities, Challenges, and Avenues for Future Investigation”, 

Journal of Computer Information Systems, pp.1–31, doi: 10.1080/08874417.2023.2165197. 

Kshetri, N., & Dwivedi, Y. K. (2023). Pollution-reducing and pollution-generating effects of the 

metaverse. International Journal of Information Management, 69, 102620. 

Kreijns, K., Kirschner, P.A., Jochems, W. and van Buuren, H. (2007), “Measuring perceived 

sociability of computer-supported collaborative learning environments”, Computers & 

Education, Vol.49 No.2, pp.176–192, doi: 10.1016/j.compedu.2005.05.004. 

Latané, B. (1981). The psychology of social impact. American Psychologist, Vol.36 No.4, 

pp.343-356. 

Lee, K.Y. and Choi, H. (2019), “Predictors of electronic word-of-mouth behavior on social 

networking sites in the United States and Korea: Cultural and social relationship variables”, 

Computers in Human Behavior, Vol.94, pp.9–18, doi: 10.1016/j.chb.2018.12.025. 

Macinnis, D.J. (2011), “A Framework for Conceptual Contributions in Marketing”, Journal of 

Marketing, Vol.75, pp.1547–7185. 

Maity, M., Dass, M. and Kumar, P. (2018), “The impact of media richness on consumer 

information search and choice”, Journal of Business Research, Vol.87, pp.36–45, doi: 

10.1016/j.jbusres.2018.02.003. 

Martens, D. and Maalej, W. (2018), “ReviewChain”, Proceedings of the 1st International 

Workshop on Emerging Trends in Software Engineering for Blockchain, ACM, New York, 

NY, USA, pp.40–43, doi: 10.1145/3194113.3194120. 

McMahan, R.P., Bowman, D.A., Zielinski, D.J. and Brady, R.B. (2012), “Evaluating Display 

Fidelity and Interaction Fidelity in a Virtual Reality Game”, IEEE Transactions on 

Visualization and Computer Graphics, Vol.18 No.4, pp.626–633, doi: 

10.1109/TVCG.2012.43. 

Mehran, J., Olya, H. and Han, H. (2023), “Psychology of space tourism marketing, technology, 

and sustainable development: From a literature review to an integrative framework”, Vol.40 

No.6, pp.1130-1151, Psychology & Marketing, doi: 10.1002/mar.21795. 

Mladenović, D., Bruni, R. and Kalia, P. (2020), “Social and Demographic Predictors of 

Consumers’ Word of Mouth Engagement in Czechia”, Journal of International Consumer 

Marketing, Vol.33 No.4, pp.418–433, doi: 10.1080/08961530.2020.1800547. 

Mogaji, E., Wirtz, J., Belk, R. W., and Dwivedi, Y. K. (2023), "Immersive time (ImT): 

Conceptualizing time spent in the metaverse", International Journal of Information 

Management, Vol.72, 102659, doi: doi.org/10.1016/j.ijinfomgt.2023.102659 



O’Brien, M. (2021), “Fake Reviews and Brushing on Amazon - Multichannel Merchant”, 

available at: https://multichannelmerchant.com/ecommerce/fake-reviews-and-brushing-on-

amazon/ (accessed 16 February 2023). 

Önder, I. and Treiblmaier, H. (2018), “Blockchain and tourism: Three research propositions”, 

Annals of Tourism Research, Vol.72, pp.180–182, doi: 10.1016/j.annals.2018.03.005. 

Peres, R., Schreier, M., Schweidel, D.A. and Sorescu, A. (2022), “Blockchain meets marketing: 

Opportunities, threats, and avenues for future research”, International Journal of Research 

in Marketing, Vol.40 No.1, doi: 10.1016/j.ijresmar.2022.08.001. 

Román, S., Riquelme, I.P. and Iacobucci, D. (2023), “Fake or credible? Antecedents and 

consequences of perceived credibility in exaggerated online reviews”, Journal of Business 

Research, Vol.156, p.113466, doi: 10.1016/j.jbusres.2022.113466. 

Scholz, J. and Smith, A.N. (2016), “Augmented reality: Designing immersive experiences that 

maximize consumer engagement”, Business Horizons, Vol.59 No.2, pp.149–161, doi: 

10.1016/j.bushor.2015.10.003. 

Skiera, B., Yan, S., Daxenberger, J., Dombois, M. and Gurevych, I. (2022), “Using Information-

Seeking Argument Mining to Improve Service”, Journal of Service Research, Vol.25 No.4, 

pp.537–548, doi: 10.1177/10946705221110845. 

Steuer, J. (1992), “Defining Virtual Reality: Dimensions Determining Telepresence”, Journal of 

Communication, Vol.42 No.4, pp.1–21. 

Tan, G.W.-H., Aw, E.C.-X., Cham, T.-H., Ooi, K.-B., Dwivedi, Y.K., Alalwan, A.A., 

Balakrishnan, J., Chan, H.K., Hew, J.-J., Hughes, L., Jain, V., Lee, V.H., Lin, B., Rana, 

N.P. and Tan, T.M. (2023), "Metaverse in marketing and logistics: the state of the art and 

the path forward", Asia Pacific Journal of Marketing and Logistics, ahead-of-print, 

doi.org/10.1108/APJML-01-2023-0078 

Trevina Klebe, L., Lengel H., R. and Richard L., D. (1987), “Media Symbolism, Media 

Richness, and Media Choice in Organizations: A Symbolic Interactionist Perspective”, 

Communication Research, Vol.14 No.5, pp.553–574. 

Tsao, W.-C. and Hsieh, M.-T. (2015), “eWOM persuasiveness: do eWOM platforms and product 

type matter?”, Electronic Commerce Research, Vol.15 No.4, pp.509–541, doi: 

10.1007/s10660-015-9198-z. 

Vasist, P.N. and Krishnan, S. (2022), “Demystifying fake news in the hospitality industry: A 

systematic literature review, framework, and an agenda for future research”, International 

Journal of Hospitality Management, Vol.106, p.103277, doi: 10.1016/j.ijhm.2022.103277. 

Verma, D., Prakash Dewani, P., Behl, A., Pereira, V., Dwivedi, Y. and Del Giudice, M. (2023), 

“A meta-analysis of antecedents and consequences of eWOM credibility: Investigation of 

moderating role of culture and platform type”, Journal of Business Research, Vol.154, 

p.113292, doi: 10.1016/j.jbusres.2022.08.056. 

Wiederhold, B.K. (2022), “Ready (or Not) Player One: Initial Musings on the Metaverse”, 

Cyberpsychology, Behavior, and Social Networking, Vol.25 No.1, pp.1–2, doi: 

10.1089/cyber.2021.29234.editorial. 



Wongkitrungrueng, A. and Suprawan, L. (2023), “Metaverse Meets Branding: Examining 

Consumer Responses to Immersive Brand Experiences”, International Journal of Human–

Computer Interaction, pp.1–20, doi: 10.1080/10447318.2023.2175162. 

Wu, Y., Ngai, E.W.T., Wu, P. and Wu, C. (2020), “Fake online reviews: Literature review, 

synthesis, and directions for future research”, Decision Support Systems, Vol.132, 

p.113280, doi: 10.1016/j.dss.2020.113280. 

Yang, S.-B., Hlee, S., Lee, J. and Koo, C. (2017), “An empirical examination of online restaurant 

reviews on Yelp.com”, International Journal of Contemporary Hospitality Management, 

Vol.29 No.2, pp.817–839, doi: 10.1108/IJCHM-11-2015-0643. 

Yilmaz, T., Sagfossen, S. and Velasco, C. (2023), “What makes NFTs valuable to consumers? 

Perceived value drivers associated with NFTs liking, purchasing, and holding”, Journal of 

Business Research, Vol.165, p.114056, doi: 10.1016/j.jbusres.2023.114056. 

Ying, T., Tang, J., Ye, S., Tan, X. and Wei, W. (2022), “Virtual Reality in Destination 

Marketing: Telepresence, Social Presence, and Tourists’ Visit Intentions”, Journal of Travel 

Research, Vol.61 No.8, pp.1738–1756, doi: 10.1177/00472875211047273. 

Zeng, G., Cao, X., Lin, Z. and Xiao, S.H. (2020), “When online reviews meet virtual reality: 

Effects on consumer hotel booking”, Annals of Tourism Research, Vol.81, p.102860, doi: 

10.1016/j.annals.2020.102860. 

Zhang, Y., Gao, J., Bilgihan, A. and Lorenz, M. (2023), “A holistic assessment of eWOM 

management effectiveness with agent-based modeling”, International Journal of 

Contemporary Hospitality Management, Vol.35 No.3, pp. 785–827, doi: 10.1108/IJCHM-

01-2022-0106. 

 


