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Professionals’ Acceptance of the Metaverse

Examining the Influence of Perceived Characteristics of Using the Metaverse on Intention to

Use it as a Tool for Marketing Communications

ABSTRACT

The emergence of the Metaverse as an immersive digital universe, where users can interact
with each other and the environment beyond the possibilities of the physical world, provoked
sizeable interest. Many recognize the Metaverse as the innovation that will transform the way
in which companies across industries conduct their strategic operations and communicate
with stakeholders. As such, the features of the Metaverse offer companies the opportunity to
reshape their marketing communications practices, engage with the public in novel ways,
foster customer engagement, and increase brand loyalty. To successfully adopt the Metaverse
in companies’ marketing communications strategies and leverage its benefits, there is a need
to understand the factors contributing to professionals’ acceptance of this innovation.
Previous research in the diffusion of innovations and technology acceptance literature
recognizes the key role of perceptions in predicting individuals’ attitudes and behaviors.
Therefore, this thesis investigated the association between the perceived characteristics of
using the Metaverse and professionals’ Intention to Use it as a tool for marketing
communications. The study aimed to answer the research question of whether the Perceived
Characteristics of Innovating (PCI), such as Relative Advantage, Compatibility, Ease of Use,
Image, Trialability, Visibility, Result Demonstrability, and Voluntariness, explain the
behavioral intention to use the innovation. Additionally, factors from the Technology-
Organization-Environment (TOE) framework and an individual characteristic were
integrated into the research model to explore the implication of Competitive Pressure,
company size, and Anxiety. A quantitative online survey was distributed to gather the data
and recorded 167 valid responses. The study targeted professionals in marketing
communications possessing at least two years of experience and having knowledge about the
usage of the Metaverse in marketing communications strategies and practices. The results
found that certain PCI constructs are associated with the Intention to Use the Metaverse.
More particularly, the hierarchical regression analysis revealed that Relative Advantage and
Compatibility are the most significant explanatory factors. Moreover, Ease of Use and Image

are equally significant, but the magnitude of the effect sizes is weaker. Additionally, a linear



regression analysis identified Anxiety to be negatively associated with Ease of Use. Further,
the study uncovered interesting insights regarding Voluntariness, this being a negative
predictor of Intention to Use. No other results reached significance. In spite of the potential
impact of the Metaverse on social and professional life, limited research investigated the
subject. This thesis contributes to academic research by examining this innovative tool in
marketing communications and professionals” acceptance of it. Apart from adding knowledge
to the existing literature on the diffusion of innovations and technology acceptance, the
findings highlight the necessity of providing professionals with training to help them develop
the needed competencies. Specifically, managers should guide employees in understanding
the advantages of using the Metaverse compared to other communication channels and the
ways it can be integrated into the company’s marketing communications strategies and
completion of everyday tasks. Additionally, this study provides insights and suggestions for

Metaverse technology providers regarding the communication strategy these should adopt.

KEYWORDS: Metaverse, Marketing Communications, Diffusion of Innovations (DOI),

Perceived Characteristics of Innovating (PCI), Innovation.
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1. Introduction

In today’s age of digital transformations, where “advances in digital technologies
occur at the speed of light” (Lee & Trimi, 2021, p. 14), organizations are experiencing
significant changes in the manner they operate. To maintain a competitive edge, high
relevance and to succeed in this fast-moving landscape, companies across industries must
innovate their business models and develop dynamic capabilities (Grewal et al., 2020;
Rachinger et al., 2018). In light of technological advancements and companies’ interest in
innovating, the emergence of the Metaverse adds a new horizon of opportunities for
marketing communications practices (Barrera & Shah, 2023). Considering the myriad of
opportunities the Metaverse opens to companies, many perceive it as a crucial tool for
developing a powerful edge over competitors (Buhalis et al., 2023; Gursoy et al., 2022).
Nevertheless, to truly understand the advantages of the Metaverse, the mere availability of the
innovation is insufficient. Successful adoption of an innovation in companies' practices
requires the user to accept and use it (Agarwal & Prasad, 1997). The adoption and diffusion of
innovations literature suggest that individuals’ perceptions about innovations play a crucial
role in adoption or rejection decisions (Davis, 1989; Moore & Benbasat, 1991; Rogers, 2003).
Consequently, considering the growing interest in the Metaverse and brands’ first steps in
exploring the opportunities it can provide, further investigation of the perceived
characteristics of using the Metaverse is required. These can provide essential insights in
explaining and predicting professionals' acceptance of the Metaverse as a tool for marketing
communications.

The term Metaverse was introduced by Neil Stephenson in his science fiction novel
Snow Crash (2003) in the 90s. It is described as an immersive 3D virtual environment where
users, embodied by avatars, interact with each other and with information (Stephenson, 2003).
However, particular interest has been paid since 2021, when Mark Zuckerberg announced his
company’s interest in creating the Metaverse (Meta, 2021). The company describes it as a
social virtual space that will enable users “ share immersive experiences with other people”
beyond the possibilities of the physical world and where they can perform various activities,
including working, playing, socializing, learning, or working out (Meta, 2021, para. 2).
Besides the popularity of the Facebook-centric Metaverse, other technology companies such
as Microsoft or Nvidia Corporation equally showcase interest in developing digital worlds

(Brown, 2021). Although the Metaverse is often associated with gaming and entertainment,



research emphasizes the transformative potential of the Metaverse in various fields, from
politics and health to marketing and communications (Dwivedi et al., 2022).

“We believe the Metaverse will be the successor of the mobile internet” (Meta, 2021,
1:57), stated Mark Zuckerberg to highlight the major significance of the Metaverse. Financial
companies are estimating that the value of the Metaverse sector will reach up to $13 trillion
by 2030 (Efstathiou & Knight, 2023). Both academic and mainstream media find the
Metaverse to be an innovation capable of transforming the way companies operate and
interact with their stakeholders (Abovitz et al., 2022; Buhalis et al., 2023; Lucatch, 2022).
Barrera and Shah (2023) reunite the principal changes the Metaverse can generate in
marketing communications. As an illustration, companies can extract essential insights about
consumers, competitors, and products due to the rich and diverse data the Metaverse
environments offer (Barrera & Shah, 2023; Dwivedi et al., 2022). Next, the Metaverse comes
with new ways and channels for brand-related content thanks to its hyperconnected nature
(Barrera & Shah, 2023). Moreover, companies in the Metaverse can create simulated,
augmented, and multidimensional experiences, offering their customers new types of
“hedonic, utilitarian and social values” (Barrera & Shah, 2023, p. 12).

The integration of information technology (IT) innovations in organizations depends
on numerous factors, such as organizational climate, managerial support, or availability of
financial resources (Klein & Knight, 2005). Additionally, research claims that individuals’
adoption of information technology (IT) innovations is crucial for successful implementation
(Moore & Benbasat, 1991; Rogers, 2003). Thus, understanding individuals’ decisions to
accept or reject an innovation is crucial “to better predict, explain, and increase user
acceptance” (Davis et al., 1989, p. 982). The Diffusion of Innovation (Dol) theory, proposed
by Rogers (1962), investigates how innovations are spread and claims that perceived
characteristics of innovation impact the rate of adoption. The Technology Acceptance Model
(TAM) (Davis et al., 1989), a widely applied theory in predicting users’ acceptance of
information technology systems, also supports that perceived attributes determine adoption.
Moore and Benbasat (1991) derived from Roger’s Dol to propose an extended and revised
framework called Perceived Characteristics of Innovating (PCI). The authors indicate that the
perceived characteristics of using an innovation, such as Relative Advantage, Compatibility,
Ease of Use, Image, Trialability, Visibility, Result Demonstrability, and Voluntariness, help
predict users’ acceptance of an innovation.

As stated, the Metaverse is acknowledged for its potential to proffer competitive

prospects to industry practitioners in developing marketing communications strategies.



Nevertheless, up to the researcher's knowledge of this study, no previous research investigated
professionals’ acceptance of the Metaverse in companies’ marketing communications
practices and strategies. Either way, there is no clear understanding of the perceived
characteristics of using the Metaverse influencing practitioners’ usage intentions in the
professional context. Therefore, considering the research gap, and the novelty of the
Metaverse phenomenon, this research aims to examine the factors impacting professionals’
Intention to Use the Metaverse as a tool for marketing communications. Subsequently, the
current thesis will try to answer the following research question:

To what extent do the perceived characteristics of using the Metaverse affect professionals’
Intention to Use it as a tool for marketing communications?

Examining professionals’ Intention to Use the Metaverse as a tool for marketing
communications holds important academic and managerial implications for various actors.
First of all, the concept of the Metaverse is still very novel to the academic and professional
community. The innovative character of the Metaverse can be noticed through the actively
evolving definition, which is mainly based on literature from emerging technologies such as
Extended Reality (XR), Artificial Intelligence (Al), Blockchain, Internet of Things (loT), and
other constituent blocks of the Metaverse (Barrera & Shah, 2023). Additionally, there is
limited research exploring the implications of the Metaverse. For example, in marketing
communications, academics are encouraged to investigate the implications of the Metaverse
in advertising (Taylor, 2022), innovation, intelligence, or consumer behavior (Barrera &
Shah, 2023). Thus, considering the gap in scientific literature, this study aims to contribute to
establishing the groundwork for future research on the Metaverse.

Secondly, despite the crucial importance of innovations for companies’ performance
and growth (Ngo & O’Cass, 2013), as well as extensive attention dedicated to user acceptance
of information and communication (ITC) technologies, the factors influencing professionals
to adopt innovations are not fully clear (Yi et al., 2006). Therefore, this research aims to
contribute to developing the academic field of innovation diffusion and technology adoption
by exploring professionals’ Intention to Use a new tool in marketing communications, the
Metaverse. Moreover, this study extends traditional research models of innovation adoption
and technology acceptance by incorporating into the PCI framework (Moore & Benbasat,
1991) elements from the Unified Theory of Acceptance and Use of Technology (UTAUT)
(Venkatesh et al., 2003), and Technology-Organization-Environment (TOE) framework
(Tornatzky & Fleischer, 1990). As such, this research examines the impact of innovation,

environment, organization, and individual characteristics to identify the best predictors.



Integrating multiple models and frameworks can offer a comprehensive understanding of
factors impacting the Intention to Use the Metaverse in marketing communications.
Consequently, this approach can encourage other research studies to examine user acceptance
of ICT and other innovations in an integrative manner.

This study can offer critical insights for business leaders, managers, and technology
providers. These actors can greatly benefit from apprehending the motivations and barriers
that influence professionals’ Intention to Use the Metaverse in marketing communications.
Insights into the predictive role of Ease of Use, Compatibility, Trialability, and other
perceived characteristics in determining behavioral intention can help business leaders,
managers, and technology providers offer professionals adequate training, emphasize the
advantages of using the Metaverse, and offer additional support. Therefore, these facilities can
help professionals with the introduction of the Metaverse in companies marketing
communications, boost positive attitudes toward using this innovation, and foster
organizational change (Abovitz et al., 2022). Additionally, these insights can help decision-
makers to better manage resource allocations, R&D investments, and innovation of business
strategies. Finally, this knowledge can help providers to design an easy-to-use, advantageous,
and attractive Metaverse by considering professionals’ needs and preferences. The study can
also offer indications on the elements providers should stress in their strategic and
promotional communications to increase professionals’ intentions to use the Metaverse and

motivate companies to integrate the innovative tool in their marketing communications.



2. Theoretical Framework

The theoretical framework aims to provide a comprehensive summary of the main
concepts and theories that compose the foundation of this study. First, this chapter will
discuss the definition of the Metaverse by expanding on user experiences characterized by
their levels of immersiveness, sociability, and environmental fidelity. Moreover, it will
introduce the Dol theory to establish the Metaverse as an innovation in marketing
communications. Second, an overview of the application of the Metaverse in companies’
marketing communications will be addressed. It will expand on how companies can benefit
from introducing the Metaverse in their practices and strategies. Third, the chapter will
elaborate on the factors influencing professionals’ Intention to Use the Metaverse, including
the perceived constructs proposed in the Dol theory and the PCI framework. Fourth, it will
develop the hypotheses of this research. Finally, the TOE framework and other constructs will
be discussed to propose additional predictors of professionals’ Intentions to Use the
Metaverse.

2.1. Metaverse as an Innovation

2.1.1. Defining Metaverse
Although the Metaverse is regarded as an evolution of the Internet with transformative

potential for various industries and people’s lives, there is no consensus on a precise and
universal definition. To tackle the gap in the conceptual understanding of the Metaverse,
Barrera and Shah (2023) propose a definition that encompasses the main elements of the
Metaverse collected through an extensive review of academic research and a thematic
analysis of practitioners’ perspectives. The authors define the Metaverse as “a technology-
mediated network of scalable and potentially interoperable extended reality environments
merging the physical and virtual realities to provide experiences characterized by their level
of immersiveness, environmental fidelity, and sociability” (Barrera & Shah, 2023, p. 6).
Nevertheless, it is necessary to acknowledge that the definition remains subject to change,

given that its composing features are in active evolution.

Immersiveness
In further elaboration of the provided definition, researchers agree that immersiveness
represents a fundamental feature of the Metaverse (Dwivedi et al., 2022; Gursoy et al., 2022;

Kim, 2021; Yoo et al., 2023). It is defined as the level of immersion a technological system
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allows (Barrera & Shah, 2023). Cummings and Bailenson (2016) suggest that immersiveness
generates telepresence. It is defined as the sensation of being present (Steuer, 1992) and being
able to perform actions in a mediated space using a communication channel (Wirth et al.,
2007). In addition, the Metaverse environment can offer a greater embodiment, representing
the user’s experience of the virtual body as their own, enhancing users’ sense of immersion
(Flavién et al., 2019). Thereby, it can be deduced that the Metaverse can offer an array of user

experiences by varying levels of immersiveness.

Environmental Fidelity

The definition emphasizes environmental fidelity as a crucial element for user
experience in the Metaverse (Barrera & Shah, 2023). More precisely, fidelity can be defined
as “the extent to which the virtual environment emulates the real world” and covers visual
representation of the mediated environment and the avatar, as well as auditory or olfactory
dimensions of the sense (Alexander et al., 2005, p. 4). In VR, the level of environmental
fidelity is characterized by the similarity to which the “reaction of the VR system mimics the
reaction of a real environment” influences users’ experienced immersion (Han et al., 2022, p.
1448). Further, research argues that in virtual environments with higher fidelity to the real
world, users engage in social activities compared to fantasy-like environments where their
activity can be described as seeking achievement (Melancon, 2011). For these reasons, it can
be noticed that environmental fidelity is a constituting element of the Metaverse experiences

that can shape users’ motivations and behaviors in a specific digital environment.

Sociability

Another critical dimension employed to characterize experiences in the Metaverse is
sociability, representing the extent to which the Metaverse is a social space where individuals
can interact with each other (Barrera & Shah, 2023; Kim, 2021; Yoo et al., 2023). Metaverse
is regarded as a digital space that creates a sense of presence and empowers users to create
social connections (Gursoy et al., 2022). Barrera and Shah (2023) claim that sociability is an
enabler of social presence. It indicates a medium’s ability to provide real-like communication
where users are perceived as real persons (Short et al., 1976). For instance, the capacity of VR
to depict real-like physical, social, and personal cues contributes to a more substantial social
presence, thus, stimulates a perception of interpersonal interaction (Ying et al., 2022). In sum,

the Metaverse environment encourages users to engage in various social interactions such as
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socializing, co-creation, collaboration, and sharing (Dwivedi et al., 2022; Barrera & Shah,
2023).

2.1.2. Diffusion of the Metaverse

To investigate the factors influencing professionals' acceptance of the Metaverse in
marketing communications, Dol theory and the PCI framework, the revised successor of the
Dol theory, serve as the theoretical basis for this study. Dol was introduced by Rogers (1962)
in his book Diffusion of Innovations and is highly cited in academic research examining
innovation diffusion and user acceptance of innovations. Given that Dol aims to explain how
innovations spread and what factors determine the adoption or rejection of these, this theory
becomes relevant in examining the Metaverse, a novel tool professionals can employ to
connect with (potential) customers in a highly immersive and interactive manner (Cheah &
Shimul, 2023). The four key components of the Dol theory are innovation, communication,
time, and the social system (Lundblad, 2003). These components point to diffusion, “the
process by which an innovation is communicated through certain channels over time among
the members of a social system” (Rogers, 2003, p. 12).

Rogers (2003, p. 11) defines innovation as “an idea, practice, or object perceived as
new by an individual or other unit of adoption”. According to Rogers (2003), the newness of
an innovation is not determined by how recently it becomes available, but it depends on
individuals’ attitudes towards it. More specifically, the innovative character of an idea implies
that an individual still needs to develop a decision to adopt or reject it. Therefore, in this
research, the Metaverse is regarded as a technological innovation. For many companies,
integrating the Metaverse in marketing communications practices and strategies is still very
new, and few companies have started to explore it (Efstathiou & Knight, 2023). Low
implementation of this tool can be due to the fact that the Metaverse is in the development
phase to reach its full potential at a large scale (Dwivedi et al., 2022; Efstathiou & Knight,
2023).

Moreover, despite the benefits innovations provide, adopting these requires time
(Rogers, 2003). Innovations involve a level of uncertainty resulting from the lack of
information on the new idea and can engender significant changes in the structure of the
existing social system (Rogers, 2003). Similarly, even if the Metaverse has crucial
implications for marketing communications and companies, professionals must be involved in
the innovation-decision process to comprehend the innovation. Rogers (2003) defines it as a
period when individuals seek information about the advantages and disadvantages of the

12



innovation. As a consequence, this process decreases the uncertainty associated with
innovating and facilitates the process of accepting or rejecting innovations such as the
Metaverse (Rogers, 2003).

2.2. Metaverse in Marketing Communications

2.2.1. Understanding Marketing Communications
Before diving into the implications of the Metaverse for businesses and marketing

communications practices, it is crucial to understand the concept of marketing
communications. Keller (2009, p. 141) describes marketing communications as “the means by
which firms attempt to inform, persuade and remind consumers — directly or indirectly —
about the products and brands they sell”. Nowadays, scholars advert to the concept of
integrated marketing communications (IMC) to illustrate the coordination of a range of
strategic activities with the aim of building a cohesive brand portrayal and integrating external
and internal resources in brand communications (Bruhn & Schnebelen, 2017).

IMC covers a broad palette of marketing activities such as advertising, public
relations, direct and digital marketing, promotions, and other communication channels that
create contact points between the brand and consumer (Key & Czaplewski, 2017; Kliatchko,
2005). Modern marketing communications is consumer-centric, with social media
contributing to the empowerment of consumers and positioning them as essential actors in
brand communications (Bruhn & Schnebelen, 2017). Businesses embody both senders of the
message to inform and persuade the target audience and receivers, tailor their communication
according to their target audience, adjust it to the market context, and identify new
opportunities (Kitchen, 1993).

2.2.2. Metaverse as a Tool for Marketing Communications

Given the aim of marketing communications to build awareness, establish and
maintain relationships with audiences, and create mutual value (Rowley, 2004), the Metaverse
presents considerable implications for companies (Cheah & Shimul, 2023; Yoo et al., 2023).
Hollensen et al. (2022) claim that the Metaverse represents the platform of future marketing
that will bring brands to life in a 3D interactive environment. In the Metaverse, companies can
create considerable value by allowing users “to generate content, or interact with a brand’s
content, in a way that makes the output able to be owned, as an emotional investment”

(Hollensen et al., 2022, p. 123). For example, branded virtual goods such as non-fungible
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tokens (NFTs) are powerful tools for building a solid bond with customers (Barrera & Shah,
2023). Thus, considering the essential role of customer experience in marketing
communications, the Metaverse environment offers companies the unique potential to engage
with customers and establish a strong competitive edge (Lu & Mintz, 2023). By leveraging
the dimensions of the Metaverse, such as sociability, immersiveness, and environmental
fidelity, marketing communications professionals can create valuable customer experiences
(Barrera & Shah, 2023).

2.2.2.1. Immersive Experiences

As the definition states, the Metaverse is a digital network that provides users with
experiences “characterized by their level of immersiveness (Barrera & Shah, 2023, p. 6).
Therefore, immersiveness is one of the main constituents of user experience in Metaverse. In
the context of marketing communications, companies can use the immersive environment of
the Metaverse to expose users to brand communications (Yoo et al., 2023). Considering that
XR plays an essential role in shaping the Metaverse environments and experiences (Barrera &
Shah, 2023), this paper tackles the XR-related literature, integrating AR and VR technology,
to punctuate the benefits of building immersive experiences.

Scholz and Smith (2016) state that AR can be strategically employed to create
interactive advertising and immersive brand experiences and allow customers to interact with
products and environments. Particularly, professionals in marketing communications can
leverage AR to maximize different types of consumer engagement, such as user-user, user-
brand, and user-bystander engagement (Scholz & Smith, 2016). Researchers also show that
AR increases perceived enjoyment of the shopping experience, positively impacting brand
attitudes (Smink et al., 2019). Concerning VR technology as means for shopping experiences,
realistic and vivid environments positively impact user engagement which in turn influences
user satisfaction and purchase intention (Papagiannidis et al., 2013). This can be related to the
fact that VR environments can foster users’ sensation of being in a real-life store (Chen &
Yao, 2022) and potentially decrease the feelings of uncertainty associated with online
shopping (Peukert et al., 2019). On this account, providing immersive experiences in the
Metaverse environments can enhance the effectiveness of brands’ marketing communications

strategies and other key performance indicators.
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2.2.2.2. Interactive Experiences

Interactive marketing is one of the key communication types and indicates online
activities aiming to engage customers, increase brand awareness and improve the brand image
(Keller, 2009). Dwivedi et al. (2022) support that interactive marketing in the Metaverse can
engender higher engagement levels than any other channel. Technologies enabling the
Metaverse, such as XR or haptic gloves, allow users to experience a high level of interaction.
In the Metaverse, users can engage with virtual products, perform active physical movements
or participate in various adventures (Gursoy et al., 2022). To illustrate an example of how
companies build interactive experiences on the Metaverse, the automotive brand Hyundai
Motors launched Hyundai Mobility Adventure, a metaverse space on Roblox aiming to
“nurture long-lasting relationships with fans” (Hyundai Motors, 2021, para. 4). It represents a
shared virtual space where users can experience various vehicles and racing technologies,
familiarize themselves with the brand and products, and play Hyundai-themed games
(Hyundai Motors, 2021).

Schlosser (2003) argues that interactive experiences with virtual products are shown to
stimulate positive attitudes and purchase intentions because of the vivid mental imagery these
provoke. Further, research argues that providing interactive experiences is essential for users
engaging in brand communities and enhances loyalty, satisfaction, connection, and trust
(Brodie et al., 2013). Due to this, professionals in marketing communications can build and
maintain reliable relationships with customers by creating highly interactive brand

experiences using the affordances the Metaverse provides.

2.2.2.3.Marketing Intelligence

The Metaverse is a valuable tool for the field of marketing communications as it
contributes to the development of marketing intelligence. It is the immersive and interactive
environment of the Metaverse that fosters the availability of hyperdata and real-time
collection due to utilizing XR headsets, haptic devices, and other trackers (Dwivedi et al.,
2022; Barrera & Shah, 2023). Marketing intelligence involves data mining techniques to
identify customers’ needs, preferences, habits, and market opportunities (Dam et al., 2019).
As such, research argues that in the Metaverse, companies can ameliorate the understanding
of their customers, create personalized communications and develop new products by gaining
rich customer data (Lu & Mintz, 2023).

In marketing communications, high-quality customer information is essential to

improving business insights and operations. Specifically, it allows low cost and rapid testing
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of new markets and products, instant adaptation and personalization of content based on user
behavior and preferences, resulting in better conversion (Buhalis et al., 2023; Dwivedi et al.,
2022; Barrera & Shah, 2023). Dwivedi et al. (2022, p.19) predict that the quality and quantity
of data that will be available "will lead to a shift from 'big data’ to what can be called ‘'mega
data™. Given that in the Metaverse users can work, communicate, play, or shop in a 3D
environment, more sophisticated data can be gathered and analyzed (Golf-Papez et al., 2022).
Nevertheless, professionals have to navigate targeting and personalization with care and

consideration of privacy and consent (Cheah & Shimul, 2023).

2.3. Acceptance of the Metaverse

2.3.1. Perceived Attributes of Innovation (Dol)

As previously stated, professionals in marketing communications can leverage the
dimensions of the Metaverse, namely the levels of sociability, immersiveness, and
environmental fidelity in order to create exclusive experiences for their customers (Barrera &
Shah, 2023). Considering the advantages of the Metaverse, this research is grounded in the
Dol theory and PCI framework to explain and predict professionals' acceptance of the
Metaverse. These models integrate the main perceived characteristics used in explaining
different adoption rates and comprehending the acceptance behavior of IT innovations.
However, it is important to note that these attributes are rather subjective, depending on
individuals’ perceptions.

The famous quote of sociological thought, “If men define situations as real, they are
real in their consequences” (Thomas & Thomas, 1928, p. 572), accentuates the impact of
subjective perceptions on the reality that individuals experience. Based on this idea, Rogers
(2003) argues that if innovations are perceived to be high in relative advantage, compatibility,
trialability, and observability and lower in complexity, these will be more rapidly adopted
(Rogers, 2003). The following paragraphs will elaborate on the five perceived attributes of
innovations that Rogers (2003) proposed, on which Moore and Benbasat (1991) drew to
develop the PCI framework.

e Relative advantage is the extent to which an innovation is regarded as more beneficial
than its alternatives (Rogers, 2003). This construct encompasses economic benefits,
social prestige, satisfaction, and convenience as factors contributing to individuals’

perception that the innovation is advantageous. Therefore, the more the innovation is

16



perceived as superior in advantage compared to its alternatives, the faster it will be
adopted (Lundblad, 2003).

e Compatibility is the degree to which the innovation is seen to be consistent with the
values, needs, and experiences of the individual (Rogers, 2003). For instance, if an
innovation is perceived to be incompatible with the social system's cultural norms or
values, the potential adopters are more inclined to reject it. Moreover, previous ideas
can help or impede acceptance (Rogers, 2003). If the innovation is perceived to be
consistent with the previous ones, the level of uncertainty can decrease as the
innovation can appear familiar to potential adopters.

e Complexity is the extent to which potential adopters perceive the innovation to be
challenging to use and understand (Rogers, 2003). Following Rogers’ generalization,
the adoption rate can significantly decrease if the innovation is perceived to be
complex. He also suggests that improvements in the innovation’s user-friendliness can
positively influence the adoption decision.

e Trialability is the degree to which potential adopters are able to test the innovation
before adopting it (Rogers, 2003). Notably, this suggests that trying out an innovation
leads to a decrease in uncertainty and an increase in potential adopters’ understanding
of its functionality. Moreover, Rogers (2003) highlights the importance of an
innovation’s design to support trials for a more rapid adoption rate.

e Observability attribute alludes to how others can see the results of using an innovation
(Rogers, 2003). As such, the more visible the innovation is to the members of a social
system, the faster it is adopted (Lundblad, 2003).

2.3.2. Perceived Characteristics of Using the Metaverse
Despite the importance of perceived characteristics in diffusion research, Moore and

Benbasat (1991) claim that there is a lack of reliable and valid instruments to assess these.
Similarly, other research identified that poor theoretical underpinning, conceptualization, and
measurement of constructs cause an incomplete understanding of the acceptance and
implementation process of innovations (Davis, 1989; Lundblad, 2003; Tornatzky & Klein,
1982). Rogers’ Dol was also criticized for inconsistencies in the terminology and
conceptualization of the constructs (Moore & Benbasat, 1991; Tornatzky & Klein, 1982). To
address this issue, Moore and Benbasat (1991) developed the PCI framework to measure

individuals’ perceptions of using an IT innovation in the organizational context. The authors
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draw on the five constructs proposed by Rogers (2003). PCI is composed of three original
constructs, including Relative Advantage, Compatibility, and Trialability, and five additional
constructs, such as Ease of Use, Visibility, Image, Result Demonstrability, and Voluntariness
(Moore & Benbasat, 1991). In contrast to TAM, the PCI framework was found to have a
better performance as it has greater explanatory power and a rich list of constructs used to
predict adoption (Plouffe et al., 2001). Gounaris and Koritos (2008) found similar results
when comparing the TAM, Dol, and PCI.

In contrast to other research and models, the constructs proposed by Moore and
Benbasat (1991, p. 194) address the “perceived characteristics of using the innovation
[emphasis added] rather than perceived characteristics of the innovation [emphasis added]
itself”. Downs and Mohr (1976) argue that the majority of studies fail to differentiate primary
from secondary characteristics, leading to inconsistent results across studies and a restricted
ability to generalize. While Rogers’ (2003) characteristics are based on perceptions of the
innovation itself, PCI touches upon perceptions of using an innovation. Based on the Theory
of Reasoned Action (TRA) proposed by Ajzen and Fishbein (1980), individuals’ attitudes
toward an object can differ from attitudes toward performing a behavior involving that object.
Following this rationale, a professional may have positive attitudes towards the Metaverse by
recognizing its immersive and engaging potential. At the same time, the professional can have
a negative attitude towards using it for marketing communications because of various and
relative concerns, such as technical challenges or complexity of usage. That being so,
organizational and individual particularities can influence the way individuals perceive
innovations (Tornatzky & Klein, 1982).

Ultimately, in the manner that the PCI framework intends to investigate the adoption
of innovations within organizations, it represents a suitable and helpful instrument in
examining professionals’ acceptance of the Metaverse in companies' marketing
communications. The following paragraphs will elaborate on the seven PCI constructs in the
context of this study and will introduce the researched hypotheses.

2.3.3. Intention to Use the Metaverse
The PCI framework, the revised and extended version of the attributes proposed in
Dol, was employed in researching individuals’ acceptance of a broad spectrum of
technologies. Depending on the objective of research studies, in technology acceptance and
innovation diffusion literature, the acceptance behavior has been operationalized using

various outcome variables (Agarwal & Prasad, 1997). As an illustration of the outcome

18



variables, studies investigated individuals’ adoption of Internet banking (Gounaris & Koritos,
2008), intention to adopt smartwatches (Wolverton et al., 2022), or the current usage and use
intentions of the World Wide Web (Agarwal & Prasad, 1997). Additionally, researchers found
PCI effective in measuring potential users’ Intention to Use e-learning websites (Liao & Lu,
2008), the Internet (Zhu & He, 2002), and collaborative software (Van Slyke et al., 2002).
This research focuses on Intention to Use as the outcome variable representing
acceptance behavior for several reasons. First, the Theory of Planned Behaviour (TPB)
proposed by Ajzen (1991), the successor of TRA (Ajzen & Fishbein, 1980), supports that an
individual’s intentions are indicators of the motivation to perform a specific behavior.
Notably, the performance of a behavior depends on the strength of an individual’s intention to
engage in the behavior (Ajzen, 1991). Based on this idea, professionals’ Intention to Use
indicates their future usage of the Metaverse. Second, since the research framework of this
study investigates the perceived characteristics of using the Metaverse, choosing Intentions to
Use as the outcome variable helps maintain linguistic and conceptual uniformity across the
study. Third, with respect to this study, given that the Metaverse environments are still in their
early phase and a limited number of companies have started to explore its capabilities,
studying actual usage of the Metaverse as a tool for marketing communications might
represent a precipitated approach. Accordingly, measuring the Intentions to Use allows for a
comprehensive understanding of professionals’ perceptions of using the Metaverse in the

future.

2.4. Development of the Hypotheses

2.4.1. Relative Advantage

For Moore and Benbasat, Relative Advantage represents “the degree to which using
[emphasis added] the innovation is perceived as being better than using its precursor” (1991,
p.196). As previously specified, this version of the definition refers to the secondary
characteristics of innovation. To measure Relative Advantage, Moore and Benbasat (1991)
adapted the items from Davis et al.’s (1989) TAM construct perceived usefulness which is the
extent to which an individual perceives an innovation to enhance his job performance.
Relative Advantage relies in the idea of attractiveness of alternatives (Jones et al., 2000;
Junglas et al., 2019). More specifically, when there is low exposure to advantageous

alternatives, there is a higher chance that the individual will continue to use the older system
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(Jones et al., 2000) and vice-versa for high exposure. Exposure to viable options can influence
individuals to consider alternative technological tools (Junglas et al., 2019).

This construct is often found as the most significant in predicting the rate of adoption
and other dependent variables in both personal and organizational contexts (Flight et al.,
2011). For instance, research has shown that Relative Advantage can influence the usage of
personal technologies in the workplace (Junglas et al., 2019), positively relates to consumers’
behavioral intention to use the web for auto insurance transactions (Choudhury & Karahanna,
2008), as well as influences the adaptation of electronic data interchange (EDI) in
organizations (Premkumar et al., 1994). Regarding the subject of this study, using the
Metaverse can provide various opportunities for companies’ marketing communications
practices. Compared to traditional media used by professionals to connect with audiences, to
create branded content and experiences, such as social media channels or mobile applications,
Metaverse can be advantageous in upgrading these practices. Hence, a higher Relative
Advantage of using the Metaverse can be associated with greater Intention to Use it in
companies’ marketing communications practices. Therefore, it is hypothesized that:

H1: Perceived Relative Advantage of using the Metaverse as a tool for marketing

communications is a positive predictor for professionals’ Intention to Use.

2.4.2. Compatibility
Compatibility is the degree to which the use of the innovation is “perceived as being

consistent with the existing values, and past experiences” (Moore & Benbasat, 1996, p. 136).
Compared to Rogers’ conceptualization, this definition excludes the reference to needs from
the Compatibility construct. Despite adopting the PCI framework, other research failed to
adjust the conceptualization of the construct and referred to the definition provided by Rogers
(2003). The inclusion of the needs in Compatibility is problematic because it creates
confusion with Relative Advantage, ““as there can be no advantage to an innovation that does
not reflect an adopter's needs” (Moore & Benbasat, 1991, p. 199). As well, this misconception
creates inconsistency across studies. Venkatesh et al. (2003) recognize the close similarity
between Compatibility and facilitating conditions from the UTAUT model, which is defined
as the degree to which the individual perceives that there are organizational and technical
capabilities to support the use of the innovation. The innovation diffusion literature has
consistently demonstrated significant relationships between Compatibility and innovation
adoption (Tornatzky & Klein, 1982).
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As far as the researcher of this study knows, no studies have addressed the Intentions
to Use the Metaverse in the context of marketing communications. The usage of the
Metaverse in marketing communications can require introducing additional technical support
and significant changes in companies’ previous practices and policies. On the one hand, at
this stage, companies are not adequately equipped to deal with the intricacies of the
Metaverse’s infrastructure concerning privacy and to create a secure environment for both
companies and users (Dwivedi et al., 2022). This can negatively impact the perceived
Compatibility of using the Metaverse. On the other hand, Compatibility can be influenced by
the employee’s personality or problem-solving style. While individuals with adaptive working
styles will reflect on problems within predetermined frameworks, the ones with innovative
styles will be bold in looking beyond existing practices (Cummings & Oldham, 1997). In the
way that the Metaverse can render digital marketing more creative and interactive (Dwivedi et
al., 2022), individuals with creative and innovative problem-solving approaches can perceive
the Metaverse compatible with their working style and values. Therefore, individuals’
perceived Compatibility of using the Metaverse is particularly important in predicting the
Intentions to Use it in companies’ marketing communications. This leads to the following
hypothesis:

H2: Perceived Compatibility of using the Metaverse as a tool for marketing communications

is a positive predictor for professionals’ Intention to Use.

2.4.3. Ease of Use

Moore and Benbasat (1996) define Ease of Use as the extent to which an innovation is
perceived as easy to use. The construct suggests that the easier the system is, the greater the
chance that potential users will accept it (Agarwal & Prasad, 1997). This construct is one of
the most often cited in academic literature and was found to be associated with innovation
adoption and usage (Davis et al., 1989; Tornatzky & Klein, 1982). Instead of Rogers’
complexity, Moore and Benbasat (1991) adopted the term Ease of Use to be congruent with
the terminology in the technology acceptance and innovation diffusion literature. The
definition and measurement scale of the construct Ease of Use is highly similar to VVenkatesh
et al.’s (2003) effort expectancy or Davis et al.’s (1989) perceived ease of use. In the VR
literature, effort expectancy was found to influence the behavioral intention to learn using VR
(Shen et al., 2019). With respect to this study, easy-to-use interfaces of the Metaverse

environments are crucial to overcome the perceived technological complexity, render these
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more sustainable, and increase the adoption (Dwivedi et al., 2022; Barrera & Shah, 2023).
Thus, it is hypothesized:
H3: Perceived Ease of Use of the Metaverse as a tool for marketing communications is a

positive predictor for professionals’ Intention to Use.

2.4.4, Image

Image is defined as “the degree to which use of an innovation is perceived to enhance
one’s image or status in one’s social system” (Moore & Benbasat, 1991, p. 195). Rogers’
(2003) relative advantage included the aspect of Image. However, Moore and Benbasat
(1991) separated these into different constructs, given the criticisms of the conceptualization
of this construct as being too broad and complex (Moore & Benbasat, 1991; Tornatzky &
Klein, 1982). There is a similarity between Image proposed by Moore and Benbasat (1991),
social influence by Venkatesh et al. (2003), and social factors by Thompson et al. (1991).
Venkatesh et al. (2003) argue that although these constructs have distinct terminology, they
convey that individuals’ behavior is influenced by their beliefs on how others will perceive
them after using a particular technology.

Considering the benefits companies can extract from using the Metaverse as a tool for
marketing communications, enhancing personal image becomes less relevant. Generally, once
adopted, the usage of the Metaverse regards all the employees that manage the company’s
marketing communications. Thereupon, increasing company’s image in a specific industry,
country, or social system by using the Metaverse becomes supreme to individual’s interests.
Nevertheless, based on the Social Identity Theory (SIT) (Tajfel & Turner, 1979), individuals
tend to identify with the organization for which they work, and it refers to a psychological
connection with “the fate of the group” (Ashforth & Mael, 1989, p. 21). Therefore, it
supposes the incorporation of some characteristics of the organization into employee’s
identity (Edwards, 2005). Consequently, research has shown that if employees perceive the
organization as attractive, they are more likely to identify with it. Additionally, Chun (2006)
supports that organizational innovativeness is one of the main criteria for assessing corporate
reputation and leads to employee satisfaction. As a result, the more professionals perceive that
the Metaverse enhances the company's Image, the higher the chance it will be used in its
marketing communications. Subsequently, in this research, it is hypothesized:

H4: Perceived Image is a positive predictor for professionals’ Intention to Use the Metaverse

as a tool for marketing communications.
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2.4.5. Trialability

Trialability is the degree to which an innovation can be assayed prior to its adoption
(Moore & Benbasat, 1991). It suggests that innovations that can be tried before making the
acceptance decision will be adopted quicker than innovations that do not have this capacity
(Tornatzky & Klein, 1982). Karahanna et al. (1999) claim that the possibility of trying the
innovation is essential in reducing the risk and uncertainty about the usage of the innovation.
Additionally, it increases users’ comfort level with the innovation and contributes to the
adoption. Abovitz et al. (2022) state that to enhance the organizational rate of change and start
building Metaverse strategies and capabilities, employees should be allowed to experience the
Metaverse. Given the novel character of the Metaverse and its use in marketing
communications practices, providing professionals with the opportunity to test and explore its
capabilities becomes essential. Therefore, it is hypothesized:
H5: Perceived Trialability is a positive predictor for professionals’ Intention to Use the

Metaverse as a tool for marketing communications.

2.4.6. Visibility

Originally included as an aspect of Rogers’ (2003) observability, Visibility represents
the extent to which the usage of an innovation can be visible in an organization. The construct
implies that the innovation is used by other important actors for the potential user (Alajmi,
2014). While some research refers to the visibility of the physical object of the innovation in
one’s social group when measuring the relationship between visibility and intention to adapt
smartwatches (Wolverton et al., 2022), others examine the perceived visibility of digital and
virtual “objects” such as multimedia message service (Hsu et al., 2007). Compared to the IT
innovation (Personal Work Stations) researched by Moore and Benbasat (1991), where
professionals can individually decide to adopt or reject the innovation and follow their
colleagues’ usage of the innovation, this process is not applicable to the context of this study.
More specifically, adopting the Metaverse in companies’ marketing communications regards
all professionals as it implies a centralized decision. Hence, the conceptualization of this
construct was slightly modified.

Consequently, with regard to this study, Visibility refers to professionals’ perceptions
that the usage of the Metaverse is visible in other companies’ marketing communications in a
specific industry or community. Companies such as Nike, Tommy Hilfiger, McDonald’s, and
Gucci are already exploring the opportunities that the Metaverse offers to engage with

customers, sell digital items, and create innovative and engaging experiences (Barrera &
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Shah, 2023; Hazan et al., 2022). As such, observing competitors’ usage of the Metaverse for
marketing communications purposes could function as a motivation for companies and
professionals to create competitive advantages by using this strategic tool. Therefore, it is
hypothesized:

HG6.: Perceived Visibility is a positive predictor for professionals’ Intention to Use the

Metaverse as a tool for marketing communications.

2.4.7. Result Demonstrability

The second construct that Moore and Benbasat (1991) derived from Rogers’ (2003)
observability is Result Demonstrability. It is defined as the degree to which the results of
using an innovation can be observed and communicated to others (Moore & Benbasat, 1996).
Rogers (2003) argues that the results of using less observable innovations usually have a
slower adoption rate. The aspect of communicability in this construct conveys the idea that
the more innovations demonstrate their results and advantages, the greater the chance it will
be adopted (Zaltman et al., 1973). Venkatesh and Davis (2000) argue that despite the system’s
effectiveness, users may fail to accept it if professionals struggle to associate their job
performance with the utilization of the system.

Agarwal and Prasad (1997) highlight that Result Demonstrability is a positive
predictor of adoption only if the potential user perceives the innovation as high in Relative
Advantage. Moreover, they argue that if an organization is interested in introducing an
innovation, interventions, such as training, newsletters, or public forums, should be organized.
Notably, managers should inform and emphasize the potential results employees can achieve
by using the innovation. Thus, regarding the Metaverse in marketing communications,
professionals should be informed about enhancing brand awareness and engagement,
fostering purchase intentions, and extracting valuable insights from advanced data the
Metaverse environment can provide (Barrera & Shah, 2023). Consequently, it is
hypothesized:

H7: Result Demonstrability is a positive predictor for professionals’ Intention to Use the

Metaverse as a tool for marketing communications.

2.4.8. Voluntariness
In contrast to other research in diffusion of innovations and technology acceptance
models, Moore and Benbasat (1991) added a new construct to the PCI framework,
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Voluntariness. The authors define it as the degree to which use of the innovation is perceived
as being voluntary, or of free will” (p. 195). It is crucial to retain that PCI’s Voluntariness is
based on users’ subjective understanding of the VVoluntariness of using an innovation. This
construct is founded in the TRA, which states that individuals' attitude toward performing a
behavior is influenced by the beliefs the individual has about it (Ajzen & Fishbein, 1980).
While previous research considered voluntariness to have a binary nature, the PCI framework
posits that potential users can have varying levels of choice regarding using an innovation
(Argawal & Prasad, 1997).

In the organizational context, employees are often required to use specific tools.
However, researchers support that users with voluntary choices form Intentions to Use a
system because they find it valuable and worthwhile (Hartwick & Barki, 1994). Thus, this
research assumes that allowing professionals to discover the advantages of using the
Metaverse in marketing communications, rather than imposing the usage, can be more
effective in increasing positive attitudes towards it and the Intention to Use it. Furthermore,
following Moore and Benbasat’s (1991) conceptualization, if professionals perceive to have
the autonomy to decide on adopting or rejecting the Metaverse, they will be more motivated
to use it. Moreover, the relationship between Voluntariness and acceptance behavior has been
limitedly researched (Argawal & Prasad, 1997). Therefore, this study intends to contribute to
expanding the theory in the field by investigating the impact of voluntariness on the grounds
of technological innovation, the Metaverse. Hence, in this research, it is hypothesized:

HS8: Perceived Voluntariness is a positive predictor for professionals’ Intention to Use the

Metaverse as a tool for marketing communications.

2.5. Additional Predictors

There is a rich body of research examining IT innovation diffusion and acceptance.
Compeau and Higgins (1995) recognize the importance of researching additional explanatory
variables to further develop the academic field of IT innovation diffusion. In their extensive
review, Jeyaraj et al. (2006) structured the factors used in innovation diffusion research into
four main categories. The authors reunite the factors that describe the environment,
organization, individual, and innovation, aiming to identify the best predictors of IT adoption.
For instance, the PCI constructs such as Relative Advantage, Ease of Use, Compatibility, or
Visibility can be described as characteristics of the innovation.

Therefore, in the context of this research, additional constructs are introduced to
improve the understanding of the factors driving innovation. Hence, elements from the TOE
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framework (Tornatzky & Fleischer, 1990), such as Company Size and Competitive Pressure,
are introduced in the research model to investigate how the organizational and environmental
context influence the acceptance of the Metaverse as a tool for marketing communications.
Moreover, to identify the impact of individual characteristics of this new tool in marketing

communications, the Anxiety construct is integrated into this research.

2.5.1. Technology-Organization-Environment Framework

TOE framework (Tornatzky & Fleischer, 1990) is often employed to provide an
integrated perspective of contextual factors that may impact decision-making on adopting IT
innovations at the organizational level. As the name suggests, the framework is composed of
three elements. First, the technological context refers to the technologies relevant to the firm
(Oliveira & Martins, 2011). Second, the organizational context encompasses characteristics
such as size, performance, or structure (Lin & Lin, 2008). Finally, the environmental context
reunites organization’s industry and its relationships with partners, competitors, and
governing actors (Tornatzky & Fleischer, 1990).

Previous research integrated the TAM, TPB, and TOE framework to study the
adoption of e-commerce by small and medium-sized companies (Awa et al., 2015). Others
integrated the TOE framework and the Dol theory to investigate businesses’ adoption of radio
frequency identification (Wang et al., 2010). Hsu et al. (2006) argue that combining the TOE
framework with Dol theory increases the explanatory power of intra-firm diffusion of
innovations by including environmental characteristics. Subsequently, including
supplementary factors in this research from the TOE framework aims to increase the research
model’s predictive validity and better comprehend the factors influencing professionals’

Intentions to Use the Metaverse.

2.5.2. Organisational Context - Size
The association between organisation size and innovation has been the subject of

numerous previous research. Jeyaraj et al. (2006) identified that organization size is one of the
main predictors of IT adoption, Intention to Use, and other outcome variables. Larger
organizations tend to have greater resources in terms of R&D capacities, financial slack, and
marketing skills (Tansik & Chakrabarti, 1989). These arguments are often derived from an
economic perspective (Stock et al., 2002). Larger firms possess the capabilities to manage
potential risks associated with innovating (Damanpour, 1992; Zhu et al., 2003). For example,
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research identified a positive association between firm size and adopting innovations such as
Blockchain technology thanks to firms’ ability to mitigate risks (Chittipaka et al., 2022).
With regard to introducing the Metaverse as a tool for marketing communications, this
innovation can engender various challenges for organizations. For instance, Dwivedi et al.
(2022) highlight the necessity of understanding the regulatory mechanisms of the Metaverse,
training employees to fully explore the capabilities of immersive environments and finding
reliable digital partnerships with service providers. For this reason, the adoption of the
Metaverse can require significant investments. Moreover, it can be noticed that at this
moment, the main actors that entered the Metaverse environments and introduced it in their
marketing communications strategies are larger firms, such as Gucci, Nike, Balenciaga, or
Burberry (Balis, 2022; Marr, 2022). Therefore, it is hypothesized:
H9: Professionals working in large companies score higher in Intention to Use the Metaverse
as a tool for marketing communications than those who work in a) medium, b) small, and c)

micro companies.

2.5.3. Environmental Context - Competitive Pressure

Innovations are regarded to be major sources of competitive advantage, resulting from
the experience and knowledge acquired by developing new products (Pla-Barber & Alegre,
2007). Jeyaraj et al. (2006) identified that competition, referring to the environment in which
the actor faces the innovation, is one of the most used predictors for IT adoption in
organizations. Lee and Trimi (2021) claim that to survive and advance in today’s digital age,
organizations must become responsive and adaptive to the quickly changing environment.
The integration of ICT in business activities has a vital role for companies to stay competitive
and maintain economic growth (Taruté & Gatautis, 2014). Thus, in this highly competitive
environment, companies must integrate the potential of digital technologies into their
strategies, review business models and innovate (Legner et al., 2017).

lacovou et al. (1995) found that the Competitive Pressure that a firm experience
motivates it to adopt innovations. Similarly, greater levels of competition foster the adoption
of innovations (Gatignon & Robertson, 1989). In connection with this study, integrating the
Metaverse into marketing communications practices can offer companies a multitude of
advantages. Research support that the Metaverse represents a powerful tool for companies to
build a strong competitive advantage (Buhalis et al., 2023). Accordingly, considering previous

findings on the positive association between Competitive Pressure and innovation adoption, it
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is hypothesized:

H10: Competitive Pressure is a positive predictor for professionals’ Intention to Use the

Metaverse as a tool for marketing communications.

2.5.4. Individual Characteristics — Metaverse Anxiety

Computer Anxiety has been analyzed as an important emotional aspect of IT usage
(Venkatesh, 2000). According to Compeau and Higgins (1995), this construct embodies
feelings of anxiety regarding computers and is negatively associated with computer use. It is
based on Bandura’s (1986) Social Cognitive Theory (SCT) that supports that one’s beliefs
about personal abilities, also called self-efficacy, influence the behavior the individual will
adopt. Next, self-efficacy significantly impacts individuals’ emotional reactions to computers,
whether positive or negative. Notably, the less the individual feels competent to perform a
behavior, the greater feelings of anxiety he experiences (Compeau & Higgins, 1995).

Venkatesh (2000) identified that Computer Anxiety represents a reference point for
users’ perceptions of innovations’ Ease of Use. This is particularly relevant in the initial
stages when the user has a limited experience with it. Venkatesh (2000) explains that the
negative impact of Computer Anxiety on Ease of Use is fostered by anxiety influencing users'
attentional resource allocation strategies. Subsequently, in a stressful situation, the individual
focuses on reducing negative feelings. Hence, the effort needed to realize the task increases
(Kanfer et al., 1994). Numerous studies have found a negative association between Computer
Anxiety and perceived ease of use (Abdullah & Ward, 2016). Considering the context of this
research, the Metaverse can become a source of anxiety for professionals as they may think
they lack sufficient competencies to manage marketing communications practices in the
Metaverse. As noted earlier, novel implications of the Metaverse (Barrera & Shah, 2023),
limited knowledge and experience in using it, as well as the early stage of the Metaverse
development (Dwivedi et al., 2022) can engender a certain sense of uncertainty and anxiety.
As a result, professionals may perceive the Metaverse to be complex and challenging to use in
companies’ marketing communications. Therefore, it is expected that:
H11: Anxiety is a negative predictor for the perceived Ease of Use of the Metaverse in

companies’ marketing communications.
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2.6. Conceptual Framework
Figure 1
Conceptual Framework Illustrating the Relationship Between Variables
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Note. This figure illustrates the anticipated relationship between the independent variables and
dependent variable, Intention to Use the Metaverse.

The superscript (2) sign indicates that the control variable, Participation in Decision-Making,
was introduced in the hierarchical regression analysis to test the relationship between the

independent and dependent variables.
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3.  Methodology

3.1. Research Design

This study aims to investigate the extent to which perceived characteristics of using
the Metaverse impact professionals’ Intention to Use it as a tool for marketing
communications. Furthermore, the relationship between Company Size, Competitive
Pressure, and Intention to Use the Metaverse is examined. These additional constructs were
incorporated to expand the traditional research models in diffusion research and better
understand the factors influencing professionals’ acceptance of the Metaverse.

Given the research's interest in examining the impact of various constructs on
professionals' Intention to Use the Metaverse, a quantitative approach with a survey design
was adopted. This research method allows the researcher to generalize an aspect of human
behavior based on systematic observations, which should be intentional, replicable, and valid
(Allen et al., 2008). Notably, this research attempts to “draw generalized inferences” (Allen et
al., 2008, p. 7) about the Intention to Use the Metaverse in larger groups of professionals who
work in the field of marketing communications. Finally, the quantitative nature of this study
allows greater control over the research design, which helps ensure that the collected data has
a higher degree of reliability.

The research design chosen for this study is a quantitative survey. This design was
selected for several reasons. First, compared to face-to-face interviews, self-administrated
questionnaires are an important alternative that can be efficiently administered to a large
number of individuals (Bryman, 2016). This feature is particularly advantageous considering
the target group of the study. The needed population consists of individuals whose profession
is related to marketing communications which are usually busy and difficult to reach for face-
to-face interviews. Secondly, self-administrated questionnaires offer the respondents the
flexibility to take part in the study without any limitations in time or space. Therefore, this
research format enhances the comfort and ease of participation and can increase the response
rate. Consequently, this can lead to a more significant number of participants and contribute
to obtaining “more robust conclusions” about the study’s results (Allen et al., 2008, p. 11).
Lastly, this type of survey eliminates the interviewer effect that is shown to affect
participants’ answers (Bryman, 2016). Similarly, it removes interviewer variability by
providing each participant with a stable survey structure (Bryman, 2016).

Before publishing the survey, a pretest was conducted with a sample of five

individuals who possess professional experience in marketing communications. The purpose
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of the pretest was to ensure that the questions and response options were easy to understand
and to rate. As well, it aimed to identify any potential biases in the survey instrument.
Pretesting was highly valuable as the received feedback helped make necessary revisions to

increase the clarity and accuracy of the survey.

3.2. Sampling

This study adopted a purposive sampling method. This sampling process involves
choosing the participants based on the researcher’s judgment and specific criteria (Sarstedt et
al., 2018). This sampling strategy was selected because the study aims to investigate the
Intention to Use the Metaverse among professionals possessing a job related to marketing
communications. Thus, participants needed to fulfil several specific criteria to participate in
this study. More particularly, participants must have a profession in marketing
communications, such as marketing managers and coordinators, public relations specialists,
social media managers and marketers, digital marketing specialists, advertising strategists and
managers, communications coordinators, and other relevant roles.

Next, the participants included in the final sample must have had a minimum of two
years of working experience to ensure their familiarity with various tools, operations, and
strategies included in companies’ marketing communications. Finally, the participants must
have been aware of the application of the Metaverse in different strategic activities that fall
under the umbrella of marketing communications, such as advertising in virtual worlds,
engaging with customers, creating virtual objects and NFTs (non-fungible tokens), or
organizing virtual product launches, events, and immersive brand experiences in virtual
worlds.

In order to identify potential participants, a rigorous research process was conducted in
several manners. It started with identifying various companies with the aim of reaching the
employees of these companies. Mainly, companies situated in the European Union were
considered in this study. The study’s focus on these countries aimed to ensure that participants
have a robust understanding of marketing communications strategies and innovative practices
in this field. In the selection process were included media agencies, NGOs, and other
companies representing a wide range of industries.

Concerning the channels employed to reach the target group, the professional
networking platform LinkedIn was highly beneficial in connecting with professionals who
have a job related to marketing communications. The job titles under the umbrella of

marketing communications were introduced in the main search box to perform an explorative
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search. The main keywords that were introduced in the search process included “marketing”,

b 1Y bh 1Y Yh 1Y

“communication/s”, “advertising”, “digital”, “media”, “brand”, “content”, “coordinator”,
“specialist”, “manager”, “assistant”, “strategist”, “public relations”.

Another method utilized to search for participants was through the LinkedIn pages of
companies. More precisely, it consisted of choosing specific filters in the search box of the
"people™ section where the company's employees can be found. Similar keywords were
formulated in different combinations to provide a comprehensive search for professionals
holding relevant job positions. Moreover, this social media channel was particularly
advantageous due to the fact that, after identifying individuals with relevant job titles,
LinkedIn allowed the researcher to observe their professional experience on personal
LinkedIn profiles. Subsequently, professionals who indicated to possess more than two years
of experience in marketing communications were sent personalized invitations to participate
in the survey.

Additionally, the Google search engine was employed to locate the email addresses of
professionals working in the field of marketing communications, as well as the marketing and
communications departments of various companies. This research was realized in several
steps. Firstly, the names of companies and job positions under interest in this study were
entered in the search bar. Secondly, the websites of companies were analyzed to find relevant
information about employees and their contact email addresses. Thirdly, an email was sent to
those email addresses, composed of a concise message inviting recipients to participate in the
survey.

In addition to the aforementioned methods, invitations were published on LinkedIn
groups such as Marketing Communication, Digital Marketing, Advertising & Marketing
Industry Professionals, Metaverse & Al, Content Marketing Institute, and Marketing &
Communication Network. Similarly, these were addressed on Reddit forums, including
r/SampleSize, r/content_marketing, r/Communications, r/SurveyCircle, r/MarketingResearch,
and r/MarketingHelp. These groups and forums were selected for the distribution of the
survey as they offer the chance to reach individuals with relevant professional expertise and
who are interested in academic research about innovative tools used in marketing
communications.

The survey was distributed between April 15" and May 29th. A total of 260 responses
were recorded. After cleaning the data from incomplete or nonvalid responses, such as those
who did not meet the criteria for this study, N = 167 were included in the final sample. The

percentage of women is 64.1 %, and of males is 35.3%. One participant identified as non-
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binary/third gender (0.6%). Participants’ age ranged from 21 to 63 (M = 30.23, SD =7.41).
However, one response was excluded from the age description due to a missing value.
Because of the international nature of the sample, participants’ country of origin revealed 43
different countries, the most prominent being the Netherlands (27.5%), France (10.8%),
Germany (9.0%), Belgium (4.8%), Greece (4.8%), and the United Kingdom of Great Britain
and Northern Ireland (4.2%) and Romania (4.2%). 34.7% of participants responded to have
between two and five years of experience as professionals in marketing communications.
Concerning participants’ previous usage of the Metaverse in marketing communications,
72.5% indicated that they never employed the Metaverse, against 27.5% that indicated to have
previous experience.

Regarding the information about the company where participants work, 30.5% of
respondents marked that their company had already explored the Metaverse in marketing
communications. Other 59.9% indicated that the company they are working for has no
experience with the Metaverse or are unsure about it (9.6%). Moreover, when being asked
about the country where participants’ company is located, 21 countries were recorded with the
Netherlands (56.3%), France (8.4%), Germany (7.8%), Belgium (4.8%), and the United
Kingdom of Great Britain and Northern Ireland (4.2%) leading. Regarding company size
measured in employee number, the data included 7.8% of companies with fewer than 10,
23.4% with 10-49, 28.7% with 50-249, and 40.1% with more than 250 or more employees.
Additionally, apropos of companies’ business models, 27.5% were B2B, 30.5% were B2C,
37.7% were Mixed B2B/B2C, and 2.4% were B2B2C. Also, one participant described the
company’s business model as Mixed B2B/B2G (0.6%), and two indicated working in NGOs
(1.2%). Finally, concerning the industry participants’ company fits in, 69.5% were services,

19.8% were retail/wholesale and 10.8% were included in the category of manufacturing.

3.3. Procedure

A self-administrated questionnaire was introduced to participants via the online survey
platform Qualtrics. Before diving into the survey questions, participants were presented with a
consent form providing information about the study’s objectives, the confidentiality of data,
voluntariness of participation, and contact details for further inquiries. The survey was
structured in three main sections. First of all, to comply with the criteria of the targeted
population, a series of questions were addressed to identify suitable participants who could
proceed with the study. These included the question of whether they work in marketing

communications. In order to facilitate participants’ identification with the domain, the
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question provided several examples of jobs commonly associated with marketing
communications. These included marketing managers and coordinators, public relations
specialists, social media managers and marketers, digital marketing specialists, advertising
strategists and managers, and communications coordinators.

Next, the participants who confirmed to work in this domain were asked about their
years of professional experience. Lastly, participants indicating to possess more than two
years of experience were presented with the question aiming to identify if they are aware of
the usage of the Metaverse in companies marketing communications strategies. Additionally,
the question indicated some practices in marketing communications using the Metaverse,
including advertising in virtual worlds, engaging with customers, creating virtual objects and
NFTs, and offering virtual product launches, events, and brand experiences in virtual worlds.
Subsequently, participants demonstrating their knowledge of the Metaverse could continue
with the survey. Otherwise, if at least one condition from the criteria was not fulfilled, they
were redirected to the end of the survey, informing them that they did not meet the necessary
criteria to participate in this study.

The second major part of the survey comprised questions designed to collect data on
the investigated variables. To ensure the inclusion of professionals who have already
employed or have not employed the Metaverse as a tool for marketing communications, they
were asked about their prior experiences with it. Therefore, this approach helped to adapt the
questions and response options according to each professional’s situation. Two versions of the
same questions were created by alternating the tense of the statements. The questions included
in the survey required the participants to rate their Intention to Use the Metaverse in the next
three years. Next, they had to indicate their perceptions of Compatibility, Relative Advantage,
Ease of Use, Image, Trialability, Result Demonstrability, Visibility and Voluntariness.
Moreover, additional questions were introduced in the survey, investigating Computer
Anxiety, Competitive Pressure, and Self-Reported Decision-Making. The last section of the
survey aimed to collect information about the company where professionals are employed,
such as size, business model, industry, and country where it is situated. Further, the
demographic questions required the participants to introduce their gender, age, and country of
origin. Finally, a comment box was provided in case participants had any inquiries and were
directed to the end of the survey, where they were thanked for participating. The survey took
approximately 10 minutes to complete.

34



3.4. Operationalisation

All the variables investigated in this study were adopted from previous innovation
diffusion and technology acceptance research and were shown to have high validity and
reliability. Most items were adjusted to the context of the Metaverse in marketing
communications and to participants’ previous experience with the Metaverse in a professional
setting. The survey consisted of 12 independent variables and one dependent variable.

Intention to Use. Based on Venkatesh et al.’s (2003) Behavioural Intention to Use the
System scale, the dependent variable of this research was measured via 3 items on a 7-point
Likert scale (1 = Strongly disagree, 7 = Strongly agree). The Intention to Use construct was
widely used in other individual acceptance of technology research (Venkatesh et al., 2003).
An example of the item is: | intend to use the Metaverse as a tool for marcom in the next 3
years. The items of this variable were entered into a confirmative factor analysis using
Principal Components extraction with Direct Oblimin rotation based on Eigenvalues (>1.00)
KMO =.75, y2 (N = 167, 3) = 385.25, p <.001. The resultant model explained 86.8% of the
variance in Intention to Use. The scale resulted in one factor solution labelled Use intention.
After running a reliability analysis, the scale showed good reliability (a = .92). Consequently,
the items were computed into a new variable Uselntention (M = 4.85, SD = 1.37).

Perceived Characteristics of Innovating. Based on Moore and Benbasat’s (1991) PCI
scale was employed in this research to measure eight constructs. This included Relative
Advantage, Ease of Use, Compatibility, Image, Trialability, Result Demonstrability,
Visibility, and Voluntariness. The 30 items which were measured on a 7-point Likert scale (1
= Strongly disagree, 7 = Strongly agree) were introduced into an explorative factor analysis
using Principal Components extraction with Direct Oblimin rotation based on Eigenvalues
(>1.00) KMO = .87, y2 (N = 167, 435) = 3722.31, p = .000. The model explained 36.9%
variance. The scale resulted in seven main factors:

Advantage. The nine items from the original Relative Advantage and Compatibility
construct were included in the first factor. It reunited items about the advantages of using the
Metaverse in marketing communications in terms of increasing the quality, ease, and
quickness, but also about the compatibility of using the Metaverse with professionals’ jobs.
The items were checked for internal reliability (« = .94) and were computed into a new
variable, Advantage (M = 4.26, SD = 1.20).

Trialability. The four items were combined into the second factor about professionals’

opportunity to try the Metaverse in marketing communications. These were computed into a
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new variable, Trialability (a =.90) (M = 4.84, SD = 1.25). An item of the factor is Before
deciding to use the Metaverse as a tool for marcom, | was/would be able to properly try it out.

Ease of Use. The third factor covered the topic of the ease of learning and operating
the Metaverse in marketing communications. An example includes Overall, | believe the
Metaverse is easy to use for marcom purposes. The four items were checked for internal
reliability (o = .86) and were computed into a new variable, EaseUse (M = 4.40, SD = 1.15).

Visibility. Three items constituting the fourth factor were referring to the visibility of
the Metaverse in companies’ marketing communications. An item integrated into this
component is | have seen what other companies do in the Metaverse for marcom practices.
The subscale showed good internal reliability (« = .88) and was computed into a new variable,
Visibility (M = 4.29, SD = 1.48).

Voluntariness. The fifth factor included items linked to professionals’ perception of
the Metaverse being voluntary to use, without being imposed by superiors. Therefore, the
three items, including a reversed one, were checked for internal reliability (a = .84, e.g.,
Although it might be helpful, using the Metaverse in marcom is certainly not compulsory for
my job) and were computed into a new variable, VVoluntariness (M = 5.54, SD = 1.37).

Result Demonstrability. This factor includes four items and relates to the results of
using the Metaverse that can be observed and communicated. Despite sufficient reliability (a
= .72), after deleting an item, the reliability was significantly increased (a = .88).
Consequently, the three remaining items were integrated into a new variable, Results (M =
5.10, SD = 1.16).

Image. The last factor encompassed three items referring to professionals' perceptions
about using the Metaverse to enhance the prestige of a company. The items were checked for
internal reliability (a = .87, e.g., Organizations that use the Metaverse as a tool for marcom
have a high profile), and a new variable was created, Image (M = 4.49, SD = 1.54).

Anxiety. To measure the level of Anxiety professionals may experience towards the
Metaverse, this study adopted 3 items from the Computer Anxiety scale (Venkatesh et al.,
2003). These were measured on a 7-point Likert scale (1 = Strongly disagree, 7 = Strongly
agree). A factor analysis for the items was realized using Principal Components extraction
with Direct Oblimin rotation based on Eigenvalues (>1.00) KMO = .59, 2 (N = 167, 3) =
136,52, p < .001. The resultant model explained 64.7% of the variance in Anxiety. Despite
factor’s low KMO value, it was decided to employ the factor in the further analysis following
Kaiser’s (1974) indications. This decision considered the high factor loadings observed in the

relationship between the items. Therefore, the items were checked for internal reliability (a =
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.73). However, it was decided to delete an item to increase the internal reliability from an
acceptable to a preferable value (o = .83). The remaining items were computed into a new
variable, Anxiety (M = 3.60, SD = 1.55).

Competitive Pressure. Competitive Pressure (e.g., An industry move to utilize the
Metaverse as a tool for marcom would put pressure on my firm to do the same) was measured
following the scale adopted by Arnold et al. (2018) on a 7-point Likert scale (1 = Strongly
disagree, 7 = Strongly agree). The construct's objective is to examine to what extent the
company's competitive environment motivates professionals to use the Metaverse as a tool for
marketing communications. The four items were entered into a factor analysis using Principal
Components extraction with Direct Oblimin rotation based on Eigenvalues (>1.00) KMO =
.64, 2 (N =167, 6) = 149.33, p <.001. The resultant model explained 52.9% of the variance
in Competitive Pressure. The scale is moderately reliable after deleting an item (a =.72).
Thus, a new variable composed of three items was created and was labelled Competition (M =
4.71,SD = 1.24).

Participation in Decision-Making. Four items from the Decentralised Strategic
Decision-Making scale (Andersen, 2001) were used to measure the degree to which
professionals are involved in the decision-making concerning introducing new practices in
companies’ marketing communications. These were measured on an 8-point Likert scale (0 =
Never, 7 = Always). The items required to be adapted to the context of the study. As an
example of the produced modifications, one of the items is: To what extent do you participate
in decisions to adopt new policies and practices in marcom? The items of this variable were
entered into a factor analysis using Principal Components extraction with Direct Oblimin
rotation based on Eigenvalues (>1.00) KMO = .74, ¥2 (N = 167, 6) = 527.79, p < .001. The
resultant model explained 78.1% of the variance in the variable. The scale showed good
internal reliability (a = .91). Thus, the variable DecisionPower was created (M = 3.95, SD =
1.69).

Company size. The predicting factor related to the organizational context measured in
this study is Company Size. It is measured by employing the classification of Enterprise Size
provided by Eurostat (2016), which recognizes micro, small, medium-sized, and large
enterprises. The number of persons employed is one of the most common criteria used to
measure the size of a company (Eurostat, 2016). Hence, the scale included four items (e.g.,
fewer than 10 employees; 10 to 49 employees; 50 to 249 employees; and 250 or more

employees).
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3.5. Validity and Reliability
3.5.1. Validity Assessment

In order to ensure the robustness of the study, it is essential to consider both reliability
and validity at every step of the research. Validity indicates the meaningfulness of the study’s
components (Drost, 2011). More precisely, it refers to the extent to which the research
measures what it intends to measure (Bryman, 2016). Although it is impossible to have
absolute validity, Swanson and Holton (2005) claim that in quantitative studies, validity can
be improved when carefully designing the research, choosing suitable measurement
instruments, and analyzing and reporting the data. Therefore, to ensure construct validity, the
measurements were rooted in established theory and were shown to have relatively high levels
of reliability and validity. For instance, the main framework used to investigate the
perceptions about using the Metaverse, PCI (Moore & Benbasat, 1991), has rigorous initial
testing and is considered to be a reliable and valid tool in the diffusion of innovation
literature. Additionally, it was found to outperform the TAM in predicting individuals’
intentions to adopt an innovation (Plouffe et al., 2001).

Secondly, the generalizability aspect of the results is supported by a clear definition of
the population. This was achieved through purposive sampling that targets a specific
population (Swanson & Holton, 2005). It consisted of targeting individuals with professions
related to marketing communications, possessing more than two years of experience in the
field, and being familiar with using of the Metaverse as a tool for marketing communications.
Moreover, to evaluate the validity of each construct, these were entered into factor analysis
using Principal Components extraction with Direct Oblimin rotation based on Eigenvalues
(>1.00).

3.5.2. Reliability Assessment
Reliability represents the extent to which the measurements and results are stable

when repeated in different conditions (Drost, 2011). In behavioral research, internal
consistency is often measured to estimate reliability (Drost, 2011). Internal consistency
concerns the reliability of the instrument and tests how well it measures a specific behavior
(Drost, 2011). Cronbach’s alpha, also referred as the alpha coefficient of reliability, is widely
recognized as a useful indicator of internal consistency (Swanson & Holton, 2005). Therefore,
to assess these, the factor loadings and Cronbach’s alpha coefficients were identified for the

PCI scale (see Table 3.1), Intention to Use scale (see Table 3.2), Participation in Decision-
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Making scale (see Table 3.3), Computer Anxiety scale (see Table 3.4), and Competitive
Pressure scale (see Table 3.5).
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Table 3.1
Factor Loadings and Cronbach’s o. of the Reliability Analyses for the PCI Scale (N = 167)

Item Advantage Trialability  Ease ofuse Visibility Voluntariness Results Image

Using the Metaverse for marcom makes it easier to do my job. .84

Using the Metaverse as a tool for marcom helps me to accomplish tasks more .82
quickly.

Overall, | find the Metaverse as a tool for marcom to be advantageous for my .80
job.

I think that using the Metaverse as a tool for marcom fits well with the way | .79
like to work.

Using the Metaverse enhances my effectiveness on my work in marcom. .76
Using the metaverse improves the quality of the work | do in marcom. 73
Using the Metaverse fits into my working style. g1
Using the Metaverse gives me greater control over my work in marcom. .62
Using the Metaverse is compatible with all aspects of my work in marcom. .56
Before deciding to use the Metaverse, | was able to properly try it out. .89
I was able to experiment with the Metaverse as necessary. .85
Metaverse was available to me to adequately test run applications in marcom. .83

I was permitted to use the Metaverse on a trial basis long enough to see what .82
it could do in marcom.

Overall, | believe the Metaverse is easy to use for marcom purposes. .87

| believe that it is easy to get the Metaverse to do what | want it to do in .79
marcom.

Learning to operate marcom in the Metaverse is easy for me. 17
My interaction with the Metaverse is clear and understandable. .63
I have seen what other companies do in the Metaverse for marcom practices. .91

I have had plenty of opportunity seeing the Metaverse being used in marcom. .89

It is easy for me to observe other companies using the Metaverse in marcom. .82

Although it might be helpful, using the Metaverse in marcom is certainly not .94
compulsory for my job.

My boss does not require me to use the metaverse for marcom practices. 91
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My superiors expect me to use the Metaverse in marcom. (R)

.67

| believe I could communicate to others the consequences of using the =74

Metaverse in marcom.

I would have no difficulty telling others about the results of using the -.67

Metaverse in marcom.

I would have difficulty explaining why using the Metaverse may or may not (-.61)

be beneficial in marcom. " (R)

The results of using the Metaverse as a tool for marcom are apparent to me. -.53

Using the Metaverse as a tool for marcom is a status symbol. -.89
Organizations that use the Metaverse as a tool for marcom have a high -.82
profile.

Organizations that use the Metaverse as a tool for marcom have more prestige -.70
than those that do not.

Eigenvalue 11.08 3.00 2.20 1.93 1.75 1.29 111
Cronbach’s o .94 .90 .86 .88 .84 .88 .87

Notes. *The item was deleted to increase the internal reliability of the scale by .16 (o = .88).

(R) signifies that the item was reverse scored.
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Table 3.2
Factor Loadings and Cronbach’s o of the Reliability Analyses for the Intention to Use Scale

(N =167)
Item Intention to Use
| intend to use the Metaverse as a tool for marcom in the next 3 years .95
| predict | would use the Metaverse for marcom practices in the next 3 years .93
| plan to use the Metaverse in my job in the next 3 years .92
Eigenvalue 2.61
Cronbach’s a .92
Table 3.3

Factor Loadings and Cronbach’s o of the Reliability Analyses for the Participation in
Decision-Making Scale (N = 167)

Item Competitive Pressure
To what extent do you participate in decisions about the development of new important 91
capabilities in marcom?
To what extent do you participate in decisions about major changes in the .90
company's/division's market position?
To what extent do you participate in decisions to adopt new policies and practices in .87
marcom?
To what extent do you participate in decisions about the firm’s/division’s moves into .86
new major customer segments and market areas?
Eigenvalue 3.13
Cronbach’s a 91
Table 3.4
Factor Loadings and Cronbach’s a of the Reliability Analyses for the Computer Anxiety Scale
(N = 167)
Item Computer Anxiety
The Metaverse is somehow intimidating me. .89
I hesitate to include the Metaverse in out marcom for fear of making mistakes | cannot .87
correct.
| feel apprehensive about using the Metaverse in marcom.” (.62)
Eigenvalue 1.94
Cronbach’s o .83

Note. “The item was deleted to increase the internal reliability of the scale with more than .05,

from an acceptable to a preferable reliability (o = .83).

Table 3.5
Factor Loadings and Cronbach’s o of the Reliability Analyses for the Competitive Pressure
Scale (N = 167)
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Item Participation in
Decision-Making

Our customers tend to look for new services all the time. .86
In our kind of business, customers' preferences for services and products change quite 77
a bit over time.

Competition in our sector is "cut throat". .70
An industry move to utilize the Metaverse as a tool for marcom would put pressure (.55)
on my company to do the same.”

Eigenvalue 2.12
Cronbach’s a 12

Note. “The item was deleted to increase the internal reliability from <.70 to > .70 (a = .72).

3.6. Data Analysis

In this research, the analysis of data consists of several crucial steps. All the
manipulations and analyses of data are performed using the IBM SPSS Statistics 28 software.
Before beginning the analyses, the items from the scales adapted for participants with or
without prior experience with the Metaverse were recoded into different variables in order to
combine the two versions of one item into a single variable. After recoding the items of the
scales, the dataset was ready for statistical analyses. First, to provide a summary of data and
describe the characteristics of the sample, frequency and descriptive statistics are performed.
On the one hand, descriptive statistics are realized to describe the mean and standard
deviation of continuous variables, such as age. On the other hand, frequency statistics are run
for each categorical variable, such as Professional Experience, Previous Experience with the
Metaverse, Company Country, Size, Industry, and Business Model, as well as respondent
Gender and Country of Origin. Second, factor analyses for each scale are performed to
examine the resultant factors and their loadings, the KMO, and the significance value of the
model and to reduce the dimension of the variables by condensing the items. Consequently, to
ensure adequate internal consistency of scales, reliability analyses of the resulting factor
structures are made.

Third, hierarchical regression analysis is conducted to assess the relationship between
the independent variables, including the perceived characteristics of using the Metaverse,
Competitive Pressure, and the dependent variable, Intention to Use the Metaverse. The control
variable, Participation in Decision-Making, was integrated into the research model to examine
its influence on the relationships between the independent and dependent variables. This type
of inferential statistics is useful in understanding what factors are most likely to influence
professionals’ Intention to Use the Metaverse and if adding a control variable improves the

predictive power of the model. Moreover, the model was tested for multicollinearity. Further,
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to understand the relationship between Anxiety and Ease of Use, a linear regression analysis
is performed. Finally, ANOVA is realized to assess whether professionals working in large
companies score higher in Intention to Use the Metaverse as a marketing communications tool
than those working in smaller companies. ANOVA is helpful in comparing the mean scores of

the Intention to Use the Metaverse between these groups.
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4. Results

This chapter presents the results of the analyses performed to test the hypotheses of
this study. A hierarchical regression analysis was realized to examine the contribution of nine
independent variables in explaining the variation in the Intention to Use while controlling the
Participation in Decision-Making variable. Integrating the control variable in the researched
model aims to extend existing literature and investigate to what extent it can influence the
relationship between the independent and dependent variables. Furthermore, to assess the
impact of Company Size on Intention to Use, an ANOVA was conducted. Finally, a linear
regression analysis was performed to measure the influence of Anxiety of Ease of Use, one of
the central constructs of the PCI framework. The results of the performed analyses are

explained below.

4.1. Hierarchical regression analysis

In the present study, a hierarchical regression analysis was performed to investigate
the predictive power of eight independent variables on the intention to use as the dependent
variable. The control variable, Participation in Decision-Making, was included to enrich
existing research models and enhance the understanding of the factors influencing
professionals’ Intention to Use the Metaverse. Based on the definition provided by Andersen
(2001), in this research, Participation in Decision-Making represents the degree to which
employees are implicated in making important strategic decisions. Lowin (1968) claims that
as contrasted with the “conventional hierarchical (HIER) mode of operations”, participative
decision-making (PDM) is a “mode of organizational operations” where activities are
executed by individuals who priorly took those decisions (p. 69). Considering that PCI is a
tool designed to investigate the “initial adoption of IT by individuals in organizations” (Moore
& Benbasat, 1991, p. 193), which includes rather individual-level factors, introducing
Participation in Decision-Making as a control variable helps understand the impact
professionals’ involvement in decision-making on their Intention to Use the Metaverse.

While in the first block, DecisionPower, representing Participation in Decision-
Making was added as the control variable, in the second block were introduced the variables
Advantage, EaseUse, Trialability, Image, Results, Visibility, Voluntariness, and Competition.
When DecisionPower (5 = .11, p = .150) was employed as a unique predictor, the model did
not reach significance, R2 = .01, F (1, 165) = 2.09, p = .150. However, adding the eight
independent variables significantly enhanced the predictive value of the model AR? = .55, F
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(8, 157) = 24.57, p < .001. Nevertheless, DecisionPower remains insignificant (8 =-.02, p =
.720). Therefore, the control variable does not significantly explain the relationship between
Uselntention and the independent variables. For this reason, the eight independent variables
are sufficient to explain the impact of the dependent variable.

Accordingly, after examining the contribution of each independent variable, several
significant results were identified (see Table 4.1). First, the variable Advantage (5 = .42, p <
.001), encompassing both Relative Advantage and Compatibility constructs, had significant
positive effects on the intention to use the Metaverse. Therefore, H1 and H2 are accepted.
Second, EaseUse, representing Ease of Use, was also found to be significant and to positively
influence Uselntention (6 = .15, p = .027). Hence, H3 is accepted. Third, there was a
significant positive effect of the independent variable Image on Uselntention (8= .14, p =
.042), which confirms H4. Still, Trialability had insignificant results (8 = -.06, p = .348), and
H5 is rejected. Similarly, H6 is rejected as Visibility was insignificant (8 = .05, p = .399).
Additionally, the Results variable, representing Result Demonstrability, was insignificant (5 =
.12, p =.081), which means that H7 is rejected. Further, even though Voluntariness showed
significant results, contrary to the expectations, there was a negative impact on Uselntention
(8 =-.14, p =.026). Subsequently, the H8 is rejected. Finally, the last independent variable
included in the analysis, Competition, was insignificant (5 = .04, p = .502), which rejects H10.

Additionally, the predictor variables introduced in the regression analysis were
checked for multicollinearity in order to identify if the variables are correlated with one
another. Nevertheless, the degree of correlation is low, which shows that the relationships

between a predictor and the dependent variable are isolated from other predictors.

Table 4.1
Hierarchical Regression Model for Predicting Professionals’ Intention to Use the Metaverse
(N = 167)

Model 1 Model 2

DecisionPower A1 -.02
Advantage A2
EaseUse A15*
Image 14*
Trialability -.06
Results 12
Visibility .05
Voluntariness -.14*
Competition .04
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R2=.01 AR?=55
p=.150 p <.001

Note. Significance levels: * p <.050, ** p <.001

4.2. ANOVA

In this study, a one-way analysis of variance (ANOVA) was conducted to measure the
difference between four different groups, representing the company size as the independent
variable, on Uselntention as a dependent variable. However, the model was insignificant, F(3,
163) = .23, p = .878, partial n2 = .004, and no comparison reached significance between the
groups “fewer than 10 employees” (M =4.77, SD = 1.70), “10-49 employees” (M = 4.74, SD
=1.22), “50-249 employees” (M = 4.83, SD = 1.41) and “250 or more employees” (M = 4.96,
SD = 1.37). Thus, # H9.

4.3. Linear Regression Analysis
A linear regression analysis was executed with EaseUse as the dependent variable and
Anxiety as the predictor. The model was found to be significant, F (1, 165) = 14.51, p <.001,
R2 = .08. Anxiety had a significant negative influence on EaseUse. (f = -.28, p <.001).
Therefore, H11 is accepted.
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5. Discussion

5.1. Theoretical Implications

Despite the implications the Metaverse presents for various fields, such as marketing,
education, tourism, manufacturing, politics, and social life (Dwivedi et al., 2022), there is
limited research examining it. This research takes a step into researching this new technology
and is focused on the usage of Metaverse as a tool for marketing communications. It
investigated the impact of the perceived characteristics of using the Metaverse on
professionals’ Intention to Use it in companies’ marketing communications strategies and
practices. Even if the PCI (Moore & Benbasat, 1991) framework proposes a rich set of
predictors, relatively few research applied this model (Plouffe et al., 2001). Therefore, this
research comes with an innovative approach of applying the PCI framework to the topic of the
Metaverse in order to provide more insights regarding the significance of each construct and
explain professionals’ Intention to Use it. Hence, the research model included constructs
regarding the usage of the innovation, such as Relative Advantage, Compatibility, Ease of
Use, Image, Trialability, Visibility, Result Demonstrability, and VVoluntariness.

Additional factors from the TOE framework were added to the research model to
provide a greater understanding of the factors influencing Intention to Use and to provide an
integrative perspective. As such, following the TOE framework, Company Size was
incorporated as an element of the organizational context and Competitive Pressure as an
environmental characteristic. Finally, the Anxiety construct was included in the research
model as a characteristic of the individual to investigate the barriers professionals may
experience when facing this innovation in marketing communications. Consequently, this
study integrates innovation, environmental, organizational, and individual characteristics as
predictors of professionals’ Intention to Use the Metaverse. The research findings present
essential insights for multiple actors and contribute to innovation and technology acceptance
literature diffusion. Subsequently, the following paragraphs will elaborate on the findings, on
their theoretical and societal implications.

This research tested whether Relative Advantage and Compatibility positively
influence professionals' Intention to Use the Metaverse in marketing communications. After
conducting the factor analysis of the PCI scale, both constructs resulted in the same
component. Even though the research adopted the constructs from the PCI scale, which
intended to create conceptually distinct constructs, Moore and Benbasat (1991) were also
confronted with a similar situation. The authors of the scale suggested that study participants
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tend to confound these constructs with one another. On this account, Relative Advantage and
Compatibility were grouped under the same variable and were identified as positive predictors
of Intention to Use. In line with previous research claiming that Compatibility is one of the
best performing innovation constructs (Tornatzky & Klein, 1982) and that Relative
Advantage is often demonstrated to be the most significant in predicting acceptance behavior
(Flight et al., 2011), this study reports consistent findings. To elaborate on these, Relative
Advantage and Compatibility demonstrated the largest effect size on the Intention to Use the
Metaverse. Thus, it can be derived that professionals' perceptions about using the Metaverse
to be more advantageous compared to other marketing communications channels and to be
compatible with professionals’ working style and past experiences (Moore & Benbasat, 1991)
are among the most important predictors of Intention to Use the Metaverse.

The second positive and significant predictor for professionals' Intention to Use the
Metaverse is Ease of Use. It conveys that the more the Metaverse is perceived to be easy to
use in marketing communications practices and strategies, the more professionals will be
motivated to use it. Ease of Use is often associated with acceptance behavior (Tornatzky &
Klein, 1982), and similar constructs are included in another diffusion of innovation and
technology acceptance models, such as perceived ease of use in the TAM (Dauvis et al., 1989),
or effort expectancy in the UTAUT (Venkatesh et al., 2003). Compared to Relative
Advantage and Compatibility, Ease of Use has a weaker effect size on Intention to Use. This
can suggest that in the professional context, a system's advantages are more significant than
the ease of using it. Hence, professionals are willing to use the Metaverse and overcome
difficulties to enhance their job performance and benefit from the innovation.

Third, Image was found to positively impact professionals' Intention to Use the
Metaverse. As previously specified, this construct experienced several modifications to fit the
context of this research and the subject of the Metaverse in marketing communications. While
initially, Image reflects one’s perceptions about the degree to which using an innovation
improves one’s image in a social system (Moore & Benbasat, 1991), in this research, it refers
to one’s perceptions about an organization’s status after using the Metaverse. Following the
theoretical underpinning of this construct, the results show that the more professionals
perceive using Metaverse to enhance company’s prestige, the more they will be motivated to
use it in marketing communications. These findings might be explained by SIT (Tajfel &
Turner, 1979), suggesting that professionals are inclined to identify with their organization
and may desire it to be more attractive and successful. Nevertheless, it is essential to mention

that this construct has a relatively weak magnitude of effect on the Intention to Use the
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Metaverse. On this account, the findings indicate that Relative Advantage and Compatibility
remain the key drivers of behavioral intention, even if professionals perceive that using the
Metaverse can increase company's reputation and status.

Fourth, in comparison with prior research, this study did not find significant
association between Trialability and Intention to Use the Metaverse. Rogers (2003) argues
that when individuals try an innovation, the uncertainty towards it is reduced. However,
considering insignificant findings, in the professional context, individuals are already
experienced with trying innovative tools or implementing trending practices. As sustained by
the sampling strategy, which targeted professionals with a minimum of two years of
experience in marketing communications and with prior knowledge about the strategies that
can be built in the Metaverse, trial options might be regarded as not essential for professionals
compared to other constructs. Additionally, the possible difference in responses between
professionals with prior experience and without can influence the significance of the results as
the importance of Trialability might decrease when the individual have already tried the
innovation.

In contrast to previous research (Agarwal & Prasad, 1997), Result Demonstrability
construct was found to have an insignificant association with professionals’ Intention to Use
the Metaverse. It is important to consider the possible impact of deleting an item from the
Result Demonstrability subscale. Eliminating an item could have resulted in a loss of
information and could affected the statistical significance of the results. Additionally,
participants who have already employed the Metaverse in marketing communications and
those who did not may differently perceive the results of using it. Subsequently, the possible
difference between professionals’ responses, with or without previous experience with this
innovation can represent a factor influencing the significance of the findings. Therefore,
further investigation is needed to explore the impact of prior experience with the Metaverse
on the relationship between Result Demonstrability and acceptance behavior.

Concerning the insignificance of Visibility as a predictor for Intention to Use the
Metaverse, it is critical to remember that this construct was slightly modified according to the
subject of this study. As such, while the original construct refers to the perceived visibility of
the using an innovation in one’s organization (Moore & Benbasat, 1991), this research
conceptualized it as the degree to which professionals can observe the usage of the Metaverse
in other organizations. Accordingly, despite subscale’s good internal reliability, the
modifications in the conceptualization as well as in the measurement items could have had

impacted the results and affected construct’s validity.
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As contrasted with previous research as well as with the expectations of this study,
Voluntariness was found to be a negative predictor for professionals’ Intention to Use. AS
such, when Voluntariness increases, professionals’ Intention to Use the Metaverse decreases.
Hartwick and Barki (1994) claim that mandatory users create behavioral intentions because
they perceive other important actors, such as their superiors, to require them to use the
system. Additionally, the authors highlight that when a system is still relatively current, and
individuals do not yet have knowledge about it, normative influence from superiors produces
a more significant influence on intentions. Therefore, considering the novel essence of the
Metaverse, the requirement to use the Metaverse might actually represent a stimulus for
professionals to step into this new technology and overcome the hesitations that might exist in
the initial phases of adoption. This finding contributes to the literature in organizational
studies by highlighting the role of external pressure in generating use intentions. Further
research is needed to investigate this finding and to explore the significance of VVoluntariness
at each adoption stage.

To enrich the research model of this study, Competitive Pressure was introduced as an
element of the environmental context from the TOE framework. Nevertheless, contrary to
study’s assumptions and previous research (Arnold et al., 2018; lacovou et al., 1995),
Competitive Pressure did not have a significant association with Intention to Use the
Metaverse. There are several potential explanations for this finding. Firstly, the chosen
operationalization of Competitive Pressure might not have fully captured the dimensions of
competitiveness in the context of the Metaverse. Further, deleting one item from the scale to
increase the internal reliability could have impacted the significance of the results. Second,
even if there is no direct connection between Competitive Pressure and Intention to Use, there
might be other factors to mediate or moderate this relationship. For instance, it might be
helpful to consider company’s industry sector, business model, or other organizational and
individual characteristics as factors that can influence this relationship. Finally, given that the
sample is not fully representative in terms of industry, gender, business model, and prior
experience with the Metaverse, the sample characteristics might also influence the
significance of the results.

To investigate the impact of organizational characteristics, this study measured
whether professionals working in large companies score higher in Intention to Use the
Metaverse. However, no significant comparisons between groups were found. Multiple
reasons can be the cause of these findings. First, measuring the number of employees as an

organizational characteristic may not have succeeded in encapsulating the nuances of
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company size. Moreover, the imbalance among the groups representing professionals working
in micro, small, medium-sized, and large companies could have contributed to obtaining
insignificant comparisons.

Given the importance of Ease of Use in the diffusion of innovations and technology
acceptance literature (Tornatzky & Klein, 1982), this research incorporated Anxiety as an
additional construct representing a characteristic of the individual. This factor was added to
extend existing research models and theories and explore the barriers that professionals might
face when interacting with the Metaverse. In accordance with previous research (Venkatesh,
2000), this study found Anxiety to be a negative predictor for professionals’ Intention to Use
the Metaverse. The findings suggest that the novel nature of the Metaverse and limited
understanding of its implications in marketing communications might cause a sense of anxiety
which negatively influences Ease of Use. Consequently, professionals might perceive the
Metaverse as a complex and stressful tool.

Finally, this research found no significant influence of the control variable,
Participation in Decision-Making, on the relationship between the PCI constructs and
professionals’ Intention to Use the Metaverse. This finding may suggest that professionals do
not perceive their participation in strategic decisions about a company’s marketing
communications as crucial in using the Metaverse. Adding other predictor variables into the
regression model showed that professionals consider Relative Advantage, Compatibility, Ease
of Use, and Image as more valuable and influential in motivating them to use the Metaverse.
Moreover, the lack of significance of the control variable can be caused by the changes made
in the items to adapt them to this study. Further research adopting a qualitative approach can
provide valuable insights into the importance of Participation in Decision-Making and other

factors by conducting in-depth interviews or focus groups.

5.2. Societal Implications

This study presents important insights for companies who intend to use the Metaverse
as a tool for marketing communications and for the Metaverse technology providers. The
findings should be considered by business leaders and decision-makers for several reasons, as
the insights can help decision-makers to manage better resource allocations and R&D
investments. To begin with, considering the significance of Relative Advantage in predicting
professionals’ Intention to Use the Metaverse, managers that want to integrate the Metaverse
into company’s strategies and practices should provide employees with training and

informative sessions about the Metaverse. By offering proper education, employees can gain a
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better understanding of the benefits and the implications the Metaverse presents for the field
of marketing communications. For instance, informing professionals about immersive and
interactive experiences and their benefits for brand awareness or loyalty can contribute to
their confidence and expertise in utilizing the Metaverse in company strategies. Consequently,
professionals can enhance their knowledge about this innovative tool and develop a greater
Intention to Use the Metaverse.

Next, training professionals can play an essential role in augmenting the perceptions of
Compatibility of using the Metaverse with professionals’ work experiences and practices.
More specifically, workshops are useful in familiarizing the employees with this technology
and with the ways it can be incorporated into daily job responsibilities. Furthermore, using the
Metaverse can be perceived as challenging from a technological and practical perspective.
The findings of the study highlight the negative impact of Anxiety that professionals may
experience towards the Metaverse. As well, it indicates the importance of supporting
professionals, particularly in the initial stages of adoption when they have limited interaction
with this innovation. Hence, guiding employees is critical in overcoming the barriers and the
sense of anxiety these may experience. As such, training sessions can be highly effective in
facilitating the integration of the Metaverse into professionals’ routines, increasing the
perceptions of Ease of Use and Intention to Use.

Further, the findings suggest that apart from emphasizing the practical benefits of the
Metaverse, managers should also discuss how companies can enhance their status and image
using the Metaverse. Showcasing success stories of other companies and expanding on the
advantages for company’s prestige of being an early adopter of the Metaverse can contribute
to increasing professionals’ Intention to Use the Metaverse. Finally, regarding Voluntariness,
this research indicates that the influence superiors emanate can motivate professionals to
discover the Metaverse and overcome the uncertainty they might have towards the innovative
tool.

An overview of professionals’ perceptions about using the Metaverse and their
behavioral intentions represents a valuable resource for technology providers and developers
of the Metaverse. This knowledge can help providers customize their offerings according to
professionals’ needs regarding Relative Advantage, Compatibility, and other factors. For
instance, the Metaverse should be designed to allow professionals extract value and increase
the relevant KPIs. This would include allowing companies to build immersive and interactive

customer experiences, creating branded NFTs, and other strategic practices.
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Moreover, companies providing Metaverse environments should develop an effective
communication strategy that would promote and increase awareness about the advantages
companies can obtain by integrating the Metaverse into their marketing communications.
Offering an attractive unique proposition and a clear explanation of how the Metaverse
outperforms other channels and tools used in marketing communications is necessary to
enhance professionals’ perception of Relative Advantage and Intention to Use.

In addition, the findings highlight the importance of guiding companies in their
process of learning and adopting the Metaverse. Providing services to help companies
integrate the Metaverse is essential for employees to understand how the Metaverse can be
employed in companies’ strategy and daily practices. Finally, the findings of this study
highlight the need to create easy-to-use and user-friendly environments with the aim of
decreasing professionals' sense of anxiety and difficulty when using the Metaverse in

marketing communications.

5.3. Limitations and Directions for Future Research

This research presents multiple limitations that are important to consider when
interpreting the findings. First, it is critical to note that this research has a non-experimental
design and does not reveal a cause-effect relationship between the independent and dependent
variables. Subsequently, future research should adopt an experimental design to establish
causality relationships (Miller, 2005). Second, despite reaching the target audience for this
study, professionals working in marketing communications and being aware of the usage of
the Metaverse in their work, the purposive sampling method can engender several issues. It is
essential to acknowledge that it is a form of non-probability sampling and does not always
offer a representative sample (Robinson, 2014). For instance, in the way that the researcher of
this study selected the participants based on his judgment (Sarstedt et al., 2018), there might
be biases influencing the sample composition and the findings. Next, this sampling method
can cause the gender imbalance. Given that previous studies identified that women and men
differ in their perceptions about a technology (Gefen & Straub, 1997; Venkatesh & Morris,
2000), this disproportion can have an impact on the findings of the study. As such, further
research should strive to obtain a more representative and balanced sample by adopting a
probability sampling strategy.

Third, this sampling method can be the reason for the unequal distribution of
participants' country of origin and company's country. Participants born and working in the
Netherlands were the most substantial group among other countries. Similarly, the sample has
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an international nature which limits the generalizability of the findings across countries. The
cultural context and differences can impact individuals’ perceptions, values, and beliefs about
using innovative technologies at work, such as the Metaverse. For example, when testing
TAM across cultures, researchers found that the model helps examine IT adoption and use in
the US and Switzerland but not Japan (Straub et al., 1997). These findings could also apply to
the PCI framework and other models of diffusion of innovation and technology acceptance.
Therefore, the findings of this study should be carefully interpreted considering the
differences between countries and cultures. Consequently, future research could consider
companies' localization and participants' country of origin as contextual variables that could
impact the findings and examine whether the researched constructs have similar significance
across cultures.

Another limitation of this study regards the KMO of the Anxiety variable. As
previously discussed, following Kaiser (1974), it was decided to employ this variable despite
its mediocre value. Hence, even if the study identified that Anxiety negatively influences the
Intention to Use, this finding should be interpreted with caution. The following limitation
points to the construct Image, originally described as the degree to which using an innovation
is perceived to increase one’s image. More precisely, to adapt it to the context of this study,
the conceptualization Image was modified to reflect the impacts of using the Metaverse on
company’s Status rather than directly on individuals. Therefore, the findings, as well as the
theoretical conceptualization, should be prudently estimated in the way that there is no
confusion with other studies and results. Nevertheless, future research could further
investigate the association between employee identification with the company and the
perceived importance of using an innovation to augment company's image and prestige. This
approach would better explain the impact of Image, as conceptualized in this research, on
professionals’ Intention to Use the Metaverse or other IT innovations.

Further, descriptive statistics revealed an imbalance among the groups representing the
company size, which could lead to insignificant results of the ANOVA test. Moreover, in this
research, the company size was measured by the numbers of company’s employees.
Nevertheless, this can be recorded by company’s financial resources or input and output
volume (Damanpour, 1992). For instance, financial capabilities are equally crucial for a
company to support the implementation of innovations (Zhu et al., 2003). Accordingly, future
research could measure alternative metrics of company size and consider other organizational

characteristics as important factors that can influence professionals' Intention to Use.
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This study adopted Intention to Use as the variable of the acceptance behavior,
primarily representing the motivation to use the Metaverse in the future. However, descriptive
statistics of the sample revealed that almost one-third of participants had previous
professional experience with the Metaverse. Therefore, with the development in the
Metaverse technologies and increasing rate of adoption of this innovation, future research
should introduce other outcome variables, such as current usage, to better integrate users and
non-users of the Metaverse. It would allow researchers to explore how adopters and non-
adopters perceive the usage of the Metaverse.

Additionally, Rogers (2003) claims that there are different stages in the diffusion-
adoption process. Previous studies found that the acceptance behavior and the significance of
different PCI constructs change over time. Consequently, it would be valuable for future
research to examine the influence of the PCI factors on the acceptance behaviour across the
adoption stages of an innovation in a company. This approach could provide managers with
additional insights into how they can support their employees at each adoption stage. Finally,
by extending the traditional research models, future studies can embrace other factors that
might improve the models’ predictive power. For example, examining the factors of the TOE
framework can contribute to better comprehending the influence of environmental and

organizational context on the diffusion of the innovations process.

5.4. Conclusion

The current study aimed to investigate the extent to which the perceived characteristics
of using the Metaverse affect professionals’ Intention to Use it as a tool for marketing
communications. As such, it argues that professionals’ Intention to Use the Metaverse is
associated with the way they perceive the usage of the innovation. Among the researched
constructs from Moore and Benbasat’s (1991) PCI framework and the TOE framework, this
research acknowledges the magnitude of Relative Advantage and Compatibility in estimating
professionals’ behavioral intentions. Congruent with the findings of the aforementioned
research, the degree to which professionals perceive the usage of the Metaverse to be
beneficial and possess more advantages than other tools in marketing communications is one
of the key predictors. Similarly, the extent to which the usage of the Metaverse is perceived to
be compatible with professionals’ work in marketing communications has a significant
relationship with the Intention to Use.

In addition, the findings suggest that Ease of Use and Image are also significantly
associated with behavioral intention. More particularly, this indicates the importance of
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providing an easy-to-use innovation and of the benefits related to the status that the usage of
the innovation can offer. This research looks into the challenges professionals might face in
their journey of familiarizing themselves with the Metaverse and adopting it by identifying a
negative association between Anxiety and Ease of Use. Moreover, an interesting insight has
been noticed in respect to the negative association between Voluntariness and Intention to
Use. The finding accentuates the role of normative pressure in driving behavioral intentions.
Further, despite insignificant findings regarding Competitive Pressure and Company Size, this
study intended to adopt an integrative perspective and provide a wider perspective on the
potential predictive factors, including innovation, organizational, environmental and
individual characteristics. To conclude, considering the effect sizes of the resultant model, to
successfully integrate the Metaverse into company’s marketing communications, managers
should pay particular attention and emphasize Relative Advantage and Compatibility as the
key predictors of Intention to Use. Further research of the Metaverse and professionals’
acceptance is required to explore the implications of this innovation in marketing
communications and to provide a greater explanation of the predictive factors across adoption

stages.

57



References

Abdullah, F., & Ward, R. (2016). Developing a general extended technology acceptance
model for e-learning (GETAMEL) by analysing commonly used external factors.
Computers in Human Behavior, 56, 238-256.
https://doi.org/10.1016/j.chb.2015.11.036

Abovitz, R., Banerjee, S., Gilliland, G., Liu, C., Sackey, E., Timashkov, A., & Trollinger, R.
(2022, July 13). How the Metaverse will remake your strategy. BCG Global. Retrieved

June 21, 2023, from https://www.bcg.com/publications/2022/impact-of-metaverse-on-

business

Agarwal, R., & Prasad, J. (1997). The role of innovation characteristics and perceived
voluntariness in the acceptance of information technologies. Decision Sciences, 28(3),
557-582. https://doi.org/10.1111/j.1540-5915.1997.tb01322.x

Ajzen, I. (1991). The theory of planned behavior. Organizational behavior and human
decision processes, 50(2), 179-211. https://doi.org/10.1016/0749-5978(91)90020-T

Ajzen, 1., &Fishbein, M. (1980). Understanding attitudes and predicting social behavior.
Englewood Cliffs, NJ: Prentice—Hall

Alajmi, M. A. (2014). Predicting the use of a digital library system: Public authority for
applied education and training (PAAET). International Information & Library Review,
46(1-2), 63-73. https://doi.org/10.1080/10572317.2014.924778

Alexander, A. L., Brunyé, T., Sidman, J., & WEeil, S. A. (2005). From gaming to training: A
review of studies on fidelity, immersion, presence, and buy-in and their effects on
transfer in PC-based simulations and games.
https://www.researchgate.net/publication/228374028 From_Gaming_to_Training A _
Review_of Studies_on_Fidelity Immersion_Presence_and_Buy-
in_and_Their_Effects on_Transfer _in_PC-Based Simulations_and_Games

Allen, M., Titsworth, S., & Hunt, S. K. (2008). Quantitative research in communication.
SAGE Publications.

Andersen, T. J. (2001). Information technology, strategic decision making approaches and
organizational performance in different industrial settings. The Journal of Strategic
Information Systems, 10(2), 101-119. https://doi.org/10.1016/S0963-8687(01)00043-9

Arnold, C., Veile, J., & Voigt, K.-I. (2018, April 25). What drives Industry 4.0 adoption? An
examination of technological, organizational, and environmental determinants.

International Association for Management of Technology IAMOT 2018 Conference

58


https://doi.org/10.1016/j.chb.2015.11.036
https://www.bcg.com/publications/2022/impact-of-metaverse-on-business
https://www.bcg.com/publications/2022/impact-of-metaverse-on-business
https://doi.org/10.1016/0749-5978(91)90020-T

Proceedings.
https://www.researchgate.net/publication/324918629 What_Drives_Industry_40_Ado
ption_An_Examination_of_Technological_Organizational_and_Environmental_Deter
minants

Ashforth, B. E., & Mael, F. (1989). Social identity theory and the organization. The Academy
of Management Review, 14(1), 20—39. https://doi.org/10.2307/258189

Awa, H. O., Ojiabo, O. U., & Emecheta, B. C. (2015). Integrating TAM, TPB and TOE
frameworks and expanding their characteristic constructs for e-commerce adoption by
SMEs. Journal of Science and Technology Policy Management, 6(1), 76-94.
https://doi.org/10.1108/JSTPM-04-2014-0012

Balis, J. (2023, January 10). How brands can enter the Metaverse. Harvard Business Review.
Retrieved June 21, 2023, from https://hbr.org/2022/01/how-brands-can-enter-the-
metaverse?fbclid=IwAR3asW703Dcfga6qxz8EdNgB_zHkp1kXN1xn15-
mzVoiYsD5fZbhNoclOIE

Bandura, A. (1986). Social foundations of thought and action: A social cognitive theory.

Barrera, K. G., & Shah, D. (2023). Marketing in the Metaverse: Conceptual understanding,
framework, and research agenda. Journal of Business Research, 155, 113420.
https://doi.org/10.1016/j.jbusres.2022.113420

Brodie, R. J., llic, A., Juric, B., & Hollebeek, L. (2013). Consumer engagement in a virtual
brand community: An exploratory analysis. Journal of Business Research, 66(1), 105—
114. https://doi.org/10.1016/j.jbusres.2011.07.029

Brown D. (2021, October, 28). What is the ‘Metaverse’? Facebook says it’s the future of the
Internet. The Washington Post. Retrieved June 21, 2023, from

https://www.washingtonpost.com/technology/2021/08/30/what-is-the-metaverse/

Bruhn, M., & Schnebelen, S. (2017). Integrated marketing communication — From an
instrumental to a customer-centric perspective. European Journal of Marketing, 51(3),
464-489. https://doi.org/10.1108/EJM-08-2015-0591

Bryman, A. (2016). Social research methods. Oxford University Press.

Buhalis, D., Leung, D., & Lin, M. (2023). Metaverse as a disruptive technology
revolutionising tourism management and marketing. Tourism Management, 97,
104724. https://doi.org/10.1016/j.tourman.2023.104724

Cheah, 1., & Shimul, A. S. (2023). Marketing in the Metaverse: Moving forward — What’s
next? Journal of Global Scholars of Marketing Science, 33(1), 1-10.
https://doi.org/10.1080/21639159.2022.2163908

59


https://doi.org/10.1108/JSTPM-04-2014-0012
https://hbr.org/2022/01/how-brands-can-enter-the-metaverse?fbclid=IwAR3asW7O3Dcfga6qxz8EdNqB_zHkp1kXN1xn15-mzVoiYsD5fZbhNoclOIE
https://hbr.org/2022/01/how-brands-can-enter-the-metaverse?fbclid=IwAR3asW7O3Dcfga6qxz8EdNqB_zHkp1kXN1xn15-mzVoiYsD5fZbhNoclOIE
https://hbr.org/2022/01/how-brands-can-enter-the-metaverse?fbclid=IwAR3asW7O3Dcfga6qxz8EdNqB_zHkp1kXN1xn15-mzVoiYsD5fZbhNoclOIE
https://doi.org/10.1016/j.jbusres.2011.07.029

Chen, C., & Yao, M. Z. (2022). Strategic use of immersive media and narrative message in
virtual marketing: Understanding the roles of telepresence and transportation.
Psychology & Marketing, 39(3), 524-542. https://doi.org/10.1002/mar.21630

Chittipaka, V., Kumar, S., Sivarajah, U., Bowden, J. L.-H., & Baral, M. M. (2022).
Blockchain technology for supply chains operating in emerging markets: An empirical
examination of technology-organization-environment (TOE) framework. Annals of
Operations Research. https://doi.org/10.1007/s10479-022-04801-5

Choudhury, V., & Karahanna, E. (2008). The relative advantage of electronic channels: A
multidimensional view. MIS Quarterly, 32(1), 179-200.
https://doi.org/10.2307/25148833

Chun, R. (2006). Innovation and reputation: An ethical character perspective. Creativity and
Innovation Management, 15(1), 63—-73. https://doi.org/10.1111/j.1467-
8691.2006.00369.x

Compeau, D. R., & Higgins, C. A. (1995). Computer self-efficacy: Development of a measure
and initial test. MIS Quarterly, 19(2), 189-211. https://doi.org/10.2307/249688

Cummings, A., & Oldham, G. R. (1997). Enhancing creativity: Managing work contexts for
the high potential employee. California Management Review, 40(1), 22-38.
https://doi.org/10.2307/41165920

Cummings, J. J., & Bailenson, J. N. (2016). How immersive is enough? A meta-analysis of
the effect of immersive technology on user presence. Media Psychology, 19(2), 272—
309. https://doi.org/10.1080/15213269.2015.1015740

Dam, N., Le Dinh, T., & Menvielle, W. (2019). Marketing intelligence from data mining
perspective — A literature review. International Journal of Innovation Management
and Technology, 10(5), 184-190. https://doi.org/10.18178/ijimt.2019.10.5.859

Damanpour, F. (1992). Organizational size and innovation. Organization Studies, 13(3), 375-
402. https://doi.org/10.1177/017084069201300304

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of
information technology. MIS Quarterly, 13(3), 319-340.
https://doi.org/10.2307/249008

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1989). User acceptance of computer
technology: A comparison of two theoretical models. Management Science, 35(8),
982-1003. https://doi.org/10.1287/mnsc.35.8.982

Downs, G. W., & Mohr, L. B. (1976). Conceptual issues in the study of innovation.
Administrative Science Quarterly, 21(4), 700. https://doi.org/10.2307/2391725

60



Drost, E. (2011). Validity and reliability in social science research. Education Research and
Perspectives, 38(1), 105-124. https://www.semanticscholar.org/paper/Validity-and-
Reliability-in-Social-Science-Drost/081534bfe6¢f8dd0dalf40704098366f368da3e8

Dwivedi, Y. K., Hughes, L., Baabdullah, A. M., Ribeiro-Navarrete, S., Giannakis, M., Al-
Debei, M. M., Dennehy, D., Metri, B., Buhalis, D., Cheung, C. M. K., Conboy, K.,
Doyle, R., Dubey, R., Dutot, V., Felix, R., Goyal, D. P., Gustafsson, A., Hinsch, C.,
Jebabli, 1., ... Wamba, S. F. (2022). Metaverse beyond the hype: Multidisciplinary
perspectives on emerging challenges, opportunities, and agenda for research, practice
and policy. International Journal of Information Management, 66, 102542.
https://doi.org/10.1016/j.ijinfomgt.2022.102542

Edwards, M. R. (2005). Organizational identification: A conceptual and operational review.
International Journal of Management Reviews, 7(4), 207-230.
https://doi.org/10.1111/j.1468-2370.2005.00114.x

Efstathiou, L., & Knight, T. (2023, January 6). Brands & the Metaverse: Should we actually
care? Retrieved June 21, 2023, from KPMG.
https://kpmg.com/uk/en/blogs/home/posts/2022/12/brands-and-the-
metaverse.html?fbclid=IwARO0ZPjwGL33zPx8qgkyxgD4ZNflI7X_OVAQ60GPk00Rk
fDGQML1COXU__jGPA

Eurostat. Glossary: Enterprise size. (2016, October 31). Retrieved June 21, 2023, from

https://ec.europa.eu/eurostat/statistics-

explained/index.php?title=Glossary:Enterprise size

Flavian, C., Ibafiez-Sanchez, S., & Orus, C. (2019). The impact of virtual, augmented and
mixed reality technologies on the customer experience. Journal of Business Research,
100, 547-560. https://doi.org/10.1016/j.jbusres.2018.10.050

Flight, R. L., D’Souza, G., & Allaway, A. W. (2011). Characteristics-based innovation
adoption: Scale and model validation. Journal of Product & Brand Management,
20(5), 343-355. https://doi.org/10.1108/10610421111157874

Gatignon, H., & Robertson, T. S. (1989). Technology diffusion: An empirical test of
competitive effects. Journal of Marketing, 53(1), 35-49.
https://doi.org/10.1177/002224298905300104

Gefen, D., & Straub, D. W. (1997). Gender differences in the perception and use of e-mail:
An extension to the technology acceptance model. MIS Quarterly, 21(4), 389-400.
https://doi.org/10.2307/249720

61


https://doi.org/10.1111/j.1468-2370.2005.00114.x
https://ec.europa.eu/eurostat/statistics-explained/index.php?title=Glossary:Enterprise_size
https://ec.europa.eu/eurostat/statistics-explained/index.php?title=Glossary:Enterprise_size

Golf-Papez, M., Heller, J., Hilken, T., Chylinski, M., de Ruyter, K., Keeling, D. I., & Mabhr,
D. (2022). Embracing falsity through the Metaverse: The case of synthetic customer
experiences. Business Horizons, 65(6), 739-749.
https://doi.org/10.1016/j.bushor.2022.07.007

Gounaris, S., & Kaoritos, C. (2008). Investigating the drivers of internet banking adoption
decision: A comparison of three alternative frameworks. International Journal of Bank
Marketing, 26(5), 282—-304. https://doi.org/10.1108/02652320810894370

Grewal, D., Hulland, J., Kopalle, P. K., & Karahanna, E. (2020). The future of technology and
marketing: A multidisciplinary perspective. Journal of the Academy of Marketing
Science, 48, 1-8. https://doi.org/10.1007/s11747-019-00711-4

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

industry: An overview of current trends and future research directions. Journal of
Hospitality Marketing & Management, 31(5), 527-534.
https://doi.org/10.1080/19368623.2022.2072504

Han, D.-1. D., Bergs, Y., & Moorhouse, N. (2022). Virtual reality consumer experience
escapes: Preparing for the Metaverse. Virtual Reality, 26, 1443-1458.
https://doi.org/10.1007/s10055-022-00641-7

Hartwick, J., & Barki, H. (1994). Explaining the role of user participation in information
system use. Management Science, 40(4), 440-465.
https://www.jstor.org/stable/2632752

Hazan, E., Kelly, G., Khan, H., Spillecke, D., & Yee, L. (2022, May 24). Marketing in the
Metaverse: An opportunity for innovation and experimentation. McKinsey
Quarterly. Retrieved June 21, 2023, from

https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-

insights/marketing-in-the-metaverse-an-opportunity-for-innovation-and-
experimentation

Hollensen, S., Kotler, P., & Opresnik, M. O. (2022). Metaverse — the new marketing universe.
Journal of Business Strategy, 44(3), 119-125. https://doi.org/10.1108/JBS-01-2022-
0014

Hsu, C.-L., Lu, H.-P., & Hsu, H.-H. (2007). Adoption of the mobile Internet: An empirical
study of multimedia message service (MMS). Omega, 35(6), 715-726.
https://doi.org/10.1016/j.omega.2006.03.005

62


https://doi.org/10.1108/02652320810894370
https://www.jstor.org/stable/2632752
https://www.mckinsey.com/capabilities/growth-

Hsu, P.-F., Kraemer, K. L., & Dunkle, D. (2006). Determinants of e-business use in U.S.
firms. International Journal of Electronic Commerce, 10(4), 9-45.
https://doi.org/10.2753/JEC1086-4415100401

Hyundai Motors. (2021, September 1). Hyundai Motor vitalizes future mobility in Roblox

Metaverse space, Hyundai Mobility Adventure. Retrieved June 21, 2023, from
https://www.hyundai.com/worldwide/en/company/newsroom/hyundai-motor-vitalizes-
future-mobility-in-roblox-metaverse-space%252C-hyundai-mobility-adventure-
0000016713

lacovou, C. L., Benbasat, I., & Dexter, A. S. (1995). Electronic data interchange and small
organizations: Adoption and impact of technology. MIS Quarterly, 19(4), 465-485.
https://doi.org/10.2307/249629

Jeyaraj, A., Rottman, J. W., & Lacity, M. C. (2006). A review of the predictors, linkages, and
biases in IT innovation adoption research. Journal of Information Technology, 21(1),
1-23. https://doi.org/10.1057/palgrave.jit.2000056

Jones, M. A., Mothersbaugh, D. L., & Beatty, S. E. (2000). Switching barriers and repurchase
intentions in services. Journal of Retailing, 76(2), 259-274.
https://doi.org/10.1016/S0022-4359(00)00024-5

Junglas, I., Goel, L., lves, B., & Harris, J. (2019). Innovation at work: The relative advantage
of using consumer IT in the workplace. Information Systems Journal, 29(2), 317-339.
https://doi.org/10.1111/isj.12198

Kaiser, H. F. (1974). An index of factorial simplicity. Psychometrika, 39(1), 31-36.
https://doi.org/10.1007/BF02291575

Kanfer, R., Ackerman, P. L., Murtha, T. C., Dugdale, B., & Nelson, L. (1994). Goal setting,
conditions of practice, and task performance: A resource allocation perspective.
Journal of Applied Psychology, 79(6), 826-835. https://doi.org/10.1037/0021-
9010.79.6.826

Karahanna, E., Straub, D. W., & Chervany, N. L. (1999). Information technology adoption
across time: A cross-sectional comparison of pre-adoption and post-adoption beliefs.
MIS Quarterly: Management Information Systems, 23(2), 183-213.
https://doi.org/10.2307/249751

Keller, K. L. (2009). Building strong brands in a modern marketing communications
environment. Journal of Marketing Communications, 15(2—-3), 139-155.
https://doi.org/10.1080/13527260902757530

63


https://doi.org/10.2753/JEC1086-4415100401

Keller, K. L. (2016). Unlocking the power of integrated marketing communications: How
integrated is your IMC program? Journal of Advertising, 45(3), 286—-301.
https://doi.org/10.1080/00913367.2016.1204967

Key, T. M., & Czaplewski, A. J. (2017). Upstream social marketing strategy: An integrated
marketing communications approach. Business Horizons, 60(3), 325-333.
https://doi.org/10.1016/j.bushor.2017.01.006

Kim, J. (2021). Advertising in the Metaverse: Research agenda. Journal of Interactive
Advertising, 21(3), 141-144. https://doi.org/10.1080/15252019.2021.2001273

Kitchen, P. J. (1993). Marketing communications renaissance. International Journal of
Advertising, 12(4), 367-386. https://doi.org/10.1080/02650487.1993.11104551

Klein, K. J., & Knight, A. P. (2005). Innovation implementation: Overcoming the challenge.
Current Directions in Psychological Science, 14(5), 243-246.
https://doi.org/10.1111/j.0963-7214.2005.00373.x

Kliatchko, J. (2005). Towards a new definition of integrated marketing communications
(IMC). International Journal of Advertising, 24(1), 7-34.
https://doi.org/10.1080/02650487.2005.11072902

Lee, S. M., & Trimi, S. (2021). Convergence innovation in the digital age and in the COVID-
19 pandemic crisis. Journal of Business Research, 123, 14-22.
https://doi.org/10.1016/j.jbusres.2020.09.041

Legner, C., Eymann, T., Hess, T., Matt, C., Béhmann, T., Drews, P., Madche, A., Urbach, N.,
& Ahlemann, F. (2017). Digitalization: Opportunity and challenge for the business
and information systems engineering community. Business & Information Systems
Engineering, 59(4), 301-308. https://doi.org/10.1007/s12599-017-0484-2

Liao, H.-L., & Lu, H.-P. (2008). The role of experience and innovation characteristics in the
adoption and continued use of e-learning websites. Computers & Education, 51(4),
1405-1416. https://doi.org/10.1016/j.compedu.2007.11.006

Lin, H.-F., & Lin, S.-M. (2008). Determinants of e-business diffusion: A test of the
technology diffusion perspective. Technovation, 28(3), 135-145.
https://doi.org/10.1016/j.technovation.2007.10.003

Lowin, A. (1968). Participative decision making: A model, literature critique, and
prescriptions for research. Organizational Behavior and Human Performance, 3(1),
68-106. https://doi.org/10.1016/0030-5073(68)90028-7

Lu, S., & Mintz, O. (2023). Marketing on the Metaverse: Research opportunities and
challenges. AMS Review. https://doi.org/10.1007/s13162-023-00255-5

64



Lucatch, D. (2022, April 13). The future of brand opportunities in the Metaverse. Forbes.
Retrieved June 21, 2023, from
https://www.forbes.com/sites/forbesbusinesscouncil/2022/04/13/the-future-of-brand-
opportunities-in-the-metaverse/

Lundblad, J. P. (2003). A review and critique of Rogers’ diffusion of innovation theory as it
applies to organizations. Organization Development Journal, 21(4), 50-64.
https://www.proquest.com/docview/197971687?parentSessionld=0OPpWYbWs9yNRb
Arh7675U9ZXiRdmMYa20jS%2Fgll2jbs%3D#

Marr, B. (2022, January, 19). How luxury brands are making money in the Metaverse. Forbes.
Retrieved June 21, 2023, from
https://www.forbes.com/sites/bernardmarr/2022/01/19/how-luxury-brands-are-

making-money-in-the-metaverse/

Melancon, J. P. (2011). Consumer profiles in reality vs fantasy-based virtual worlds:
Implications for brand entry. Journal of Research in Interactive Marketing, 5(4), 298—
312. https://doi.org/10.1108/17505931111191500

Meta (2021, October 28). Introducing Meta: A social technology company.

https://about.fb.com/news/2021/10/facebook-company-is-now-meta/
Meta. (2021, October 28). The Metaverse and how we’ll build it together -- Connect 2021

[Video]. YouTube. https://www.youtube.com/watch?v=Uvufun6xer8

Miller, S. (2005). Experimental design and statistics. Routledge

Moore, G. C., & Benbasat, I. (1991). Development of an instrument to measure the
perceptions of adopting an information technology innovation. Information Systems
Research, 2(3), 192-222. https://doi.org/10.1287/isre.2.3.192

Moore, G. C., & Benbasat, I. (1996). Integrating diffusion of innovations and theory of
reasoned action models to predict utilization of information technology by end-users.
In K. Kautz & J. Pries-Heje (Eds.), Diffusion and adoption of information technology
(pp. 132-146). Springer US. https://doi.org/10.1007/978-0-387-34982-4 10

Ngo, L. V., & O’Cass, A. (2013). Innovation and business success: The mediating role of
customer participation. Journal of Business Research, 66(8), 1134-1142.
https://doi.org/10.1016/j.jbusres.2012.03.009

Oliveira, T., & Martins, M. R. (2011). Literature review of information technology adoption
models at firm level. The Electronic Journal Information Systems Evaluation, 14(1),
110-121.

65


https://www.proquest.com/docview/197971687?parentSessionId=OPpWYbWs9yNRbArh7675U9ZXiRdmMYa20jS%2Fgll2jbs%3D
https://www.proquest.com/docview/197971687?parentSessionId=OPpWYbWs9yNRbArh7675U9ZXiRdmMYa20jS%2Fgll2jbs%3D
https://doi.org/10.1108/17505931111191500
https://about.fb.com/news/2021/10/facebook-company-is-now-meta/
https://www.youtube.com/watch?v=Uvufun6xer8

https://www.researchgate.net/publication/258821009 L.iterature_Review_of Informat
ion_Technology_Adoption_Models_at_Firm_Level

Papagiannidis, S., Pantano, E., See-To, E. W. K., & Bourlakis, M. (2013). Modelling the
determinants of a simulated experience in a virtual retail store and users’ product
purchasing intentions. Journal of Marketing Management, 29(13-14), 1462-1492.
https://doi.org/10.1080/0267257X.2013.821150

Peukert, C., Pfeiffer, J., MeiRRner, M., Pfeiffer, T., & Weinhardt, C. (2019). Shopping in
virtual reality stores: The influence of immersion on system adoption. Journal of
Management Information Systems, 36(3), 755-788.
https://doi.org/10.1080/07421222.2019.1628889

Pla-Barber, J., & Alegre, J. (2007). Analysing the link between export intensity, innovation
and firm size in a science-based industry. International Business Review, 16(3), 275—
293. https://doi.org/10.1016/j.ibusrev.2007.02.005

Plouffe, C. R., Hulland, J. S., & Vandenbosch, M. (2001). Research report: Richness versus
parsimony in modeling technology adoption decisions—Understanding merchant
adoption of a smart card-based payment system. Information Systems Research, 12(2),
208-222. https://doi.org/10.1287/isre.12.2.208.9697

Premkumar, G., Ramamurthy, K., & Nilakanta, S. (1994). Implementation of electronic data
interchange: An innovation diffusion perspective. Journal of Management Information
Systems, 11(2), 157-186. https://doi.org/10.1080/07421222.1994.11518044

Rachinger, M., Rauter, R., Mller, C., Vorraber, W., & Schirgi, E. (2018). Digitalization and
its influence on business model innovation. Journal of Manufacturing Technology
Management, 30(8), 1143-1160. https://doi.org/10.1108/JMTM-01-2018-0020

Robinson, R. S. (2014). Purposive sampling. In A. C. Michalos (Ed.), Encyclopedia of quality
of life and well-being research (pp. 5243-5245). Springer Netherlands.
https://doi.org/10.1007/978-94-007-0753-5_2337

Rogers, E. M. (1962). Diffusion of innovations. The Free Press of Glencoe.

Rogers, E. M. (2003). Diffusion of innovations (5th ed.). Simon and Schuster.

Rowley, J. (2004). Just another channel? Marketing communications in e-business. Marketing
Intelligence & Planning, 22(1), 24-41. https://doi.org/10.1108/02634500410516896

Sarstedt, M., Bengart, P., Shaltoni, A. M., & Lehmann, S. (2018). The use of sampling
methods in advertising research: A gap between theory and practice. International
Journal of Advertising, 37(4), 650-663.
https://doi.org/10.1080/02650487.2017.1348329

66



Schlosser, A. E. (2003). Experiencing products in the virtual world: The role of goal and
imagery in influencing attitudes versus purchase intentions. Journal of Consumer
Research, 30(2), 184-198. https://doi.org/10.1086/376807

Scholz, J., & Smith, A. N. (2016). Augmented reality: Designing immersive experiences that
maximize consumer engagement. Business Horizons, 59(2), 149-161.
https://doi.org/10.1016/j.bushor.2015.10.003

Shen, C., Ho, J., Ly, P. T. M., & Kuo, T. (2019). Behavioural intentions of using virtual
reality in learning: Perspectives of acceptance of information technology and learning
style. Virtual Reality, 23(3), 313-324. https://doi.org/10.1007/s10055-018-0348-1

Short, J., Williams, E., & Christie, B. (1976). The social psychology of telecommunications.
Wiley.

Smink, A. R., Frowijn, S., van Reijmersdal, E. A., van Noort, G., & Neijens, P. C. (2019). Try
online before you buy: How does shopping with augmented reality affect brand
responses and personal data disclosure. Electronic Commerce Research and
Applications, 35, 100854. https://doi.org/10.1016/j.elerap.2019.100854

Stephenson, N. (2003). Snow crash. Random House Worlds.

Steuer, J. (1992). Defining virtual reality: Dimensions determining telepresence. Journal of
Communication, 42(4), 73-93. https://doi.org/10.1111/].1460-2466.1992.tb00812.x

Stock, G. N., Greis, N. P., & Fischer, W. A. (2002). Firm size and dynamic technological
innovation. Technovation, 22(9), 537-549. https://doi.org/10.1016/S0166-
4972(01)00061-X

Straub, D., Keil, M., & Brenner, W. (1997). Testing the technology acceptance model across
cultures: A three country study. Information & Management, 33(1), 1-11.
https://doi.org/10.1016/S0378-7206(97)00026-8

Swanson, R. A., & Holton, E. F. (2005). Research in organizations: Foundations and
methods in inquiry. Berrett-Koehler Publishers.

Tajfel, H., & Turner, J. C. (2004). The social identity theory of intergroup behavior.
Psychology Press. https://doi.org/10.4324/9780203505984-16

Tansik, D. A., & Chakrabarti, A. K. (1989). Implementing routine and radical innovations.
The Journal of Technology Transfer, 14(2), 44-45.
https://doi.org/10.1007/BF02371389

Taruté, A., & Gatautis, R. (2014). ICT impact on SMEs performance. Procedia - Social and
Behavioral Sciences, 110, 1218-1225. https://doi.org/10.1016/j.sbspro.2013.12.968

67



Taylor, C. R. (2022). Research on advertising in the Metaverse: A call to action. International
Journal of Advertising, 41(3), 383-384.
https://doi.org/10.1080/02650487.2022.2058786

Thomas W. I., & Thomas, D. S. (1928). The child in America. Behavior problems and
programs. http://archive.org/details/in.ernet.dli.2015.155699

Thompson, R. L., Higgins, C. A., & Howell, J. M. (1991). Personal computing: Toward a
conceptual model of utilization. MIS Quarterly, 15(1), 125-143.
https://doi.org/10.2307/249443

Tornatzky, L.G. & Fleischer, M. (1990) The processes of technological innovation. Lexington

Books.

Tornatzky, L. G., & Klein, K. J. (1982). Innovation characteristics and innovation adoption-
implementation: A meta-analysis of findings. IEEE Transactions on Engineering
Management, EM-29(1), 28-45. https://doi.org/10.1109/TEM.1982.6447463

Van Slyke, C., Lou, H., & Day, J. (2002). The impact of perceived innovation characteristics
on intention to use Groupware. Information Resources Management Journal, 15(1), 1-
12. https://doi.org/10.4018/irmj.2002010101

Venkatesh, V. (2000). Determinants of perceived ease of use: Integrating control, intrinsic
motivation, and emotion into the technology acceptance model. Information Systems
Research, 11(4), 342—-365. https://doi.org/10.1287/isre.11.4.342.11872

Venkatesh, V., & Davis, F. D. (2000). A theoretical extension of the technology acceptance
model: Four longitudinal field studies. Management Science, 46(2), 186-204.
https://doi.org/10.1287/mnsc.46.2.186.11926

Venkatesh, V., Morris, M., Davis, G., & Davis, F. (2003). User acceptance of information
technology: Toward a unified view. MIS Quarterly, 27(3), 425-478.
https://doi.org/10.2307/30036540

Venkatesh, V., & Morris, M. G. (2000). Why don’t men ever stop to ask for directions?
Gender, social influence, and their role in technology acceptance and usage behavior.
MIS Quarterly, 24(1), 115-139. https://doi.org/10.2307/3250981

Wang, Y.-M., Wang, Y.-S., & Yang, Y.-F. (2010). Understanding the determinants of RFID
adoption in the manufacturing industry. Technological Forecasting and Social
Change, 77(5), 803-815. https://doi.org/10.1016/j.techfore.2010.03.006

Wirth, W., Hartmann, T., Bocking, S., Vorderer, P., Klimmt, C., Schramm, H., Saari, T.,
Laarni, J., Ravaja, N., Gouveia, F. R., Biocca, F., Sacau, A., Jancke, L., Baumgartner,

T., & Jéncke, P. (2007). A process model of the formation of spatial presence

68


https://doi.org/10.1080/02650487.2022.2058786
https://doi.org/10.2307/249443

experiences. Media Psychology, 9(3), 493-525.
https://doi.org/10.1080/15213260701283079

Wolverton, C. C., Guidry Hollier, B. N., Cahyanto, I., & Stevens, D. P. (2022). The role of
perceived attributes of innovations in the adoption of smartwatches. Journal of
Systems and Information Technology, 24(4), 407-438. https://doi.org/10.1108/JSIT-
03-2021-0047

Yi, M. Y., Jackson, J. D., Park, J. S., & Probst, J. C. (2006). Understanding information
technology acceptance by individual professionals: Toward an integrative view.
Information & Management, 43(3), 350-363. https://doi.org/10.1016/j.im.2005.08.006

Ying, T., Tang, J.,, Ye, S., Tan, X., & Wei, W. (2022). Virtual reality in destination marketing:
Telepresence, social presence, and tourists’ visit intentions. Journal of Travel
Research, 61(8), 1738-1756. https://doi.org/10.1177/00472875211047273

Yoo, K., Welden, R., Hewett, K., & Haenlein, M. (2023). The merchants of meta: A research
agenda to understand the future of retailing in the Metaverse. Journal of Retailing,
99(2), 173-192. https://doi.org/10.1016/j.jretai.2023.02.002

Zaltman, G., Duncan, R., & Holbek, J. (1973). Innovations and organizations. Wiley.

Zhu, J. J. H., & He, Z. (2002). Perceived characteristics, perceived needs, and perceived
popularity: Adoption and use of the internet in China. Communication Research,
29(4), 466-495. https://doi.org/10.1177/0093650202029004005

Zhu, K., Kraemer, K., & Xu, S. (2003). Electronic business adoption by European firms: A
cross-country assessment of the facilitators and inhibitors. European Journal of
Information Systems, 12(4), 251-268. https://doi.org/10.1057/palgrave.ejis.3000475

69


https://doi.org/10.1057/palgrave.ejis.3000475

Appendix A: Survey Design

Survey Flow

Block: Welcome (2 Questions)

Branch: New Branch
If
I If you understand the information above and freely consent to participate in this study,
click on... I do not agree Is Selected

EndSurvey: Advanced

Standard: Criterial (1 Question)

Branch: New Branch
If
If Do you currently work in a job related to marketing communications? (Marketing
communications typi... No, | do not Is Selected

EndSurvey: Advanced
Standard: Criteria2 (1 Question)

Branch: New Branch
If
If What is your total years of experience in the field of marketing communications? Less
than 2 years Is Selected

EndSurvey: Advanced
Standard: Criteria3 (1 Question)

Branch: New Branch
If
If Are you aware of the application of the Metaverse in marketing communications
strategies? This can... No, | am not Is Selected

EndSurvey: Advanced

Standard: Definition (1 Question)
Standard: MetaUsel (1 Question)
Standard: MetaUse2 (1 Question)
Standard: Uselntention (1 Question)

Branch: New Branch
If
If Have you used Metaverse for marketing communications purposes? This can include
advertising in vir... Yes Is Selected

Standard: PClyes (7 Questions)

Branch: New Branch
If
If Have you used Metaverse for marketing communications purposes? This can include
advertising in vir... No Is Selected



Standard: PCIno (7 Questions)

Standard: Voluntariness (1 Question)
Standard: Anxiety (1 Question)
Standard: Competition (1 Question)
Standard: SDM (1 Question)
Standard: CompanyInfo (4 Questions)
Standard: Demographics (4 Questions)
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Dear respondent,

My name is Xenia Budeanu and | thank you for your interest in my Master Thesis research. You are
invited to participate in research about the use of the Metaverse in marketing communications
practices. The purpose of this study is to understand how professionals’ opinions about the Metaverse
might affect their potential use of it for marketing communications operations.

The Metaverse is a term used to describe a three-dimensional (3D) virtual world where users engage
with other users and virtual objects and explore virtual spaces through avatars. It is a digital universe
where people can connect, collaborate, create, and experience a wide range of activities, including
gaming, entertainment, education, shopping, and more. The Metaverse offers many opportunities for
companies to engage with their customers in a meaningful manner, such as creating immersive brand
experiences, virtual stores and showrooms, or hosting virtual product launches and events.

The questionnaire will take approximately 7 minutes to complete. Please answer each question
carefully and honestly. There are no right or wrong answers.

CONFIDENTIALITY OF DATA

All research data remain completely confidential and are collected in anonymous form. The collected
data will be used exclusively for the purpose of this study and will not be shared with third parties.
There are no foreseeable risks or discomforts associated with participating in this research.

VOLUNTARY

If you have decided to accept to participate in this project, please understand your participation is
voluntary and you have the right to discontinue participation at any time without penalty.

PAYMENTS
There will be no monetary compensation for your participation.

You must be 18 years or older to participate in this survey.

FURTHER INFORMATION

If you have questions about this research, in advance or afterwards, you can contact the responsible
researcher, Xenia Budeanu, email: 661536xb@eur.nl.

This study has been approved by the Ethics Committee of Erasmus University Rotterdam. If you want
to invoke your rights or if you have a question concerning privacy about this study, you can contact
Erasmus University’s DPO (Data Protection Officer) at fg@eur.nl.
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If you understand the information above and freely consent to participate in this study, click on the “I
agree” button below to start the questionnaire.

| agree

| do not agree

Do you currently work in a job related to marketing communications?

(Marketing communications typically include roles such as: marketing managers, marketing
coordinators, public relations specialists, social media managers, social media marketeers, digital
marketing specialists, advertising managers, community managers, influencer marketing specialists,

communications coordinators, etc.)

Yes, | do

No, | do not

What is your total years of experience in the field of marketing communications?
Less than 2 years
2-5 years

More than 5 years
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Are you aware of the application of the Metaverse in marketing communications strategies?

This can include advertising in virtual worlds, engaging with customers/audiences, creating and selling
virtual objects and NFTs (non-fungible tokens), creating virtual product launches, events, and brand
experiences in virtual worlds, and other practices.

Yes, | am
No, | am not

I am not sure

The Metaverse is a term used to describe a three-dimensional (3D) virtual world where users engage
with other users and virtual objects and explore virtual spaces through avatars. It is a digital universe
where people can connect, collaborate, create, and experience a wide range of activities, including
gaming, entertainment, education, shopping, and more. The Metaverse offers many opportunities for
companies to engage with their customers in a meaningful manner, such as creating immersive brand
experiences, virtual stores and showrooms, or hosting virtual product launches and events.

Does the company/organization you work for have any experience with the Metaverse as a tool for
marketing communications?

Yes
No

I am not sure
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Have you used Metaverse for marketing communications purposes?

This can include advertising in virtual worlds, engaging with customers/audiences, creating and selling

virtual objects and NFTs (non-fungible tokens), creating virtual product launches, events, and brand
experiences in virtual worlds, and other practices.

Yes

No

Rate the following statements on the provided scale
The abbreviation "marcom" stands for Marketing Communications

Strongly Somewhat Neither Somewhat Strongly

. Disagree . agree nor Agree
disagree disagree di agree agree
isagree

I intend to
use the
Metaverse
as tool for
marcom in
the next 3
years

| predict |
would use
the
Metaverse
for
marcom
practices in
the next 3
years

| plan to
use the
Metaverse
in my job
in the next
3 years
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Rate the following statements on the provided scale?
The abbreviation "marcom" stands for Marketing Communications

Neither
j_trongly Disagree Spmewhat agree nor Somewhat Agree Strongly
isagree disagree disagree agree agree

Using the
Metaverse is
compatible
with all
aspects of my
work in
marcom

| think that
using the
Metaverse as
a tool for
marcom fits
well with the
way | like to
work

Using the
Metaverse fits
into my work
style



Rate the following statements on the provided scale?
The abbreviation "marcom” stands for Marketing Communications

Strongly Somewhat Neither Somewhat Strongly

disagree Disagree disagree ggree nor agree Agree agree
isagree

Using the
Metaverse as
a tool for
marcom
makes it
easier to do
my job

Using the
Metaverse as
a tool for
marcom
helps me to
accomplish
tasks more
quickly

Using the
Metaverse
improves the
quality of the
work I do in
marcom

Using the
Metaverse
gives me
greater
control over
my work in
marcom

Using the
Metaverse
enhances my
effectiveness
on my work
in marcom

Overall, |
find using
the
Metaverse as
a tool for
marcom to
be
advantageous
in my job



Rate the following statements on the provided scale?
The abbreviation "marcom” stands for Marketing Communications

Neither
S_trongly Disagree S_omewhat agree nor Somewhat Agree Strongly
disagree disagree di agree agree
isagree
My interaction
with the
Metaverse is
clear and

understandable

| believe that it
is easy to get
the Metaverse
to do what |
want it to do in
marcom

Overall, |
believe the
Metaverse is
easy to use for
marcom
purposes

Learning to
operate marcom
in the
Metaverse is
easy for me



Rate the following statements on the provided scale?
The abbreviation "marcom” stands for Marketing Communications

Organizations
that use the
Metaverse in
their marcom
have more
prestige than
those that do
not

Organizations
that use the
Metaverse as
an instrument
for marcom
have a high
profile

Using the
Metaverse as
a tool for
marcom is a
status symbol

Strongly
disagree

Disagree

Somewhat
disagree

Neither
agree nor
disagree

Somewhat
agree

Agree

Strongly
agree
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Rate the following statements on the provided scale?

The abbreviation "marcom" stands for Marketing Communications

I was
permitted
to use the
Metaverse
on a trial
basis long
enough to
see what it
could do in
marcom

Before
deciding to
use the
Metaverse
as a tool for
marcom, |
was able to
properly try
it out

Metaverse
was
available to
me to
adequately
test run
various
applications
in marcom

I am able to
experiment
with the
Metaverse
as
necessary

Strongly
disagree

Disagree

Somewhat
disagree

Neither
agree nor
disagree

Somewhat
agree

Agree

Strongly
agree
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Rate the following statements on the provided scale?
The abbreviation "marcom” stands for Marketing Communications

Strongly
disagree

I would have
no difficulty
telling others
about the
results of
using the
Metaverse as
an instrument
for marcom

| believe |
could
communicate
to others the
consequences
of using the
Metaverse as
a tool for
marcom

The results of
using the
Metaverse in
marcom are
apparent to
me

I would have
difficulty
explaining
why using
the
Metaverse
may or may
not be
beneficial in
marcom

Disagree

Somewhat
disagree

Neither
agree nor
disagree

Somewhat
agree

Agree

Strongly
agree
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Rate the following statements on the provided scale?
The abbreviation "marcom" stands for Marketing Communications

Somewhat Neither Somewhat Strongly
. agree nor Agree
disagree - agree agree
disagree

S_trongly Disagree
disagree

| have seen

what other

companies

do in the

Metaverse

for marcom

practices

I have had
plenty of
opportunity
seeing the
Metaverse
being used
in marcom

Itis easy
for me to
observe
others
using the
Metaverse
in marcom



Rate the following statements on the provided scale®

The abbreviation "marcom” stands for Marketing Communications

Strongly
disagree

Using the
Metaverse
would be
compatible
with all
aspects of
my work in
marcom

| think that
using the
Metaverse
as a tool
for marcom
would fit
well with
the way |
like to
work

Using the
Metaverse
would fit
into my
work style

Disagree

Somewhat
disagree

Neither
agree nor
disagree

Somewhat
agree

Agree

Strongly
agree
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Rate the following statements on the provided scale®
The abbreviation "marcom” stands for Marketing Communications

Strongly Somewhat Neither Somewhat Strongly

disagree Disagree disagree ggree nor agree Agree agree
isagree

Using the

Metaverse as

a tool for

marcom

would make

it easier to do

my job

Using the
Metaverse as
a tool for
marcom
would help
me to
accomplish
tasks more
quickly

Using the
Metaverse
would
improve the
quality of the
work 1 do in
marcom

Using the
Metaverse
would give
me greater
control over
my work in
marcom

Using the
Metaverse
would
enhance my
effectiveness
in my work
in marcom

Overall, |
find using
the
Metaverse as
a tool for
marcom to
be
advantageous
in my job



Rate the following statements on the provided scale®
The abbreviation "marcom" stands for Marketing Communications

My interaction
with the
Metaverse
would be clear
and
understandable

I believe that it
would be easy
to get the
Metaverse to
do what | want
ittodoin
marcom

Overall, |
believe the
Metaverse
would be easy
to use for
marcom
purposes

Learning to
operate
marcom in the
Metaverse
would be easy
for me

Strongly
disagree

Disagree

Somewhat
disagree

Neither
agree nor
disagree

Somewhat
agree

Agree

Strongly
agree
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Rate the following statements on the provided scale®
The abbreviation "marcom” stands for Marketing Communications

Organizations
that use the
Metaverse in
their marcom
have more
prestige than
those that do
not

Organizations
that use the
Metaverse as
an instrument
for marcom
have a high
profile

Using the
Metaverse as
a tool for
marcom is a
status symbol

Strongly
disagree

Disagree

Somewhat
disagree

Neither
agree nor
disagree

Somewhat
agree

Agree

Strongly
agree
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Rate the following statements on the provided scale®

The abbreviation "marcom" stands for Marketing Communications

I would be
permitted
to use the
Metaverse
on a trial
basis long
enough to
see what it
could do in
marcom

Before
deciding to
use the
Metaverse
as a tool for
marcom, |
would be
able to
properly try
it out

Metaverse
would be
available to
me to
adequately
test run
various
applications
in marcom

| would be
able to
experiment
with the
Metaverse
as
necessary

Strongly
disagree

Disagree

Somewhat
disagree

Neither
agree nor
disagree

Somewhat
agree

Agree

Strongly
agree
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Rate the following statements on the provided scale®
The abbreviation "marcom” stands for Marketing Communications

Strongly
disagree

I would have
no difficulty
telling others
about the
results of
using the
Metaverse as
an instrument
for marcom

| believe |
could
communicate
to others the
consequences
of using the
Metaverse as
a tool for
marcom

The results of
using the
Metaverse in
marcom
would be
apparent to
me

I would have
difficulty
explaining
why using
the
Metaverse
may or may
not be
beneficial in
marcom

Disagree

Somewhat
disagree

Neither
agree nor
disagree

Somewhat
agree

Agree

Strongly
agree
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Rate the following statements on the provided scale®
The abbreviation "marcom" stands for Marketing Communications

Somewhat Neither Somewhat Strongly
. agree nor Agree
disagree - agree agree
disagree

S_trongly Disagree
disagree

| have seen

what other

companies

do in the

Metaverse

for marcom

practices

I have had
plenty of
opportunity
seeing the
Metaverse
being used
in marcom

Itis easy
for me to
observe
others
using the
Metaverse
in marcom



Rate the following statements on the provided scale
The abbreviation "marcom" stands for Marketing Communications

Somewhat Neither Somewhat Strongly
di agree nor Agree
isagree agree agree

Strongly

disagree Disagree

disagree

My boss
does not
require me
to use the
Metaverse
for marcom
practices

Although it
might be
helpful,
using the
Metaverse
in marcom
is certainly
not
compulsory
in my job

My
superiors
expect me
to use the
Metaverse
in marcom



Rate the following statements on the provided scale
The abbreviation "marcom" stands for Marketing Communications

Strongly Somewhat Neither Somewhat Strongly

. Disagree ) agree nor Agree
disagree disagree di agree agree
isagree

| feel
apprehensive
about using
the
Metaverse in
marcom

| hesitate to
include the
Metaverse in
our marcom
for fear of
making
mistakes |
cannot
correct

The
Metaverse is
somehow
intimidating
me



You are almost done!

Rate the following statements on the provided scale

The abbreviation "marcom” stands for Marketing Communications

Competition
in our sector
is "cut
throat™

Our
customers
tend to look
for new
services all
the time

In our kind
of business,
customers'
preferences
for services
and
products
change
quite a bit
over time

An industry
move to
utilize the
Metaverse
as a tool for
marcom
would put
pressure on
my firm to
do the same

Strongly
disagree

Disagree

Somewhat
disagree

Neither
agree nor
disagree

Somewhat
agree

Agree

Strongly
agree
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Rate the following statements by dragging the bar to indicate your answer.

The abbreviation "marcom” stands for Marketing Communications

To what extent do you participate in decisions
about major changes in the company's/division's
market position?

To what extent do you participate in decisions
about the company's/division’s moves into new
major customer segments and market areas?

To what extent do you participate in decisions
about the development of new important
capabilities in marcom?

To what extent do you participate in decisions to
adopt new policies and practices in company's
marcom?

0 - "never"

7 - "always"

Please indicate the location of your company/organization.

V Afghanistan ... Other

How many people work at the company/organization where you are currently employed?

Fewer than 10 employees
10-49 employees
50-249 employees

250 or more employees

93



Please indicate the industry your company/organization fits in.

Manufacturing
Retail/wholesale
Services

Other (Please specify bellow)

How would you describe the main business model employed by the company you work for?

B2B

B2C

Mixed B2B/B2C
B2B2C

Other (Please specify bellow)

What is your gender?
Male
Female
Non-binary / third gender

Prefer not to say
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How old are you?
(please write in numbers)

Where are you from?

V Afghanistan ... Other

Is there anything you would like to add? Do you have any comments?

Note. Some questions have two versions, one for participants with previous experience with
the Metaverse in marketing communications and one for participants without.

4indicates that the question and the answer options were displayed to participants with
previous experience with the Metaverse in marketing communications.

bindicates that the question and the answer options were displayed to participants with no
previous experience with the Metaverse in marketing communications.

95



