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Abstract

When CEO of Facebook Mark 
Zuckerberg has announced at 
the end of last July 2021that: he 
is expecting in the coming years 
people will transition from seeing 
Facebook primarily as a social 
media company to seeing it as a 
metaverse company, where the 
metaverse is the ultimate expression 
of social technology. Facebook had 
previously planned to be the largest 
provider of virtual and augmented 
reality technologies, when it 
acquired the virtual reality glasses 
company Oculus VR, maker of the 
Oculus Rift virtual reality headset, 
in 2014 in a $ 2 billion deal.

Which has currently opened 
many technology giants’ eyes 
to invest in metaverse, and it is 
expected that competition will 
intensify during the next five 
years between the five big players 
“Facebook, Amazon, Microsoft, 
Apple, Google”, which will bring 
about a major revolution in the 
media and entertainment industry, 
especially in relying on new 
tools and applications are more 
sophisticated than the technologies 
of Artificial Intelligence Journalism.

For an instance:  in the first week 
of this year 2022, the electronics 

giant Samsung has revealed it has 
opened a virtual store inside the 
Decentraland metaverse. Modeled 
from the physical store Samsung 
837, Samsung’s metaverse store is 
called “Samsung 837X.”  

How can metaverse affect the 
media and entertainment industry, 
and how can it change many tools 
and technologies in the world of 
marketing.

Through In-depth interviews for 
marketing experts of the opinions 
of a sample about the extent to 
which they use artificial intelligence 
technologies, and Metaverse in the 
marketing content industry, and 
their awareness of the importance 
of these technologies, and the 
most important challenges which 
will face Metaverse in the future. 
The samples have been selected 
from several international and 
local companies in the UAE, and 
through their regional offices in 
GCC region.
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Introduction 

Two years ago, I have started 
searching and  forecasting an era 
and a new form of “Post-Artificial 
Intelligence Journalism”, a type 
of media that fully corresponds to 
the Fifth Industrial Revolution in 
the middle of the next decade, I 
have coined a  new term, which I 
call “7G Journalism”, and linked 
the term to expanding the adoption 
of new technologies that are more 
advanced and more capable of 
creating and transmitting media 
content through human microchips.

 The intelligent human 
microchips will work as media 
tools,  smaller than the fingertip, 
implanted under the skin, and 
directly connected to stations 
and satellites, with huge and free 
Internet speeds, through the seventh 
generation networks, that will cover 
every inch of the earth. 

I also previously put forward of 
“Robotisation of Marketing”, which 
will finalise the era of  “Digital 
Marketing” and  transfer advertising 
and marketing content from 
digitization to automation, which 
is relying entirely on artificial 
intelligence technologies, whether 
material or immaterial in promoting  
services and products, and reaching 

the target audience, and forecasting 
the consumer behaviour.

Now that Metaverse has 
emerged, it has become clear that 
all the technologies that Facebook 
is currently building to be ready 
for use in a more advanced 
virtual world in Metaverse , it 
will be an essential component of 
“Robotisation of Marketing” Where 
all virtual and augmented reality 
technologies are; Tools of physical 
technologies for Robotisation of 
Marketing , and reinforced by non-
physical technologies of analysis of 
big data and the use of 3D images 
and videos to build a virtual space 
for services and services provided 
to a global audience.

But how can such new 
technologies shape the future 
of the Media and Entertainment 
industry, creating more effective 
and more ubiquitous tools and 
solutions? It requires many studies 
on content makers on the one hand, 
and on industry experts on those 
technologies on the other.

If Artificial Intelligence 
Journalism is causing a great 
revolution in media technologies, 
and the content industry in all its 
forms, then Metaverse is one of 
the latest of these technologies, and 
one of the most important new tools 
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in the Robotisation of Marketing 
industry.

In the current prospective study, 
I am trying to identify the future of 
Metaverse in light of the growth of 
Artificial Intelligence Journalism, 
and the  “7G Journalism “ later, and 
through the In-depth interviews for 
marketing experts in different fields 
about the importance of Metaverse 
technologies in the marketing 
industry, and the most important 
advantages that it can provide. Also, 
what are the challenges that this 
Metaverse could face, especially 
when most of the technology giants 
and content creators are pumping 
billions of dollars into the world of 
Metaverse over the next ten years.

New Concepts 

• Media of Metaverse

Here, I am talking about a media 
industry through virtual tools and 
solutions only, as it is currently 
manufactured by some physical and 
non-material artificial intelligence 
tools, on top of which is what 
Facebook announced from the 
“Metaverse” industry.

Metaverse media is creating 
news or promotional content based 
on a 3D virtual environment. , 
includes a specific audience mixed 
between the virtual and the real, 
and accepts interactive messages 
between the same audience or the 
audience and the content makers 
at a time specified by the recipient 
and in an environment made by 
the sender and receiver together. 
Metaverse is the next big technology 
platform, attracting online game 
makers, social networks and other 
technology leaders. It presents 
an opportunity for leading online 
entertainment and social media 
companies to capitalize on new 
revenue streams. 

The global Metaverse revenue 
opportunity could approach $800 
billion in 2024 vs. about $500 billion 
in 2020, based on our analysis and 
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Newzoo, IDC, PWC, Statista and 
Two Circles data. The primary 
market for online game makers and 
gaming hardware may exceed $400 
billion in 2024 while opportunities 
in live entertainment and social 
media make up the remainder, 
according to Bloomberg1.

When we mention  the “ Media 
of Metaverse” as a term that refers 
to the creation of virtual spaces for 
the providing and transmission of 
media or promotional content or 
virtual events  between a specific 
audience without being restricted 
to a place and through virtual 
or augmented reality tools and 
solutions.

It can be said that the Metaverse 
industry or “the Media of 
Metaverse” came as a natural 
result of the great losses that hit   
media and entertainment sector as 
a result of the Covid pandemic, 
which prompted many technology 
and media giants in the world 
to search for more effective and 
more accessible ways to the public, 
without a direct communication 
between people. This prompted 
Facebook to provide a huge 
financial package to invest in the 
world of Metaverse, as a more 
interactive alternative and the 
ability to publish content globally.

Interactive content is nothing 
new at this point. From Netflix’s 
intriguing attempts at creating 
choose-your-own-adventure 
episodes, to HBO’s more elaborate 
attempt at non-linear content with 
Mosaic, content creators have been 
experimenting with new formats to 
boost viewer engagement. However, 
2D interactive content lacks the kind 
of immersion that a 3D interactive 
experience can offer. Today, video 
games often produce some of the 
most engrossing fictional narratives 
that the entertainment industry has 
to offer, and the rise of Metaverse 
will make that more evident, forcing 
content creators to contend with the 
power of immersive storytelling.

Virtual reality content has been 
applauded by many for the total 
immersion it enables, and there is a 
far-off version of the Metaverse that 
will be accessible via VR. However, 
the reach of VR content will remain 
limited until VR hardware adoption 
picks up. So, the discussion around 
the Metaverse tends to concentrate 
on gaming environments for now2.

• 7G Journalism

The 7G Journalism will rely on 
“Human Microchips” in all stages of 
communication, which will enhance 
this new generation of media and 
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communication between people.

7G Journalism will rely on 
very advanced new tools and 
solutions to analyse big data re- 
lated to everything around us: 
people, communities, events, 
organisations. It will be possible 
to create a detailed case history on 
every individual, group, etc before 
forecasting news re- lated to them, 
a bit like forecasting the weather 
or financial markets based on 
what’s happened before. In the 7G 
Journalism era, the news production 
process will rely on prior data to 
pre- dict events, whether they be 
political, economic, or social.

It will be much harder for 
states and governments to control 
the media like they do now. 7G 
Journalism will make it possible 
for anonymous media players 
to broadcast the news and 
exert influence on people and 
communities, which is likely to 
have both a positive and negative 
impact. Media will become like a 
ghost, moving incredibly quickly 
and wielding even more power than 
it does today.

AI Journalism will become 
increasingly advanced and more 
effective, and it has the potential 
to truly revolutionise the media 
industry, especially as new 

technologies emerge. But as we 
head into the Fifth Industrial 
Revolution (expected to arrive 
in 2040) it will be phased out 
by Seventh Generation (7G) 
Journalism, which will be a more 
advanced, faster, and influential 
type of media. Media institutions 
as we know them today will cease 
to exist – they will transform into a 
network of millions of in- formation 
centres spread across the globe. 7G 
Journalism will be synchronised 
with 7G networks, which will 
rely on direct communication 
between people through human 
microchips. These tiny devices will 
replace television, radio, and news 
platforms. These microchips will 
replace all current media tools used 
to broadcast news; they will operate 
through smart electromagnetic 
waves transmitted through the 
Internet of Bodies (IoB).

7G Journalism will be 
synchronized with the Seventh-
Generation networks that will 
cover all points on the globe with 
strong free internet networks with 
no interruption. 7G Journalism will 
rely on individual contributions and 
direct communications between 
people via human microchips, 
where there is no television and 
radio, news platforms, and nothing 
called smart applications. The 7G 
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Journalism will also replace all 
current media tools by images 
and automatic content broadcast 
from central stations and multiple 
satellites, and operate via smart 
electromagnetic waves that are 
captured by the public through 
human microchips, and through 
the Internet of bodies, which will 
be the best way of communication 
at that time3.

Difference between Media 
of Metaverse content and 
7G Journalism

1. Media of Metaverse: It 
still relies on the traditional 
management of media 
outlets with a traditional 
way led by: a state, 
institution or a company. 
 
7G Journalism: It relies on 
individual or institutional 
dynamic management in 
managing media outlets 
without being bound by the 
authorities of a state or giant 
institution.

2. Media of Metaverse: It 
creates virtual worlds that 
mimic reality that may be 
fiction and not reality and 
cannot convey reality outside 
the narrow framework of the 
individual who lives it or the 
group that shares it only…. 
for example, imagine “certain 
events” or illusory victories. 
 
7G Journalism: It creates 
and reflects real worlds that 
are more widespread and 
are more affected by the 
participation of individuals 
in creating and transmitting 
real content through the 
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intelligent microchips, and 
even forecasting real news 
before it happens.

3. Media of Metaverse: It 
use tools and solutions of 
communication through 
traditional communication 
models that are mainly 
controlled by the sender, 
message,  receiver, 
audience, and feedback, 
just like traditional media. 
 
7G Journalism: It relies 
entirely on the interactive 
circular communication 
model, which was 
previously formulated in 
the “Artificial Intelligence 
Journalism Model of 
Communication” where 
the media communication 
process will be applicable 
to the AI technologies. 
It relies on a continuous, 
interactive, circular and 
reciprocal technique to 
the message (the content) 
in which each element 
of the communication 
process, otherwise the 
message carries out other 
elements’ tasks equally 
in message transmitting. 
 
In the 7G Journalism 

all elements of the 
communication process in 
the AI model are performing 
a continuous, direct, circular 
and interactive role, whether 
in presence of humans or 
otherwise and can be replaced 
by one of technologies of 
AI journalism and Fourth 
Industrial Revolution.
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Metaverse and Marketing

There is no doubt that the 
emergence of the world of 
Metaverse as it has been announced 
by Mark Zuckerberg, Co-founder 
and CEO of Meta Platforms, it will 
contribute to moving the marketing 
and advertising industry to a new 
era, that depends entirely on tools 
and solutions that are faster and 
more accessible to the public, 
and relying on the continuous 
interaction to the products and 
services provided.

The global Metaverse market 
is expected to register a CAGR 
of 41.7% during the forecast 
period, 2021–2030. The major 
factors driving the growth of the 
Metaverse market are the increasing 
focus on converging digital and 
physical worlds using internet and 
growing demand for metaverse 
to purchase digital assets using 
cryptocurrencies. However, cyber-
threats in Metaverse is hindering 
the market growth. Although, 
technological advancement is 
creating an opportunity in the 
market.

There are many reasons why 
marketers are flocking to the 
metaverse. It’s new, and faster 
connections finally exist to support 

growing environments. But maybe 
the most important reason is 
marketers want to target and keep 
Millennials and Gen X up-to-date 
and engaged with their products and 
technologies, and Metaverse allow 
them to target these audiences in a 
new way. And from the engagement 
brands are already getting, it’s clear 
this marketing strategy is working, 
and here to stay. Because branding, 
marketing, and advertising in the 
Metaverse is so new, the prices are 
still quite low to run a campaign. If 
you’re a brand or business with an 
open mind and your target audience 
spends time on a Metaverse, it’s 
time to give it a go. Keep in mind, 
regular ads won’t work – you’ll 
need to think creatively and use 
engagement as your main KPI. 
Since this technology is new, the 
measurement and tracking we’re 
used to with other marketing tactics 
isn’t there yet, but it’s only a matter 
of time before the metrics catch up4.

Advertising can be defined as a 
“paid, owned, and earned mediated 
communication, activated by an 
identifiable brand and intent on 
persuading the consumer to make 
some cognitive, affective or 
nalysingl change, now or in the 
future”. Though the inclusion of 
owned and earned media in the 
definition can be debatable, and 



Artificial Intelligence Journalism Journal (AIJJ)                    Volume 01, Issue 01, January 2022

21

there are many ways to define 
advertising5.

As it was before for the Internet, 
the Metaverse is not just another 
new medium but might become 
a realized idea that can change 
all aspects of advertising and 
marketing. Because the Metaverse 
is interactive in nature and involves 
embodied users through their 
avatars, the original interactivity 
modes might need to be updated 
in the Metaverse by including 
the second or embodied self-
perspective.

The Metaverse has become one 
of the most popular channels for 
brand experimentation throughout 
2021. Early innovators are seeking 
to establish a foothold before the 
virtual realm becomes fully realised 
and commercial opportunities get 
harder to come by6.

But while some brand case 
studies have proven successful 
at reaching wide audiences, the 
long-term value of marketing in 
the Metaverse remains a mystery. 
Furthermore, while the gold rush 
has been led by certain categories 
of brands that lend themselves 
naturally to virtual goods and 
events, such as luxury, others have 
a trickier job proving their value 
virtually.

Digital reality refers to the 
wide spectrum of technologies 
and affordances that include 
Augmented Reality, Virtual Reality 
and Mixed Reality, 360° video, and 
the immersive experience, enabling 
simulation of reality in various 
ways.

Digital reality can play significant 
roles in collecting, classifying and 
distributing data, it would thus 
become increasingly essential for 
processing the companies’ big 
data, as well as dealing with the 
variability of the task,  where it 
can also offer various prospects 
for enterprises to transform 
areas such as internal workforce 
communication and collaboration, 
workforce training and 
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Metaverse and 
Robotisation of Marketing

Robotisation of Marketing, as 
a current stage, has started for 4 
years now, when the world has 
begun to use the first of artificial 
intelligence technologies and 
algorithms in nalysing marketing 
content, designing advertisements, 
automatically classifying, and 
reaching the target audience.

Thus, Robotisation of Marketing 
phase currently continues along 
with the digital marketing, but 
with the growth of Robotisation 
of Marketing   tools and solutions, 
digital marketing will decline over 
the next five years, to be replaced 
by artificial intelligence’s tools and 
technologies as well as the Fourth 
Industrial Revolution7. 

Therefore, there is no talk about 
digital marketing in terms of using 
virtual reality or augmented reality 
technologies, nalysing big data 
for customers and markets, or 
conducting consumers’ research and 
their preferences when relying on 
reading natural languages through 
smart applications or social media.

Here, the difference between 
digital marketing and the tools it 
relies upon appears clearly: such as 
search engines, e-mail, newsletters, 

digital market surveys, and other 
tools that have become or will soon 
become part of history in terms 
of tools to reach the audience or 
influence their buying nalysing 
throughout the various stages. 

Digital marketing depends 
primarily on computer applications 
and smart phones, so what if these 
computers and smart phones 
disappeared, can we find digital 
marketing effective? Or, rather 
it would become a stage that has 
passed, just like the future of 
traditional journalism in the face 
of Artificial Intelligence Journalism.

Therefore, the future depends 
on the growth of artificial 
intelligence technologies and 
advanced technology, and the 
technologies of the Fourth and 
Fifth Industrial revolutions, which 
is fully consistent with the stage of 
Robotisation of Marketing and the 
growth of the use of these tools in 
all stages of marketing including: 

• Initial search

• Planning

• Defining the audience

• Building databases of 
audience characteristics

• Choosing the appropriate 
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media and advertising 
medium.

• Making the automated 
content for some 
commodities or service or 
even data and information 
for countries or institutions 
in the event of conducting 
media campaigns for those 
entities. 

• Choosing the audience and 
measuring their reactions.

• Each media outlet as well 
as each different stage 
of managing media and 
advertising campaigns are 
evaluated.

• Submitting proposals to 
ensure the improvement and 
development of marketing 
or media campaigns in 
an automated manner in 
accordance with artificial 
intelligence technologies, 
tools, and solutions of the 
Fourth Industrial Revolution.

Metaverse technologies are 
one of the most important tools of 
Robotisation of Marketing (RM), 
where the concept of RM refers 
to the use of artificial intelligence 
technologies to reach the target 
audience, automation of the 
advertising content, and to forecast 

the consumers behaviour of certain 
audiences.

Metaverse technologies are 
one of the most important tools of 
Robotisation of Marketing (RM), 
where the concept of RM refers 
to the use of artificial intelligence 
technologies to reach the target 
audience, automation of the 
advertising content, and to forecast 
the consumers behaviour of certain 
audiences.

Metaverse technologies are one 
of the most important technologies 
of Robotisation of Marketing (RM), 
which rely on two different types of 
technologies:  digital technologies 
and physical technologies, and both 
have many tools and solutions that 
can play a significant role in the 
Robotisation of Marketing era.

Physical technologies in RM 
are all the technologies that can be 
touched as devices, or any kind of 
tools and solutions that can transmit 
content, whether it is through 
live broadcasting, or traditional 
publishing.

Virtual and Augmented Reality 
tools and solutions (the main tools 
of the Metaverse ) are the primary 
dynamic tools for accelerating 
Robotisation of Marketing. It allows 
the audience to simulate reality in 



24

Artificial Intelligence Journalism Journal (AIJJ)                    Volume 01, Issue 01, January 2022

different ways.

Through Robotisation of 
Marketing, virtual reality 
technologies can play important 
roles in data collection, 
classification and distribution, 
and thus become increasingly 
necessary for the processing of 
big data for companies, as well 
as dealing with different tasks,  as 
it can offer different prospects 
for organisations to support 
communication and content 
transmission such as: internal 
communication and collaboration 
For workforce, workforce training 
and simulation, customer service, 
in addition to managing marketing 
and advertising maps.

 Digital (virtual) reality 
technologies, especially augmented 
and virtual reality, can enhance the 
strength of the commercial identity 
of organisations or companies, and 
also support brand promotion in 
Robotisation of Marketing, that 
would enhance the experience 
of identifying places, services or 
products  in a live and direct way.

• Reality Media vs. Virtual 
Media

When we are talking about the 
future of Metaverse, it is difficult 

to predict the growth of Metaverse 
globally in the way that Facebook 
aspires to, due to the presence of 
several technological challenges on 
the one hand regulation challenges 
too.

• Technological Challenges

At the level of technological 
challenges, there are five challenges 
are facing the growth of Metaverse 
over the next five years:

1- The varying speed of the 
Internet around the world: There 
are some countries that started their 
experiments on the 5G networks, 
and others that work with the 
4G, and many countries around 
the world are still stuck in the 
3G networks, which makes the 
enjoyment of any new technologies 
provided by Metaverse subject to 
the availability of fast Internet 
around the clock. This presents a 
major challenge to the success of 
Metaverse on a global scale.

2- People’s Privacy: In the 
world of Metaverse, every user 
needs a connection that can be 
uniquely identifiable (similar to 
an IP address). This means that a 
headset can be used to track and 
locate people against their will. 
Individuals who use camera devices 
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with Metaverse services and devices 
can be used to extract data.

3- Interoperability. Right 
now, even so-called Metaverse 
precursors such as “Fortnite” do 
not allow players to recreate their 
own user-generated content (UGC) 
on other platforms. To allow for true 
interoperability between platforms, 
the corporations that own these 
platforms must relinquish some 
control over their player bases’ 
content and user experience. This 
process is already underway. Sony, 
a notorious holdout against cross-
platform play, recently moved to 
allow PlayStation users to more 
frequently interact with players on 
other consoles8.

If this feature will not be existing, 
Metaverse may face big challenges 
and become less popular globally.

4- Increasing the gap between 
developing and developed countries 
in relying on such technologies, 
as Metaverse requires  advanced 
technologies and tools, which may 
be completely far from many poor 
countries, and their infrastructure 
cannot bear or deal with, which is 
a great challenge facing the spread 
of Metaverse globally.

5- Enhancing trust between 
Metaverse and competing 

companies and ensuring the flow 
of revenue away from technical and 
competitive problems, as Metaverse 
must ensure the confidence of 
the major players in the world 
of marketing and digital games, 
ensure revenue flow and reach the 
audience, and ensure the continuity 
of the virtual work environment 
away from the problems of closure 
by governments. Giant companies 
cannot invest millions of dollars 
in virtual space without providing 
guarantees of securing their 
investments in the future.

• Legislative and 
Regulatory Challenges

A- Professional and ethical 
rules: For publishing content and 
Intellectual Property Rights (IPRs), 
professional rules governing such 
technologies, and penetrating the 
privacy of others, are all challenges 
that Metaverse will face in the 
future.

For instance; How Can 
regulations be applied against 
ethical violations between users in 
different countries, while users are 
not completely identified.

There are many, many legal 
challenges that need a world code 
of ethics, and global organizations 
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implement such legislation and 
ethical rules. It is difficult especially 
in light of the different legislation 
from one country to another. As 
we can see now t many countries 
and organizations have big issues 
in setting ethical or professional 
rules for artificial intelligence 
technologies, tools and solutions 
of the Fourth Industrial Revolution, 
so how can control legislation be 
established for Metaverse.

The European Union is drafting 
new digital rules for the 27-nation 
bloc that call for reining in big 
“digital gatekeepers,” requiring 
them to be more transparent about 
their algorithms that determine 
what people see on their feeds and 
making them more accountable for 
content on their platforms, which 
will be changed  all the future rules 
in Metaverse.

Metaverse will also have legal 
implications. One issue will be 
collaboration and interoperability 
among different Metaverse creators. 
If the purpose of the Metaverse 
is to allow people to interact in 
a digital world, each Metaverse 
should be accessible from all 
devices and headsets. This may 
involve technology companies 
having to agree to certain standards 
for a metaverse so that they can 

interoperate among different 
creators, or each company will 
have to comply with the technology 
constraints built by its predecessors 
and license the rights to use another 
company’s underlying technology 
in order to build its own Metaverse9.

B- Digital Gatekeeper: It means 
the challenges in which Metaverse 
collides with the authority of 
countries and governments, 
Metaverse will face the same 
challenges if it does not find a 
specific mechanism to control 
violations or fake content against 
some governments and international 
organisations.
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The Exploratory Study: 
Marketing Experts and the 
Uses of Metaverse

In-Depth 15 Interviews for 
Marketing Experts

• Study objectives:

1. This study seeks to examine 
the extent awareness of 
promotional and advertising 
content makers with the new 
technologies offered by 
Metaverse in the marketing 
content industry.

2. This study aims to clarify 
the extent to which some 
international companies 
rely on virtual or augmented 
reality technologies in the 
presentation of products  and 
services, as a first step in the 
world of Metaverse.

3. This study is to Recognize the 
experience of promotional 
content makers (marketing 
experts) in training or actual 
use of some Robotisation of 
Marketing technologies or 
Metaverse.

4. It identifies the most 
important features that 
Metaverse can provide in the 

content marketing industry.

5. This study aims to investigate 
the challenges that may 
face marketing experts 
and prevent their use of 
Metaverse technologies in 
the marketing industry, and 
reaching out to the target 
audience.

• Research methodology

The exploratory study seeks to 
collect all available information 
related to a new phenomenon, with 
the aim of identifying its features 
and foreseeing its future.

As the current study aims to 
collect all information about 
Metaverse and the marketing 
industry, and the extent to which 
marketing experts rely on these 
technologies now or in the future, 
with a description of the most 
important challenges that experts 
in the marketing sector may face 
about the use of these technologies 
or their effectiveness in reaching 
out to the target audiences.   
Through In-depth Interviews 
for 15 experts in marketing and 
advertising were met through In-
depth interviews for 15 local and 
international companies in : “UAE, 
United States, India” through 
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a questionnaire form and phone 
calls, and the study aimed at the 
following:

1. To define the extent to 
which marketing experts 
have adopted or experienced 
Metaverse technologies.

2. To identify the reasons for 
the reluctance of some to go 
into that experiments.

3. To determine the most 
important features that 
Metaverse would provide to 
marketers.

4. To define the most important 
challenges facing marketing 
experts when using 
Metaverse in advertising for 
products  and services.

By nalysing the results of in-depth 
interviews, several conclusions 
were reached, including:

First: 85% of the study sample 
did not experience Metaverse in 
creating any content, or at least the 
experiment of using it, for several 
reasons, namely:

1. These tools have not yet been 
adopted by the companies 
or institutions in which they 
work.

2. Some consider that 

Metaverse is not important 
in reaching or influencing the 
target audience because these 
technologies are not widely 
spread at the present.

3. It cannot be relied upon 
on a large or daily basis in 
marketing content for various 
services or products.

4. Their belief that these 
technologies can only be 
used in games or promoting 
museums and tourist places 
only.

Second: The remaining 15% of 
the sample is distributed between: 
Only 5% used Metaverse as an 
experiment or practical training 
through virtual or augmented reality 
technologies, and on a small scale 
to promote some commodities such 
as: watches, or hotels. 

As for only 10%, they practiced 
the work as an individual training 
only, and to identify the most 
important uses of Metaverse in 
marketing in general, without actual 
use.

Third: The most important 
advantages that Metaverse can 
provide to marketers, according to 
the analysis of the answers of the 
analytical study samples were the 
following:
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1. Providing a virtual 
environment that resembles a 
workplace, a store, or a local 
market.

2. Measuring the public’s 
natural reactions to the 
offered services or products 
without meeting them face 
to face.

3. It is a more advanced and 
effective way to display 
some services or products 
in light of the outbreak of 
the Covid-19 pandemic, and 
it will provide a creative 
environment for marketing.

Fourth: The reasons for the 
reluctance of some to go into 
Metaverse experience:

1. Some considered that 
Metaverse is an imaginary 
world that has nothing to do 
with reality, and it still has 
years to go until it can be 
used by the public.

2. Going through Metaverse 
experience requires certain 
skills, and training in 
technologies and tools that 
are not currently available.

3. Some people   think  it has 
no value now, as direct 
marketing ways and less 

reliance on machines and 
technological solutions are 
more effective from their 
point of view, especially in 
the field of real estate or 
renting.

4. Believing that Metaverse is 
only one of the social media, 
and promoting through those 
apps does not require all 
the effort and announced 
material costs.
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Outcomes

1. Metaverse technologies 
may create new content, but 
it loses the chances of its 
further spread because of a 
lack of many technologies 
in some countries, and the 
lack of awareness of many 
advertising and marketing 
specialists of the nature 
of these new tools and 
applications.

2. Metaverse is still mysterious 
to many media and 
marketing experts, and 
they need to show the most 
important features of these 
technologies, and what it 
can offer in the production 
of content or marketing for 
services and products, and 
what is different from what 
we currently gain  from 
artificial intelligence and 
virtual and augmented reality.

3. The 7G Journalism is a 
form of mass media that 
relies entirely on advanced 
technologies of the Fourth 
and Fifth Industrial 
Revolutions.

4. The success of the Metaverse 
experiment depends on 
addressing the challenges 

and problems that may arise 
from violating communities’ 
and individuals’ privacy, 
in addition to ensuring the 
existence of Metaverse 
ethical guidelines and to 
ensure that the Meta world 
does not conflict with the 
laws of countries or the 
culture of local communities.

5. There is a need to bridge the 
technological gap between 
developing and developed 
countries to ensure the 
spread and success of that 
experience.
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Study Graphs

Graphs Subject 

1
Study samples’ uses of Metaverse technologies or virtual 

and augmented reality tools and solutions in marketing and 
advertising.

2 Reasons for the study sample’s reluctance to use Metaverse 
or virtual reality technologies in marketing or advertising.

3 Challenges are facing Metaverse technologies in marketing.

4 Advantages that Metaverse can provide in marketing and 
advertising.

5
Reasons behind the reluctance of some marketing experts 

to just learn any of the technologies of Metaverse or virtual 
and augmented reality in the marketing and advertising.
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Graph No. 3

Graph No. 4
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