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Using metaverse in the workplace and marketplace:

Its impact on the firm’s psychological contract with employees and customers

Abstract

Despite growing research on the role of metaverse in business, the way this is associated
with the firm’s psychological contracts is absent. In this article, we throw light on this
association by first examining the opportunities and challenges brought by metaverse in
the workplace and marketplace. We then explain through a set of propositions how these
changes influence the firm’s psychological contracts with its employees and customers,
as well as the link between these two contracts. Further, we demonstrate that the
accomplishment of these psychological contracts in a metaverse context has favorable
effects on business performance. Several theoretical and managerial implications are

derived from this analysis and fruitful directions for future research are provided.

Keywords: Metaverse; Psychological contract; Employee relationships; Customer

relationships.

1. Introduction

Metaverse provides a 3D digital space, where users can come together via avatars that
resemble them and mimic their movements, so that they can interact with each other
and the surroundings, providing in this way a replication of the physical world

(Hollensen et al,, 2023, p. 119). As Belk et al. (2022) argue, it is “an imagined future



space where these building blocks of neoliberal production and consumption are
delinked”. In fact, a growing number of firms nowadays, like McDonald's, Nike, and
Cucci, strongly believe that this is the “next level” of virtual platforms whereby users
can interact with each other in an immersive, persistent, multisensory, and real-time

environment (Marr, 2022).

Such interactions in metaverse may take place between the firm and its
customers, but also between the firm and its employees, particularly those serving in
the front line (Kutaula et al., 2022). However, these interacting parties are connected
to each other through psychological contracts, which specify their expectations and
responsibilities to have a smooth collaboration (Coyle-Shapiro et al., 2019; Conway et
al, 2014). Until recently, contractual obligations among these parties have been
organized within a physical world, taking into consideration the traditional modalities
of exchange and communication (Conway and Briner, 2009; Kutaula et al., 2022).
However, as more and more people are moving into a virtual world supported with
avatars, metaverse is expected to influence the nature of these psychological contracts

and the functions and responsibilities associated with them (Hollensen et al., 2023).

Despite growing research on the role of metaverse in business, the way
metaverse can change the psychological contract between the firm and its employees
and/or customers is absent (Coetzee and Deas, 2021) (see Table 1 for indicative
studies of metaverse in business). However, this is an important issue to be addressed,

because metaverse creates a new set of opportunities and challenges for both



organizations and the individuals with whom it interacts, whether employees or
customers (Dwivedi et al,, 2023). Inevitably, this is expected to alter the current status
quo of existing contracts and introduce new parameters which are inconceivable in a
physical context, as well as create a totally new way of how business is conducted
(Braganza et al., 2021).

...insert Table 1 about here...

In response to this new business phenomenon, this article aims to shed light on
potential effects on psychological contracts between the firm and its employees and
customers resulting from the adoption of a metaverse-based business model.
Specifically, we have three major objectives to accomplish: (a) to understand the nature
of metaverse and explore its connection with the firm’s psychological contracts with
both employees and customers; (b) to examine what new aspects metaverse has
brought to both the workplace and marketplace, as well as the opportunities and
challenges created for business firms; and (c) to develop a conceptual model that puts
together the key issues relating to the connection of metaverse and psychological

contract, and based on this to suggest a set of propositions.

Our study makes three important contributions to the management literature.
First, we highlight the role of metaverse in serving as an important change factor in
both the workplace and the marketplace. Specifically, we demonstrate that, on the one
hand, metaverse empowers employees with fresh insights that inspires their work

responsibilities and enhances their capabilities, while, on the other, it enriches



customers’ experience with the product by providing convenience, enjoyment, and
engagement. We also show that these positive changes caused by metaverse will

subsequently generate significant benefits for the firm.

Second, we provide a link between metaverse and the firm’'s psychological
contract with either employees or customers. Although many studies have
underscored the importance of these psychological contracts in the smooth operation
of business ventures, the role of metaverse in changing their nature has been largely
ignored. Our study, provides useful insights into the new duties and requirements
brought forward in psychological contracts with employees and customers by

metaverse, which firms need to seriously take into consideration.

Third, by combining the concepts of psychological contract and metaverse, we
propose a conceptual model that encompasses the effect of the firm’s adoption of
metaverse at the workplace and marketplace on its psychological contracts with
employees and customers respectively, as well as stress their subsequent favorable
impact on business performance. In this way, we highlight the importance link between
psychological contract — firm performance which has been under-researched. We also
provide a link between the firm’'s employees and its customers, by arguing that
fulfilling the psychological contract with employees will have beneficial effects on the

accomplishment of the psychological contract with customers.

In the remainder of this article, we first provide some background knowledge

on metaverse, psychological contracts, and the link between these two concepts. We



then proceed with an analysis of how metaverse has changed the workplace and the
marketplace, and identify various opportunities and challenges for firms. The following
section presents a conceptual model and develops propositions that link together the
changes caused by metaverse on the psychological contracts with employees and
customers, and their impact on business performance. In the final sections, we draw
conclusions, provide implications for theory and practice, and suggest directions for

future research.

2. Understanding metaverse and psychological contracts

2.1 The metaverse phenomenon

Since its introduction in the fiction novel in ‘Snow Crash’, written by Neal Stephenson
in 1992, metaverse has been changing human engagement in an unprecedented
manner, especially in last few years when many firms have entered the race to have a
presence in the virtual world (Colicev, 2023; Hakkarainen and Colicev, 2023; Koohang
et al, 2023; Marr, 2022). Metaverse provides a virtual platform which helps, on the one
hand, to enhance employee capabilities and productivity, and, on the other, to advance
customer engagement without physical presence (Belk et al,, 2022; Hollensen et al,
2023; Zhang, 2023). Social distancing restrictions imposed by the recent COVID-19
pandemic and the growing popularity of online gaming platforms (e.g., Fortnite and

Roblox) have accelerated the acceptance of a metaverse culture, where individuals use



avatars for gaming, socialization, and even real monetary transactions within virtual

spaces (Hadi et al., 2023).

Metaverse has opened up new opportunities firms to better engage with their
employees and customers, because, as opposed to social media platforms that content
is posted on personal and organizational webpages, it allows interactions occur within
three-dimensional "virtual worlds" through the use of avatars and holograms (Gursoy
et al,, 2022). In this regard, metaverse enables users to project “idealized” versions of
themselves through their avatars, which has influences on various types of human
behavior, such as that pertaining to social, consumption, and work aspects (Hadi et al.,
2023; Zimmermann et al, 2022). Enabled by augmented and virtual reality
technologies, metaverse helps to improve user's experiences by allowing him/her to
seamlessly interact within actual and virtual environments (Yoo et al., 2023). This
suggests that metaverse users have a greater tendency to engage in interactive,
personalized, and multifaceted experiences, compared to other communication modes

(Han et al., 2022).

Metaverse can help firms to better connect with their employees at all levels, by
using this as a tool for improved communication, productive interactions, and quick
feedback (Wright, 2022; Dwivedi et al., 2022). In addition, a recent study on marketing
in the metaverse era found that this new digital market platform highlighted its
important role as a multichannel or omnichannel to reach the market (Ramadan, 2023).

With generation Z's enthusiasm for technology and much time spent on



computer/digital games, firms moving onto metaverse as a marketing channel stand
to benefit because of an untapped market potential (Barry, 2021; Ramdan, 2023).
Hence, for firms that predominantly operate in the physical world, metaverse provides
a new opportunity to gain direct access to and better target younger demographic

groups (Hollensen et al., 2023).

2.2 Psychological contract

Psychological contract is defined as the “individual beliefs, shaped by the organization,
regarding terms of an exchange agreement between the individuals and their
organization” (Rousseau, 1995, p.9). For the contract to be fulfilled, both the
organization and the individual need to play their roles with mutual respect to the
resulting outcome (Guest, 2004; Roehling, 2008; Rousseau, 1995). This psychological
contract acts as a guiding principle of the behaviors demonstrated by the organization
and the individuals, such as the nature of the working environment, the type of the
exchange relationship, and the fulfillment of reciprocal commitment and obligations

(Robinson and Morrison, 2000).

The concept of the psychological contract has long been a central theme in the
literature of organizational behavior and human resource management, while later on
has also been broadly applied in the marketing field. According to psychological
contract theory (Menninger, 1958; Rousseau, 1995), psychological contracts can be
manifested in two forms: transactional and relational. Transactional contracts tend to

be short-term and monetary-focused, with little personal interaction between the



parties involved. In this case, employees typically work just for their paychecks, while
customers are driven by specific transactions rather than loyalty or emotional
attachment. Relational contracts, on the other hand, involve a deeper and mutually
beneficial agreement that includes both personal relationships and financial exchange.
These agreements are founded on long-term relationships that enable employees and
customers to grow in alignment with organizational goals (Bal et al, 2013; Hai-Ming

et al., 2020).

A psychological contract can be measured as being fulfilled, breached, or
violated (Su et al., 2023). This concept is largely based on the principle of reciprocity,
which means both parties typically respond in reflection of the contract being fulfilled
or broken (Loffert and Diehl, 2023). When a psychological contract is fulfilled, it tends
to positively influence an individual’s attitudes and behaviors, contributing to a
heightened organizational performance. However, when the contract is broken or
violated, it typically results in adverse outcomes for the firm's employees (e.g.,
increased turnover intentions, lack of enthusiasm, reduced job satisfaction (Zhao et al,
2007) or customers (e.g., reduced trust, low brand loyalty, reduced satisfaction levels)

(Ismail, 2022).

2.3 Metaverse and psychological contract
Due to the dynamic and complex nature of the firm's business environment, there are
often multiple factors that instigate the need to re-negotiate or modify how the

psychological contract with various individuals is executed or looked at (Guest, 2004).



Metaverse is one such factor which is responsible for dramatically changing how the
firm relates to its employees and customers (Dwivedi et al., 2022). For example, the
adoption of metaverse by the firm requires its employees to get used to new tools,
training, and procedures to meet their obligations in the psychology contract. On the
other hand, within the framework of the firm’'s association with customers, the
psychological contract needs to be adapted to see how this advanced technology can
facilitate their connection with the firm’s brands. Hence, the introduction of metaverse
in business necessitates a radical revisit of the existing psychological contract which

was drafted within a physical situation (Coetzee and Deas, 2021).

Within a metaverse context, psychological contracts can significantly influence
both firm-employee and firm-customer dynamics, as it extends beyond traditional
workplace and marketplace settings into a more fluid and interconnected virtual space.
In fact, in a metaverse world, firms must be particularly attentive to maintaining the
well-being of their employees, while ensuring at the time that customers’ evolving
needs are fully met. By its very nature, metaverse inspires social presence, emotions,
and onboarding of people, and as such it enhances their engagement with the firm
(Hennig-Thurau et al.,, 2023). This is due to the fact that ‘immersion’, which is a key
feature of metaverse, can immerse the user in a virtual world of experience and, once
this is achieved, individuals can feel that their psychological contract with the firm is

better fulfilled (Hadi et al., 2023).



Regarding the psychological contract between the firm and its employees in a
metaverse context, this usually involves expectations around the nature of work, work-
life boundaries, and the tools provided for performing tasks in a virtual space.
Employees might expect greater flexibility, autonomy, and support for navigating
virtual environments. However, when these expectations are not met, or if the virtual
workplace is poorly designed or managed, employees may feel that their psychological
contract is breached, leading to dissatisfaction and disengagement. The firm-customer
psychological contract, on the other hand, encompasses prospects that the firm will
deliver on the brand’s promise, provide seamless support, and enhance the customer
experience within this digital realm (Belk et al, 2022). Customers may also have
expectations for more innovative and personalized interactions in the metaverse, given
its potential for rich, immersive experiences. If the firm is unable to fulfill these
expectations due to lack of employee training, inadequate resources, or the novelty of
the platform, this can lead to perceived breaches of the psychological contract from

the customer's perspective (Hannah et al, 2016).

3. Metaverse influences on the workplace and marketplace

3.1 Workplace influences

10



The advent of the Internet in the 1990s has significantly transformed how businesses
operate (Swaminathan et al, 2020; Steenkamp, 2020). ). Many firms (e.g., Amazon,
Alibaba, and E-bay) have drastically changed the business landscape through their
presence online as a business operation format, while many others (e.g., IKEA, Tesco,
and Sainsbury’s) have increasingly adopting a brick-and-mortar approach (Manila,
2021). Another group of firms, like Nike, Gucci, and McDonald’s, are moving into the
new ‘big thing’ of the Internet, the metaverse, which is considered the “next level” of
virtual platform (Marr, 2022). Metaverse is perceived to be a new type of workplace
where employees would be working in avatar format rather than physically, which has
begun to have an accelerated adoption mainly as result of the need to work from
home, together with a growing trend for hybrid working (Galer, 2022) (see Table 2 for
some examples of firms using metaverse in their work environments).
...insert Table 2 about here...

There are a number of benefits associated with the adoption of metaverse in
the workplace. First, employees will have the opportunity to reinvent their in-office
experience online through their avatar form, with the movement of the avatar on the
platform and interaction with other colleagues expected to invoke more creativity in
their innovation competences (Insightful Environment, 2023). Metaverse can also
improve employees’ skills and facilitate training techniques that could come from
interactive games in addition to learning through simulation (Lawton, 2022). It has
also been argued that metaverse is conducive to a more human-centered work

environment, in the sense that it compromises the physical, augmented, and virtual
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sphere, which is expected to offer employees contextual information for a better
decision-making regarding their daily responsibilities (Galer, 2022). Metaverse can also
facilitate collaboration, encourage motivation, and strengthen social bonds among
employees like in the physical world, and sometimes in a much better way because of

the conveniences provided (Purdy, 2022).

Notwithstanding these benefits, firms adopting metaverse are also confronted
with various challenges in the workplace. First, employees have to be reskilled in order
to learn how to acquire new knowledge important to efficiently operate in a metaverse
environment, with some of them running the risk of becoming technologically
unemployed (Lawton, 2022). Moreover, metaverse could breed fatigue and, in some
cases, psychological problems among employees, with a recent study showing that
some people moving from the physical desktop atmosphere to the virtual reality
environment suffering from simulator sickness, expressed in the form of migraine,
nausea, and anxiety (Biener et al., 2022). Furthermore, employees could face adverse
outcomes if their trust in the system fade away due to discontinuity of the entire virtual
world project that could lead to redundancy, high rate of turnover, decrease in job
satisfaction (Zhao et al., 2007). This was evident at Microsoft, one of the early adopters
of the idea to move into metaverse, where more than 100 jobs involved in its Industrial
Metaverse project were lost after the company had to abandon it due to instability and

high-level of risk (Miller, 2023).

3.2 Marketplace influences
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Despite its short presence, Metaverse is also making inroads as a huge marketplace
platform. According to Bloomberg Intelligence (2021), there is prediction that the value
of metaverse as a marketplace could be estimated to be around $800 billion, with a
potential to exceed $1 trillion in the next few decades. Moreover, according to Morgan
Stanley analysts, metaverse as a marketplace could attract revenue of over $50 billion
by 2030 for luxury brands (Goldstein, 2021). For example, Dolce & Gabbana, an Italian
luxury brand, has recently made $5.7million revenues from its nine non-fungible
tokens (NFTs)" sold, which indicates a high potential of virtual marketplace for luxury
brands in the near future (Masoni, 2021). (See Table 3 for some examples of firms
using metaverse as a marketplace).
...insert Table 3 about here...

There are various benefits associated with the use of metaverse as a
marketspace. First, consumers can explore their favorite brands digitally in the
convenience of their homes, without travelling to any physical shop, hence embracing
metaverse as a new channel outlet (Reiff, 2022; Zhang, 2023). For example, in 2021,
Gucci made its first appearance on metaverse via the Roblox gaming platform with 42
million users giving the possibility to own collectibles and limited-edition of Gucci's
accessories costing between $1.20 and $9.00 (Barry, 2021). This clearly indicates that
commerce is radically changing in line with the shift toward virtual spaces and

corresponding shared experiences, with evidence showing that four in five consumers

T NFTs are seen as “a digital asset that establishes authenticity and ownership and can be verified on a blockchain network. It is
a way to claim ownership of a digital file and is comparable to a certificate of authenticity you might get if you buy a sculpture”
(Peters, 2021).
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with an active presence on metaverse have bought an item from there to facilitate their
online experience (McKinsey and Company, 2022). Another benefit associated with
metaverse in the marketplace, is that it unleashes creativity and customizations to
individuals and as such brands stand to benefit from a product, as is the case of
wearable NFTs that would not be inhibited by lack of fabric, safety of the product,
social norms, and practicality regarding design (Zhang, 2023). Replicating NFTs is
barely impossible, hence, metaverse guarantees and facilitates psychological
ownership of the brand which stands to eliminate the old held idea that digital goods
predominantly are of less value compared to their physical counterparts (Hofstetter et
al., 2022). Additionally, branded NFTs could be a source of increasing brand awareness,
bring on board audiences that were not reachable before, build strong brand loyalty,
and act as a catalyst for NFTs’ audience to proceed with the purchase of the physical

product (Colicev, 2023).

Despite these benefits, there are also some concerns regarding the use of
metaverse as a marketplace. Caution has been noted regarding security and privacy
threats. For example, customers have concerns about how the companies they use
collect, store, and use data when they move to have presence in a metaverse sphere.
Much of this comes across in that any augmented reality (in which metaverse also falls)
obtains users’ biometric data, facial characteristics, and distinctive gestures, which,
without adequate secured storage protocol could be potential used by scammers for
their own criminal acts (Lawton, 2022). acts. Another concern has to do with the fact

that personal avatars are not absolutely owned by consumers, but by the firm or the
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metaverse platform it was created on (Belk et al., 2022). Also, the possession of the
brand is attached to huge sums of money people spend, and, if absoluteness of the
brand purchased is not guaranteed, it may shake consumers’ ownership with possible

detrimental effects on the firm and its brands (Hennig-Thurau et al,, 2023).

4. Conceptual model and propositions
Our previous analysis has brought to the surface various issues that connect metaverse
with the firm’s psychological contract with either its employees or customers. Figure
1 presents a conceptual model that incorporates the key variables involved, which
relate to a set of propositions explained in the following.

...insert Figure 1 about here...

To have a strong grounding of employees’ psychological contract, firms need
to have a strong foundation in metaverse to enhance employee experience and
meeting up their needs at work. Hence, metaverse creates a platform through which
employees can interact with colleagues in their avatar nature, which is expected to
invoke employees’ competences driving out their creativity (Insightful Environment,
2023). This is because in a metaverse virtual world, employees have the opportunity to
share views, explore and exploit new ideas, and come up with improved and innovative
solutions to problems. Employees benefit also from contextual information that
carefully directs their decision-making relating to their job responsibilities (Galer,
2022). In particular, employees experience a physical, augmented, and virtual

atmosphere that serve as a catalyst to access a plethora of information, which
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facilitates performing more efficiently their daily duties and enhances their
commitment at work (Galer, 2022). Moreover, metaverse helps to cultivate a
collaborative environment with other employees, which is by far better compared to
ordinarily digital platforms (Lawton, 2022; Galer, 2022). In fact, in a metaverse context,
information between employees flows more freely and quickly, based on an immersive
learning experience that incorporates all five senses, building in this way stronger
relationships and instilling authentic trust at the workplace (Galer, 2022). There are also
indications that metaverse helps to drive up employee productivity and enhance focus
on work responsibilities when meeting in virtual rooms designed as “real estates” for
discussion and other work-related issues (Bhaimiya, 2022). Metaverse can also provide
a conducive environment for rigorous training of the firm’'s personnel, as well as
increase efficiency and effectiveness at work, resulting in more committed, motivated,
and satisfied employees (McGee, 2023). Based on the previous argumentation, we may
posit that:

P1:The firm’s adoption of a metaverse approach in the workplace has a positive effect on

its psychological contract with employees.

Metaverse as a virtual marketplace has become attractive to brands, with a
growing number of firms finding solace in this new environment with much
enthusiasm (Belk et al., 2022; Reiff, 2022). Among the changes that metaverse has
introduced is the possibility for consumers to have an exciting living, entertainment,

and interaction that is accompanied by immersive atmosphere powered by 3D, virtual
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reality (VR), and blockchain technology (Zhang, 2023). In addition, metaverse helps to
allow customers from around the globe to experience the brand without necessarily
incurring any cost, unlike the actual product which would have not been the case
(Hollensen et al.,, 2023). Moreover, metaverse helps to increase customers to tap into
opportunities irrespective of where they are located, thereby helping to reduce any
cost and time constraints (Hollensen et al., 2023). Besides, it is immersive, and
customers will see themselves within the virtual world (not merely accessing the
Internet), thus creating a more engaging experience for them (Hadi et al., 2023). This
can create a strong brand relationship with customers, as in the case of Nike which
reported that some of its customers were willing to pay from $4,000 to $9,500, and
sometimes hundreds of thousand dollars, for a digital version of its shoes (Brook, 2022;
Zhang, 2022). Accordingly, metaverse as a marketplace for firm could provide the
impetus to customer satisfaction which then would have a profound impact on their
psychological contract with the firm. Hence, the following proposition can be made:

P> The firm’s adoption of a metaverse approach in the marketplace has a positive effect

on its psychological contract with customers.

When an employee’s psychological contract is met, this can serve as an impetus
to satisfy customers’ needs and wants (Baker et al., 2014). General branding literature
highlights the importance of employees in advancing brands, serving as ambassadors
to promote the brand to customers (Kusi et al,, 2021). Indeed, frontline employees

provide a vital component in the firm's effort to deliver customer value, especially
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when there is a transfer from a physical good to a service offering (Berry, 2000;
Lohndorf, and Diamantopoulos, 2014). As the metaverse offers employees an
‘immersive’ feature to have a virtual world experience that meets up their own
psychological contract, this is expected to also have a positive effect in the way they
treat customers, fulfilling in this way their psychological contract accordingly (Hadi et
al., 2023). An earlier study on the relationship between employee job satisfaction and
customer satisfaction in a relational context revealed such as a positive association
(Zablah et al., 2016), while another recent study by Kutaula et al. (2022) reported that
a frontline employee customer-oriented behavior leads to favorable customer
outcomes. Moreover, Terglav et al. (2016) study found that employee brand
knowledge, employee-brand fit, and employee psychological contract play a
meaningful role in explaining the relationship between brand-oriented leadership and
brand commitment. It has also been posited that the psychological contract directs
how employees display brand image, which increases customer retention (Miles and
Mangold, 2004), while a recent study among e-retailers showed that to build an
effective loyalty program for customers, there is a need to create strong community
commitment within the firm that fulfils the psychological contract with customers (Bi,
2019). We can therefore propose the following:

Ps:There is a positive relationship between employee’s psychological contract fulfilment
and customer psychological contract fulfilment in the case of firms adopting a meta-

verse approach.
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Metaverse is also viewed as a stimulus for cross-selling of NFTs (Colicev, 2023),
which frontline employees would facilitate to offer such products to a new set of
customers via the virtual world. Firms strive to reach out to their frontline employees
to meet their psychological contract through virtual marketplace which will translate
into promoting their products to customers and generate more sales and profits
(Kingshott et al., 2022). Nonetheless, breaching this psychological contract puts strain
on employees as found in the study of Gakovic and Tetrick (2003). A recent study also
reported that breaching an employee psychological contract results in increasing
feelings of violation and reduces trust, which has detrimental consequences on
employee-customer relationship and the firm'’s financial performance (Culiberg et al,
2023). Firms, hence, act positively to cultivate and sustain employees’ psychological
contract having in mind that will instigate their positive attitude toward customers to
achieve satisfaction, which will subsequently result in heightened business
performance (Zablah et al, 2016). This is because customer satisfaction raises the
prospects of customer retention and loyalty, as well as helps to acquire new customers
through positive word-of-mouth, which helps to increase the firm’s sales and profits
(Kusi et al.,, 2021; Keller, 2016). Since employees are the driving force behind executing
the firm’s service offering for customer satisfaction, we can conclude that a sound
psychological contract with them will improve the firm's performance. From the above
analysis, it can be argued that:

P4 There is a positive impact of employee psychological contract fulfilment in metaverse

virtual world and firm performance.
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Metaverse has a significant impact on consumer-brand relationship, but this
relationship needs the support of a strong brand image (Wongkitrungrueng and
Suprawan, 2023). In fact, metaverse allows brands to create an immense brand
community that is very engaging to assist customers with online and offline product
ownership and accordingly develop a strong brand relationship (Colicev, 2023). A
recent study into the consequences of metaverse on luxury branding showed that this
strengthens consumers’ perceptions of scarcity and innovatively communicates brand
heritage (Murtas et al, 2023). Metaverse has also the prospect to offer firms the
possibility to exploit NFTs to improve their brand status, as is the case with renowned
brands, such as Pizza Hut, Samsung, and Gucci, which have recently launched products
in an NFT format (Hofstetter et al., 2022; Kelly, 2022). In addition, metaverse has the
potential to improve brand awareness, provide cross-selling opportunities, and
instigate stronger perceived ownership of certain brand elements (e.g., logo, patent,
trademark) that will help to improve business performance results (Colicev, 2023).
However, to achieve this, it is important for firms to provide structural assurances to
customers (e.g., regulations, guarantees, promises) to mitigate against any perceived
violation of their psychological contract (i.e., failure of the firm to honor its contractual
obligations) (Malhotra et al,, 2017). The provision of such assurances will invigorate
customers to have confidence to re-use the brand as they feel confident, secure, and
safe, which will subsequently enhance their loyalty and retention (Malhotra et al,

2017). We can therefore offer the following proposition:
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Ps. There is a positive impact of customer psychological contract fulfilment in metaverse

virtual world and firm performance.

5. Conclusions

Our previous analysis has amply demonstrated that metaverse is an important
business phenomenon that it came to stay and even provide the option of a new
business model for firms. This is because metaverse in the workplace gives employees
an entirely new working environment characterized by numerous opportunities (e.g.,
improving employee creativity and productivity), but also challenges (e.g.
psychological exhaustion and illness). In similar vein, metaverse generates significant
changes in the marketplace, providing plenty of benefits (e.g., expanding
product/brand range to customers), but also raising several concerns (e.g., potential

violation of personal data protection) among customers.

Most importantly, we have explained that the adoption by the firm of a
metaverse approach has important ramifications on its psychological contract with
both its employees and customers, significantly changing the current nature of these
contracts. The application of metaverse at the workplace helps employees to enrich
and successfully accomplish their firm’s psychological contract, while its adoption at
the marketplace facilitates empowers customers to meet their own psychological

contract. We have also noted synergistic effects between these two sets of contracts,
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with the one for employees providing an impetus to further enhance the fulfillment of

that of customers.

Finally, the firm’s accomplishment of the firm's psychological contracts with
both its employees and customers is expected to have favorable effects on its business
performance. This is attributed to the satisfaction received, which in the case of
employees leads them to work with greater zeal and efficiency, while for customers
makes them more engaged and loyal to the firm’s brands. Thus, satisfied customers
bring joy and fulfilment to employees that endeavor them to realise their
psychological contract. By the same token, if customers reach the point of satisfaction
resulting from their encounter with employees, they tend to reach their psychological
contract. Meeting up psychological contract by both employees and customers
strengthens the brand relationship, and hence, ramifications on the firm's

performance.

6 Implications

6.1 Theoretical implications
Psychological contracts, focusing on either employees or customers, have traditionally

been examined within a physical environment, setting specific roles, responsibilities,
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and expectations. However, our analysis has shown that with advent of the metaverse
and its adoption by a growing number of firms at the workplace and/or the
marketplace calls for a drastic revisit of these contracts to incorporate the new issues
brought forward by bringing people together to interact with each other in a virtual
domain. As a result, psychological contract theory (Rousseau, 1995; Guest, 2004), which
argues that employers and employees have obligations towards each other, so that a
promise and obligation made to employees to carry their responsibilities in the
organization could be done effectively and efficiently. This should be significantly
augmented to reflect these new developments in psychological contracts brought

forward by the metaverse phenomenon.

Our analysis presents new theoretical insights of how metaverse can facilitate
employees to meet their psychological contractual obligations through interactions,
collaboration, and generation of new skills that results in a positive affirmation by the
employer. Useful insights are also provided on how metaverse is changing the
traditional marketplace and even the digital marketspace, by providing firms an
opportunity to use the virtual world to develop new points of sale and a readily
customer base willing to buy from this new distribution channel. The fact that the firms'’
adoption of metaverse at both the workplace and the marketplace impacts business
performance makes the theoretical understanding of this new phenomenon more
imperative, particularly within the human resource management and marketing

domains. It is also crucial to establish clear, measurable performance indicators that
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will account for both output and the quality of interactions within the Metaverse, with

particular emphasis on engagement and satisfaction.

6.2 Managerial implications

Traditionally, the psychological contract has been instrumental in elucidating the
unwritten and implicit agreements that govern firm-employee relationships. However,
as businesses increasingly interact in virtual spaces, a new set of unarticulated
expectations emerge, and, therefore, it is essential to revise their psychological
contracts with employees to clearly define their new roles, responsibilities, and
expectations. They should also offer comprehensive training to employees tailored to
the metaverse context, including the use of virtual tools, navigation within the
metaverse, and understanding the behavioral norms within this space. adequate
training and resources for their employees to engage effectively with customers,
develop policies and cultures that support a healthy work-life balance, and ensure
communication open for feedback and adjustment of the psychological contract that
underlies the firm-employee relationship. It is also vital to provide clear guidelines to
employees that will help them to better understand how to interact effectively and

professionally with customers in virtual spaces.

Metaverse can pose new challenges in firms’ customer relationship
management (CRM) strategy. Unlike traditional platforms, the continuous evolution of
technology in metaverse fosters a deeply interactive environment where customers are

not mere passive recipients but active contributors. Hence, they play a critical role in
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co-creating value, shaping experiences, and personalizing the customer journey. This
implies revising the firm-customer psychological contract as a way to reflect
collaborative engagement and heightened expectations regarding personalized
experiences and immediate firm response. However, the absence of traditional physical
cues and touchpoints may lead to ambiguities, potentially resulting in perceived
breaches of the psychological contract, which can harm customer trust and brand
loyalty. Hence, businesses operating in the Metaverse should ensure that they not only

meet but also anticipate the evolving implicit expectations of their customer base.

7. Future research

Given the conceptual nature of our article, we encourage future research to empirically
examine the relationships of constructs in our proposed conceptual model. However,
since metaverse is a new business phenomenon, which is still at its early stage of
adoption, it may take some time before embarking on a large-scale quantitative study
to be able to have empirical insights on the subject. Beyond quantitative research, a
qualitative approach, taking the form in-depth interviews, focus group discussions,
netnography, and Think-Aloud protocol is also essential to unpack the emerging and

evolving aspects of psychological contracts in metaverse context.

We also encourage researchers to take in examining metaverse effects on more
specific psychological contract relationships involving employees (e.g., supervisor-

supervisee) and customers (e.g., customer-brand), as well as extent the analysis to new
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forms of psychological contracts related to metaverse, such as between the platform
provider and other stakeholders. It would also be illuminating for future studies to
examine metaverse has transformed and impacted on psychological contracts across
different industries, such as virtual retailing, online entertainment, tourism, and

hospitality.

Considering the significant changes introduced by metaverse in the workplace,
there is also a need to have a more in-depth investigation of resulting new terms and
conditions of the psychological contract between the firm and its employees. Future
research can incorporate concepts from both employees (e.g., expectation, well-being,
and job mobility) and organizations (e.g., organizational values, leadership, and
management team), which will broaden our understanding of the components that
shape psychological contracts in a metaverse context. Moreover, the effects of
employee engagement in the metaverse on job performance, knowledge sharing, and

team dynamics, present significant areas for future research.

Another critical avenue of inquiry lies in how firms can manage customer
relationships in the metaverse. For instance, the development of innovative customer
relationship management (CRM) strategies tailored for the Metaverse marketplace,
aiming at customer retention and acquisition could be another new area of research.
This will warrant investigation of the nuances of customer behaviors as they navigate

between these interwoven real and virtual worlds, such as understanding, such as
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understanding how consumption patterns differ across traditional, digital, and

metaverse contexts and their impact on brand loyalty and revenue.

Finally, it would be useful to examine the barriers of adopting metaverse in
business and how these can be lifted, especially taking into consideration that the
transition to the virtual space requires a good deal of investment and firms limited in
financial and human resources might not be able to have presence there. It is also
worthy to investigate the potential negative psychological, behavioral, and health
issues of people involved in metaverse (e.g., addiction, anxiety, sense of detachment
from reality) and how these can be accommodated in a business context by adopting

a socially responsible perspective.

Reference

27



Baker, T. L, Rapp, A., Meyer, T., and Mullins, R. (2014). The role of brand communications on
front line service employee beliefs, behaviors, and performance. Journal of the Academy
of Marketing Science, 42, 642-657.

Bal, P. M., Kooij, D. T., and De Jong, S. B. 2013. How do developmental and accommodative
HRM enhance employee engagement and commitment? The role of psychological
contract and SOC strategies. Journal of Management Studies, 50(4), 545-572.

Barry, C., 2021. Gucci Digitally Outfits Gen-Z in Metaverse Foray with Roblox. AP News.

Belk, R, Humayun, M., & Brouard, M. (2022). Money, possessions, and ownership in the
Metaverse: NFTs, cryptocurrencies, Web3 and Wild Markets. Journal of Business
Research, 153, 198-205.

Berry, L.L, 2000. Cultivating service brand equity. Journal of the Academy of marketing
Science, 28, pp.128-137.

Biener, V., Kalamkar, S., Nouri, N., Ofek, E., Pahud, M., Dudley, J. J,, ... and Grubert, J. (2022).
Quantifying the effects of working in VR for one week. IEEE Transactions on Visualization
and Computer Graphics, 28(11), 3810-3820.

Bhaimiya, S. 2022. | tried out Meta's virtual reality headset, the Meta Quest Pro. Available from:
https://www.businessinsider.com/i-used-metas-virtual-reality-headset-in-office-in-
metaverse-2022-12?r=US&IR=T (Accessed: 6 November 2023).

Bi, Q (2019). Cultivating loyal customers through online customer communities: A
psychological contract perspective. Journal of Business Research, 103, 34-44.)

Bloomberg Intelligence. 2021. Metaverse may be $800 billion market, next tech platform
insights. Available from: https://www.bloomberg.com/ professional/blog/metaverse-may-
be-800-billion-market-nexttech-platform/ (Accessed: 11 November 2023)

Braganza, A., Chen, W., Canhoto, A., & Sap, S. (2021). Productive employment and decent work:
The impact of Al adoption on psychological contracts, job engagement and employee
trust. Journal of business research, 1317, 485-494.

Brooks, K. J. 2022. Nike's new NFT sneakers selling for more than $100,000. Available from:
https://www.cbsnews.com/news/nike-cryptokicks-nft-blockchain-metaverse-rtfkt/
(Accessed: 11 November 2023).

Coetzee, M., & Deas, A. (Eds.). (2021). Redefining the psychological contract in the digital era:
Issues for research and practice. Springer Nature.

Colicev, A. (2023). How can non-fungible tokens bring value to brands. International Journal of
Research in Marketing, 40(1), 30-37.

Coyle-Shapiro, J. A. M., Pereira Costa, S., Doden, W., & Chang, C. 2019. Psychological contracts:
Past, present, and future. Annual Review of Organizational Psychology and Organizational
Behavior, 6, 145-169.

Conway, N., & Briner, R. B. 2009. Fifty years of psychological contract research: what do we
know and what are the main challenges?. International review of industrial and
organizational psychology, 71-130.

Conway, N, Kiefer, T, Hartley, J., & Briner, R. B. 2014. Doing more with less? Employee reactions

to psychological contract breach via target similarity or spillover during public sector
organizational change. British Journal of Management, 25(4), 737-754.

28


https://www.businessinsider.com/i-used-metas-virtual-reality-headset-in-office-in-metaverse-2022-12?r=US&IR=T
https://www.businessinsider.com/i-used-metas-virtual-reality-headset-in-office-in-metaverse-2022-12?r=US&IR=T
https://www.cbsnews.com/news/nike-cryptokicks-nft-blockchain-metaverse-rtfkt/

Culiberg, B., Abosag, I, & Cater, B. (2023). Psychological contract breach and opportunism in
the sharing economy: Examining the platform-provider relationship. Industrial Marketing
Management, 111, 189-201.

Dwivedi, Y. K., Hughes, L., Wang, Y., Alalwan, A. A,, Ahn, S. J., Balakrishnan, J., ... & Wirtz, J.
(2023). Metaverse marketing: How the metaverse will shape the future of consumer
research and practice. Psychology & Marketing, 40(4), 750-776.

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

Gadalla, E., Keeling, K, and Abosag, |. (2013). Metaverse-retail service quality: A future
framework for retail service quality in the 3D internet. Journal of Marketing
Management, 29(13-14), 1493-1517.

Gakovic, A. and Tetrick, L.E,, 2003. Psychological contract breach as a source of strain for
employees. Journal of business and Psychology, 18, pp.235-246.

Galer, S. (2022). Workplace Trends In The Metaverse: No One Else Can Be You. Available from:
https://www.forbes.com/sites/sap/2022/11/28/workplace-trends-in-the-metaverse-no-
one-else-can-be-you/?sh=7f996f345326 (Accessed: 6 November 2023).

Gilbert, S. (2022). Working in the metaverse: what virtual office life could look like. Available
from:  https://theconversation.com/working-in-the-metaverse-what-virtual-office-life-
could-look-like-180444 (Accessed: 6 November 2023).

Goldberg, M., and Schér, F. (2023). Metaverse governance: An empirical analysis of voting
within Decentralized Autonomous Organizations. Journal of Business Research, 160,
113764.

Goldstein, S. 2021. Luxury in the metaverse? Morgan Stanley says it could become a €50 billion
market. Available from: https://www.marketwatch.com/story/luxury-in-the-metaverse-
morgan-stanley-says-it-could-become-a-50-billion-market-11637058661 (Accessed: 29
October 2023).

Guest, D.E., 2004. The psychology of the employment relationship: An analysis based on the
psychological contract. Applied psychology, 53(4), pp.541-555.

Gursoy, D., Malodia, S. and Dhir, A. 2022. The metaverse in the hospitality and tourism
industry: an overview of current trends and future research directions. Journal of
Hospitality Marketing and Management, 31(5), pp. 527-534

Hadi, R., Melumad, S., and Park, E. S. 2023. The Metaverse: A new digital frontier for consumer
behavior. Journal of Consumer Psychology.

Hakkarainen, T., and Colicev, A. 2023. Blockchain-enabled advances (BEAs): Implications for
consumers and brands. Journal of Business Research, 160, 113763.

Hai-Ming, C. Li-Chi, L, Tao-Sheng, C., and Chen-Ling, F. 2020. The effects of social
responsibility and hypocrisy on the relationship among psychological contract violation,
trust and perceived betrayal. International Journal of Conflict Management, 31(2), 241-261.

Han, D. I. D., Bergs, Y., and Moorhouse, N. 2022. Virtual reality consumer experience escapes:
Preparing for the metaverse. Virtual Reality, 26(4), 1443-1458.

Hennig-Thurau, T., Aliman, D. N., Herting, A. M., Cziehso, G. P., Linder, M., and Kdbler, R. V.
(2023). Social interactions in the metaverse: Framework, initial evidence, and research
roadmap. Journal of the Academy of Marketing Science, 51(4), 889-913.

29


https://www.forbes.com/sites/sap/2022/11/28/workplace-trends-in-the-metaverse-no-one-else-can-be-you/?sh=7f996f345326
https://www.forbes.com/sites/sap/2022/11/28/workplace-trends-in-the-metaverse-no-one-else-can-be-you/?sh=7f996f345326
https://theconversation.com/working-in-the-metaverse-what-virtual-office-life-could-look-like-180444
https://theconversation.com/working-in-the-metaverse-what-virtual-office-life-could-look-like-180444
https://www.marketwatch.com/story/luxury-in-the-metaverse-morgan-stanley-says-it-could-become-a-50-billion-market-11637058661
https://www.marketwatch.com/story/luxury-in-the-metaverse-morgan-stanley-says-it-could-become-a-50-billion-market-11637058661

Hofstetter, R, de Bellis, E., Brandes, L., Clegg, M., Lamberton, C., Reibstein, D., Rohlfsen, F.,
Schmitt, B. and Zhang, J.Z., 2022. Crypto-marketing: How non-fungible tokens (NFTs)
challenge traditional marketing. Marketing Letters, 33(4), pp.705-711.

Hollensen, S., Kotler, P, & Opresnik, M. O. (2022). Metaverse-the new marketing
universe. Journal of Business Strategy, (ahead-of-print).

Ismail, I. J. 2022. | trust friends before | trust companies: The mediation of WOM and brand
love on psychological contract fulfilment and repurchase intention. Management
Matters, 19(2), 167-186.

Insightful Environment 2023. Are we headed towards a metaverse workplace?
(Ahttps://www.ie-uk.com/blog/are-we-headed-towards-a-metaverse-workplace
(Accessed: 25 October 2023)

Kelly, K. L. (2022). Pre-orders of Samsung'’s new Galaxy S22 smartphone to come with NFTs,
Decrypt. Available from: https:// decry pt. co/ 92880/ pre- orders- samsu ng- new- galaxy-
s22- smart- phone- come- nfts. (Accessed: 11 November 2023)

Keller, K. L. 2016. Reflections on customer-based brand equity: Perspectives, progress, and
priorities. AMS Review, 6(1), 1-6.

Koohang, A., Nord, J.H, Ooi, KB, Tan, GW.H., Al-Emran, M., Aw, E.C.X,, Baabdullah, AM,,
Buhalis, D., Cham, T.H., Dennis, C. and Dutot, V., 2023. Shaping the metaverse into reality:
a holistic multidisciplinary understanding of opportunities, challenges, and avenues for
future investigation. Journal of Computer Information Systems, 63(3), pp.735-765.

Kim, D. Y., Lee, H. K, and Chung, K. (2023). Avatar-mediated experience in the metaverse: The
impact of avatar realism on user-avatar relationship. Journal of Retailing and Consumer
Services, 73, 103382.

Kingshott, R. P., Gaur, S. S., Sharma, P., Yap, S. F., and Kucherenko, Y. (2021). Made for each
other? Psychological contracts and service brands evaluations. Journal of Services
Marketing, 35(3), 271-286.

Kusi, S.Y., Gabrielsson, P. and Kontkanen, M. 2021. Developing brand identities for
international new ventures under uncertainty: Decision-making logics and psychic
distance. International Business Review, 30(6), p.101867.

Kutaula, S., Gillani, A, C. Leonidou, L., and Palihawadana, D. (2022). Exploring frontline
employee-customer linkages: a psychological contract perspective. The International
Journal of Human Resource Management, 33(9), 1848-1885.

Lawton, G. 2022. How will the metaverse affect the future of work? Available from:
https://www.techtarget.com/searchcio/tip/How-will-the-metaverse-affect-the-future-of-
work, (Accessed: 25 October 2023)

Loffert, R. M., & Diehl, M. R. (2023). A psychological contract perspective to managing the
employment relationship during the COVID-19 pandemic in the aviation industry. The
International Journal of Human Resource Management, 1-28.

Loéhndorf, B., and Diamantopoulos, A. 2014. Internal branding: Social identity and social
exchange perspectives on turning employees into brand champions. Journal of Service
Research, 17(3), 310-325.

Malhotra, N., Sahadeyv, S., and Purani, K. 2017. Psychological contract violation and customer
intention to reuse online retailers: Exploring mediating and moderating
mechanisms. Journal of Business Research, 75, 17-28.)

Manila, M. 2021. World's biggest IKEA store opens in PH on Nov. 25. Available from:
https://www.cnnphilippines.com/lifestyle/2021/11/12/IKEA-Philippines-physical-store-
opening.html (Accessed: 6 November 2023).

30


https://www.ie-uk.com/blog/are-we-headed-towards-a-metaverse-workplace
https://www.techtarget.com/searchcio/tip/How-will-the-metaverse-affect-the-future-of-work
https://www.techtarget.com/searchcio/tip/How-will-the-metaverse-affect-the-future-of-work
https://www.cnnphilippines.com/lifestyle/2021/11/12/IKEA-Philippines-physical-store-opening.html
https://www.cnnphilippines.com/lifestyle/2021/11/12/IKEA-Philippines-physical-store-opening.html

Marr, B. (2022). The Metaverse And Digital Transformation At McDonald'’s. Available from:
https://www.forbes.com/sites/bernardmarr/2022/06/22/the-metaverse-and-digital-
transformation-at-mcdonalds/?sh=1005a4133967 (Accessed: 24/09/2023)

Masoni, D. 2021. Metaverse: a $50 bin revenue opportunity for luxury — MS. Available:
https://www.reuters.com/technology/metaverse-50-bln-revenue-opportunity-luxury-ms-
2021-11-16/ (Accessed: 29 October 2023).

Menninger, K. (1958). Theory of psychoanalytic technique. Basic Books.

McGee, P. 2023. Hands on with Apple’s Vision Pro: bringing the metaverse to life. Available
from: https://www.ft.com/content/794292d8-759f-491a-9776-98fb687c45cc (Accessed: 2
November 2023)

McKinsey and Company 2022. What is the Metaverse? Available from:
https://www.mckinsey.com/featured-insights/mckinsey-explainers/what-is-the-
metaverse#/ (Accessed: 29 October 2023)

McKnight, D. H., Choudhury, V., & Kacmar, C. 2002. Developing and validating trust measures
for e-commerce: An integrative typology. Information systems research, 13(3), 334-359.

Miller, R. 2023. Microsoft's Industrial Metavserse Aspirations Can Wait. Available from:
https://www.forbes.com/sites/rosemariemiller/2023/02/14/microsofts-industrial-
metaverse-aspirations-can-wait/?sh=22ba5791140a (Accessed: 6 November 2023).

Miles, S. J, and Mangold, G. 2004. A conceptualization of the employee branding
process. Journal of relationship marketing, 3(2-3), 65-87.

Murtas, G., Pedeliento, G. and Mangio, F., 2023. Luxury fashion brands at the gates of the Web
3.0: An analysis of early experimentations with NFTs and the metaverse. Journal of Global
Fashion Marketing, pp.1-25.

Oh, H.J,, Kim, J., Chang, J. J,, Park, N., & Lee, S. (2023). Social benefits of living in the metaverse:
The relationships among social presence, supportive interaction, social self-efficacy, and
feelings of loneliness. Computers in Human Behavior, 139, 107498.

Peters, J. (2021). Adidas sold more than $22 million in NFTs, but it hit a few snags along the
way. Available from: https://www.theverge.com/2021/12/17/22843104/adidas-nfts-
metaverse-sold-bored-ape (Accessed: 29 October 2023).

Purdy, M. 2022. How the Metaverse Could Change Work. Harvard Business Review,
https://hbr.org/2022/04/how-the-metaverse-could-change-work (Accessed: 25 October
2023)

Ramadan, Z. 2023. Marketing in the metaverse era: toward an integrative channel
approach. Virtual Reality 27, 1905-1918.

Reiff, N. 2022. Why  Fidelity @ Got Into Bitcoin,”  available  from:
https://www.investopedia.com/investing/why-fidelity-got-bitcoin/. (Accessed: 11
November 2023)

Robinson, S. L., & Morrison, E. W. (2000). The development of psychological contract breach
and violation: A longitudinal study. Journal of Organizational Behavior, 21(5), 525-546.
Roehling, M. V. 2008. An empirical assessment of alternative conceptualizations of the
psychological contract construct: Meaningful differences or “much to do about nothing"?

Employee Responsibility and Rights Journal, 20, 261-290

Rousseau, D. (1995). Psychological contracts in organizations: Understanding written and
unwritten agreements. Sage publications.

Steenkamp, J.B.E., 2020. Global brand building and management in the digital age. Journal of
International Marketing, 28(1), pp.13-27.

31


https://www.forbes.com/sites/bernardmarr/2022/06/22/the-metaverse-and-digital-transformation-at-mcdonalds/?sh=1005a4133967
https://www.forbes.com/sites/bernardmarr/2022/06/22/the-metaverse-and-digital-transformation-at-mcdonalds/?sh=1005a4133967
https://www.reuters.com/technology/metaverse-50-bln-revenue-opportunity-luxury-ms-2021-11-16/
https://www.reuters.com/technology/metaverse-50-bln-revenue-opportunity-luxury-ms-2021-11-16/
https://www.ft.com/content/794292d8-759f-491a-9776-98fb687c45cc
https://www.mckinsey.com/featured-insights/mckinsey-explainers/what-is-the-metaverse#/
https://www.mckinsey.com/featured-insights/mckinsey-explainers/what-is-the-metaverse#/
https://www.forbes.com/sites/rosemariemiller/2023/02/14/microsofts-industrial-metaverse-aspirations-can-wait/?sh=22ba5791140a
https://www.forbes.com/sites/rosemariemiller/2023/02/14/microsofts-industrial-metaverse-aspirations-can-wait/?sh=22ba5791140a
https://www.theverge.com/2021/12/17/22843104/adidas-nfts-metaverse-sold-bored-ape
https://www.theverge.com/2021/12/17/22843104/adidas-nfts-metaverse-sold-bored-ape
https://hbr.org/2022/04/how-the-metaverse-could-change-work
https://www.investopedia.com/investing/why-fidelity-got-bitcoin/

Su, L, Laczniak, R. N., Walker, D., and Raju, S. (2023). Is strong more vulnerable? An empirical
investigation of psychological contract formation, violation, and customer
reactions. Journal of Business Research, 168, 114223.

Swaminathan, V., Sorescu, A., Steenkamp, J. B. E,, O'Guinn, T. C. G., & Schmitt, B. 2020. Branding
in a hyperconnected world: Refocusing theories and rethinking boundaries. Journal of
Marketing, 84(2), 24—46.

Terglav, K., Ruzzier, M. K., and Kase, R. (2016). Internal branding process: Exploring the role of
mediators in top management's leadership—commitment relationship. International
Journal of Hospitality Management, 54, 1-11.

Tsai, S. P. (2022). Investigating metaverse marketing for travel and tourism. Journal of Vacation
Marketing, 13567667221145715.

Wongkitrungrueng, A. & Suprawan, L. (2023). Metaverse Meets Branding: Examining
Consumer Responses to Immersive Brand Experiences. International Journal of Human—-
Computer Interaction, 1-20.

Wrigt, W. 2022. This Week in the Metaverse: Tinder hooks up with web3, Meta’s "Zuck Bucks'’
& Chipotle’s burrito challenge. Available from:
https://www.thedrum.com/news/2022/04/07 /week-the-metaverse-tinder-hooks-up-
with-web3-meta-s-zuck-bucks-chipotle-s-burrito (Accessed: 11 November 2023).

Xi, N., Chen, J., Gama, F., Riar, M., and Hamari, J. (2023). The challenges of entering the
metaverse: An experiment on the effect of extended reality on workload. Information
Systems Frontiers, 25(2), 659-680.

Yoo, K., Welden, R, Hewett, K., and 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.

Zablah, A. R,, Carlson, B. D., Donavan, D. T., Maxham, I. I. 1., J. G., and Brown, T. J. 2016. A cross-

lagged test of the association between customer satisfaction and employee job satisfaction in

a relational context. The Journal of Applied Psychology, 101(5), 743-755.

Zhang, Z. J. 2023. Cryptopricing: Whence comes the value for cryptocurrencies and
NFTs?. International Journal of Research in Marketing, 40(1), 22-29.

Zhao, H. A. O., Wayne, S. J., Glibkowski, B. C., and Bravo, J. 2007. The impact of pychological
contract break on work-related outcomes: A meta-analysis. Personnel Psychology, 60(3),
647-680.

Zimmermann, D., Wehler, A. and Kaspar, K., 2023. Self-representation through avatars in digital
environments. Current Psychology, 42(25), pp.21775-217809.

Zuo, M., and Shen, Y. 2023. How features and affordances of a metaverse portal engage users?
Evidence from exergames. Internet Research. Forthcoming.

32


https://www.thedrum.com/news/2022/04/07/week-the-metaverse-tinder-hooks-up-with-web3-meta-s-zuck-bucks-chipotle-s-burrito
https://www.thedrum.com/news/2022/04/07/week-the-metaverse-tinder-hooks-up-with-web3-meta-s-zuck-bucks-chipotle-s-burrito

Figure 1: The conceptual model
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Table 1: Indicative studies on metaverse in a business context

Objectives

To explore and identify the
determinants of metaverse
retailing service quality.

To explore the importance
of platform governance in
metaverse.

To explore whether real-
time multisensory social
interactions in the
metaverse via virtual reality
create more value for
participants.

To explore the role of
avatars in social interactions
within the metaverse
environment.

To investigate the social
benefits of utilizing
metaverse platforms.

To investigate how virtual
experiences in metaverse
can impact real-world travel
intentions and behaviors.

To investigate the impact of
metaverse experiential
value on consumer’s brand
perception and virtual
purchase intention.

To explore the impact of
metaverse technologies (AR
and VR) on subjective
workload.

Methodology

Focus group (N=31)
and critical incident
study (N=25)
(Second life
metaverse platform,
content analysis)
Field data (N=1414) (
Decentraland
metaverse platform,
Whale analysis and
Marginal voter
analysis)
Field-experimental
study (n=328)
(Germany, student
sample, SEM analysis)

Experimental study
(n=275) (US, serial
mediation analysis)

Survey (n=300) (
Korea, Roblox and
Zepeto meteaverse
platform, SEM
analysis)

Experimental study
(n=216) (Japan, SEM
analysis)

Survey (n=702)
(Thailand, Zepeto
meteaverse platform,
CB-SEM analysis)

Experimental study
(S1=157,S2=165)
(Finland, student
sample, ANOVA
analysis)
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Key findings

Metaverse provides retailers
opportunities to enhance social
experience, responsive service, and
creative co-production.

Centralized  structures in  the
metaverse could result in monopolies,
but open standards and blockchain
governance might help address these
concerns.

The value of real-time multisensory
interactions in metaverse is not
inherently better than those in two-
dimensional spaces, such as meetings
via Zoom.

The avatar realism and user
familiarity increase the user-avatar
relationship and the intention to use
the avatar.

The enhanced social presence in the
metaverse fosters a supportive
environment for interactions among
younger users.

The perception of holistic presence
(i.e., spatial-presence, social-
presence, and self-presence) in the
metaverse can positively influence
the intention to visit a tourism
destination.

Symbolic value, hedonic value, and
utilitarian value indirectly affect
consumer-brand engagement
through brand image and virtual
purchase intention.

AR was significantly associated with
overall workload, particularly
affecting mental exertion and effort,
whereas VR did not show a notable



impact on any specific aspects of

workload.
Zuo and Shen  To understand how certain Interviews (n=35) Hardware, software, and content are
(2023) features and affordance (China, thematic the elements of metaverse helping to
engage users in the analysis) engage users.

metaverse.
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Table 2: Examples of firms using metaverse applications in their workplace.

Company name

Amazon

Chipotle Mexican
Grill

McDonald's

Wendy's

Zigbang

Nokia

BMW

Bosch

Metaverse applications at the workplace

Amazon, through its augmented reality (AR) Room Decorator — shoppers
could see how a new furniture or other home decorations could fit their
homes in reality, giving them the opportunity to make informed assessment
before they make the purchase.

Normally referred to simply as Chipotle, is an American multinational
restaurant, noted of its bowls, tacos and Mission burritos, in conjunction with
Roblox has opened a virtual restaurant, with an activation for its Chipotle
Boorito Maze, thereafter, Chipotle Burrito Builder, and Chipotle Grill
Simulator. Customers could redeem their promotion code, play-to-earn
among others.

McDonald'’s organizes its virtual restaurant with customer service tills as on
physical premises. Employees need to be virtual world technology savvy
and serve customers in the metaverse restaurant.

Wendy's, a chain of fast-food restaurants, teamed up with Meta to have a
new establishment in metaverse virtual sphere. It has opened a restaurant in
this virtual world where employees work in the same way as in a normal
physical restaurant. Employees take and deliver customer orders, offer
courier service, and address issues as in the physical world.

Zigbang, a Korean PropTech company, has a 30 floor VR office named as
Metapolis. Employees have the liberty to have an avatar that aligns with
them and the move around, while when they come across a colleague they
can stop for a while to chat.

A Finnish mobile network company well noted of its pioneering mobile
phones especially the Nokia 3310. Now it more into business-to-business
telecommunication, and now moving into 6G technology. Nokia employs
metaverse/ Virtual Reality technology to offer training to its employees — the
main idea is to connect people to a common training ground without them
needing to travel.

The German car manufacturer recently employs the virtual technology:
Augmented Reality Engineering Space AR3S (combines Virtual Reality
and Extended Reality) for design and prototyping new products; product
design reviews and assembly checks.

Developed an AR that assists with post-market workshops in relation to
conducting specialist vehicle maintenance and repairs. These tasks cover
readjusting driver assistance sensors especially when the windshield has
been replaced that is estimated to save 15% in terms of times needs/used to
do such things.

Source: Company Webpages; see also, https://www.nokia.com/metaverse/six-metaverse-use-cases-for-
businesses/?did=D000000048558&gad_source=18&gclid=CjwKCAiA6byqBhAWEIWANGCA4BgaVbq0t34099i8v-
SqbCEdG4FOYHrMHKAONIEZf1hS_S9Pt7LtrhoCVXMQAVD_BwE
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Table 3: Examples of firms using metaverse applications in their marketplace

Company name

Adidas

Amazon

Chipotle

Coca-Cola

Gucci

McDonalds

Nike

Metaverse applications at the marketplace

In 2021, Adidas explored the metaverse as a channel outlet for its brand and
within couple of hours, out of 30,000 Into the Metaverse non-fungible token
(NFTs) (each costing 0.2 ETH? equivalent of approximately $765) 29,620
pieces of collectibles were sold with the brand raking in over $22 million The
remaining 380 were intentionally reserved by Adidas for future events (Peter,
2021).

Amazon uses metaverse to serve its customers in a virtual world. For instance,
customers that want to buy furniture could project it to see how it would
look like in the actual living room. Customers can also use their mobile device
to place the order.

In 2021, Chipotle (a chain of restaurants) opened its debut metaverse
restaurant during Hallowen. Visitors could dress their avatar with any of the
Chipotle's themed costumes, such as burrito mummy and chip bag ghost. In
addition, they could play games, hide-and-seek, had codes for use in the
virtual world, but with the possibility to redeem in physical shops.

Coca-Cola created the Coke Zero Sugar Byte in metaverse. Although it made
this virtual version of its product in a limited form, consumers had the
possibility to either consume the product in metaverse or in a physical
environment.

In 2021, Gucci made its first appearance on metaverse via the Roblox gaming
platform, where 42 million users had the possibility to own collectibles and
limited-edition of its accessories costing between $1.20 and $ 9.00.

McDonald’s used the metaverse as another way where customers can buy
and eat their favorite meals. Customer can place their orders at the counter
in the same way as in the physical world. For example, in China, during the
Lunar New Year celebrations, it organized a virtual world version with 12
zodiac signs that align with the Chinese culture. During the visit, each
horoscope was read.

Nike working in collaboration with Roblox has its Nikeland as a marketplace
which has witnessed about 7million visitors since its inception in November
2021 - is to promote strong brand relationship, converge fans together for
socializing, partake in promotional activities and other brand related
experiences. Besides, through its RTFKT acquired NFT collectibles company,
made $3.1million within six minute when it sold only 600 of Nike's NFTs
version.

2 ETH: Ethereum — digital currency.
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