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This study analyzed the impact of applying virtual reality (VR) and the
metaverse to marketing strategies on consumer behavior. First, a review of the latest VR research
was conducted, and the research areas were organized. Next, focusing on advertisements, it was
revealed that narratives promote consumer immersion and form favorable attitudes toward brands.
Furthermore, through experiments in a metaverse environment, we examined how real-time interactions
and the presence of other users provided by VR affect the perception of product scarcity and brand
evaluations. The results showed that when consumers are aware of the presence of others in the
metaverse, the positive impact of scarcity on brand evaluations is strengthened, and this effect is
mediated by social value.
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