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1. Introduction

integral part of modern society. Communication, a fluid and pervasive phenomenon (Bauman, 2015),

is deeply influenced by this situation, with advertising being one of its most prominent
manifestations and open to innovation. It seeks channels that can be personalised and reach targets,
with metaverses recently gaining significant prominence (Sanz-Marcos and Micaletto-Belda, 2019). The
issue becomes relevant among the new generations, whose grammars natively revolve around cyber-
stories (Prensky, 2012; Beltran-Flandoli and Micaletto-Belda, 2019). There is evidence that transmedia
and advertainment actions achieve positive results (Granitz and Forman, 2015). The integration of
emerging technologies, such as virtual reality (VR), into complex transmedia and crossmedia narratives
represents an example of interdisciplinarity (Scolari & Establés, 2017). Studies have noted the
symbiosis between journalism and immersion (Colussi & Reis, 2020; Sanchez-Gonzalez and Benitez-
Gutiérrez, 2021;). In contrast, in advertising there is an epistemological vacuum that drags along a
discourse destined to hatch in society through the metaverse. Consequently, the study contrasts aspects
pertaining to immersive advertising (IP) and the implications that these synthetic spaces will bring,
which can become effective (Jayawardena et al., 2023).

I nformation and communication technologies (ICTs), including extended realities, have become an

1.1. Objectives

The primary objective is to analyse VR and the metaverse in advertising discourse from a
multidisciplinary perspective, with a particular focus on the phenomenon of IP. IP is a digital narrative
that is optimised in transmedia contexts, and this analysis will seek to identify its advantages and
considerations. To achieve this, a taxonomy and a brief state of the art of IP will be proposed.

2. Methodology

The research begins with a deductive method, employing a holistic explanatory-descriptive vision,
which culminates in an exploratory approach (Bernal-Torres, 2016). This is due to the emergence of
these narratives. By integrating this approach, it establishes a solid framework for understanding both
the theoretical and practical aspects of this emerging phenomenon. The perspective is relevant to the
study of social objects (Mufioz-Rocha, 2016), and because IP has a promising character. Theoretical
frameworks are constructed from a multitude of fields of study, forming a complex and multifaceted
theoretical apparatus. This apparatus serves as a research tool, providing a comprehensive overview of
the current state of the art of VR-based advertising. Our methodology employs multi-focal qualitative
techniques, enabling us to observe the phenomenon holistically. A review of existing literature is
conducted to construct a supporting corpus (Hernandez-Sampieri, 2018). The triangulation method
(Stake, 2020) allows for the acquisition of a rigorous view of the content. A multiple case study and
discourse analysis are implemented (Yin, 2017). The responses shown in the form of a taxonomy emerge
from this work, which is structured according to cases, level of interaction and complexity. The
classification is justified given the incipient nature of IP, which is why the area lacks texts of this nature.
The research device employs a visual and interactive discourse analysis, in addition to a documentary
review with a hermeneutic approach. This approach allows for flexibility and supports the
interpretation of the authors (Bernal-Torres, 2016). The process facilitates discussion of the advantages
and considerations of IP as a persuasive narrative, with particular effectiveness in transmedia contexts.
The final frontier is the metaverse.

3. Materials

3.1. From Liquid to Immersive Advertising: The Arrival of the Metaverse

Given the Darwinian nature of advertising, it seeks innovative ways to reach audiences, and ICT offers
unexpected ways to interact. Marketing is subordinated to a relentless pursuit of effectiveness and
efficiency. Whether through an exponentially growing social network or a killer app, i.e. a WhatsApp-
style application, advertising is encountering unprecedented forms of persuasion. An ecosystem of
avant-garde narratives is emerging, in which new formats are germinating. Despite the rise of artificial
intelligence (Polo-Serrano and Martin-Herrera, 2023), augmented realities are adding to the complex
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communication framework (Martin-Ramallal and Micaletto-Belda, 2021). Tastes and consumption
habits are more limited than ever when planning campaigns, including transmedia campaigns, as in the
case of journalism (Mauricio-Calvo and Serrano-Telleria, 2021). In Modernity 2.0, the target audience is
an active and indispensable part of the advertising process. For Sidorenko-Bautista et al. (2018), "the
one-to-many communication characteristic of the 20th century has given way to the many-to-many
model, in which the passive receiver also becomes a transmitter and acquires the full capacity to develop
his creativity" (p. 21), a determining factor of transmediality (Arrojo, 2014). The audience participates
in four ways: by generating content, redistributing it, commenting on it or remixing it (Jenkins et al., p.
26). In a saturated context, it is necessary to reach out and make an impact. In the face of advertising
intoxication, transmedia emerges, multidiscursive rhetorical techniques applied to cybersociety to
make an impact (Alberich-Pascual & Gdmez-Pérez, 2017; Granitz & Forman, 2015). Thus, we understand
advertising as follows:

The placement of advertisements and persuasive messages, in time or space, purchased in any
media by for-profit companies, non-profit organisations, government agencies and individuals to
inform and/or persuade members of a particular target market or audience about their products,
services, organisations or ideas (AMA, 2022).

In turn, the term transmedia was coined by Kinder (1991) and developed and popularised by Jenkins
(2003) as "the process by which the integral elements of a fiction are systematically distributed across
multiple distribution channels in order to create a unified and coordinated entertainment experience"
as quoted in Alberich-Pascual & Gdmez-Pérez (2017, p. 10). The evolution of advertising involves the
construction of complex and fragmented narratives, with the recipient as the undisputed protagonist.

In a context characterised by endless windows of information, VR opens up a new modality of
persuasion (Martin-Ramallal and Bertola-Garbellini, 2021). For Sherman and Craig (2018), it is a
“medium composed of interactive computer simulations that record the positions and actions of
participants and replace or augment feedback to one or more senses, giving the sensation of being
mentally immersed or present in the simulation (virtual world)” (p. 13). In this sense, IP uses VR in its
various encoding-decoding manifestations to persuade the audience. The narrative of being complete
offers interactivity, immersion, retro-sensitivity and more or less developed virtual worlds (Sherman
and Craig, 2018), the last link being the metaverse. Immersion can be defined as "the sensation of being
completely surrounded by another reality (...) that requires our full attention, our entire perceptual
apparatus" (Marti-Parrefio, 2010, p. 27). Therefore, VR is the extended reality where an almost complete
isolation from the environment is achieved, transferring the target into a three-dimensional digital
environment with different levels of interaction.

3.2. Defining the Metaverse

In the context of immersive advertising, it is important to understand the potential of metaverses and
augmented realities. As these concepts evolve, advertising is changing the way it communicates with
audiences in these virtual spaces. Three elements are essential: VR interactivity, embodiment avatar and
persistence (Figure 1).

Figure 1. The basic building blocks of virtual worlds
INTERACTIVIDAD RV CORPOREIDAD-AVATAR PERSISTENCIA
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To clarify concepts, we accept metaverses (Stephenson, 1992) as VR environments where thousands
of individuals interact telepresentially through avatars, creating a sense of embodiment. immersive

Source: Own elaboration (2024).
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advertising in metaverses and augmented realities offers a new paradigm for brands and advertisers.
VR, avatars, interactivity, persistence, interoperability, digital identity, cryptoeconomics and
community are key elements to consider when creating effective advertising strategies in these evolving
environments (Martin-Ramallal et al., 2023).

VR is at the heart of this transformation, allowing brands and advertisers to engage consumers in
immersive experiences that go beyond traditional media. Rather than simply viewing advertisements,
users can interact virtually with products and services, creating a deeper and more memorable
connection. Avatars play a key role in this interaction by representing users in these digital
environments. These avatars can be an extension of a person's digital identity and provide an additional
level of personalisation in immersive advertising. In addition, the creation and personalisation of
avatars can become an integral part of advertising strategies. Interactivity is another essential aspect of
immersive advertising in metaverses. Not only can users explore these virtual worlds, but they can also
interact with other users and with advertising elements in a way that is not possible in traditional media.
This creates opportunities for more engaging and effective advertising campaigns. Persistence in
metaverses means that virtual experiences and relationships can continue over time, even when users
are offline. This means that brands can maintain a continuous presence in these environments, further
increasing their impact on audiences. It is essential that there is persistence, that is, that these spaces
have their own temporal rules (Girvan, 2018) and persist beyond whether the subject participates in
the interaction or not. So far, they coincide with the concept of virtual world, but we understand by
semantic deviation that it is in VR immersion where they differ. They should not be confused with video
games, although the boundaries could be blurred. Note that one of the launch strategies of Horizon
Worlds, Meta's VR network, is microgames. Interoperability between different metaverses and
platforms is essential to ensure that advertising strategies are effective in all virtual environments.
Brands need to be able to carry their messages across multiple metaverses and maintain a consistent
identity across them.

Digital identity and online safety are key concerns in the metaverse. Brands need to ensure that users
feel safe interacting with their ads and that their digital identities are protected. Cryptoeconomics also
plays an important role in immersive advertising, enabling secure and seamless transactions in these
virtual environments. Brands can use cryptocurrencies and non-fungible tokens (NFTs) to offer
exclusive products and rewards to their customers in metaverses. Finally, coexistence and community
in metaverses are critical. Brands need to encourage collaboration and community engagement in their
advertising strategies to build strong and authentic relationships with their audiences in these virtual
spaces.

4. Results

4.1. Immersive Advertising, Metaverse and Meta-Advertising

On 28 October 2021, Mark Zuckerberg announces his intention to develop a complex metaverse under
the auspices of the conglomerate's new parent brand, Meta. A race between giants for the top positions
in VR explicitly begins. Most of the former Facebook's revenue comes from advertising and data
management, a model that is likely to continue in its immersive social network, currently known as
Horizon Worlds. According to VR Marketing (Stuart, 2018), the narrative possibilities implied by the
metaverse will grow exponentially. Transmedia for metaverses must take into account the information
to be conveyed, the context of the experience, the actions that can be taken, and the profile of the user
manifested in their avatar. Each target will have a unique and unrepeatable advertising experience, as
there will always be changes due to persistence. They will also occur within the subject themselves, such
as the improvement of their skills in the metaverse or the persistent acquisition of NFT objects. We have
conditionings and expectations that are modified by the metaverse, and the IP needs to avoid potential
frustrations.
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Figure 2. User experience according to level of expectation in the metaverse
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Source: Own elaboration (2024).

Creatives need to think about prior sensations towards VR, the emotion of being in the metaverse,
and subsequent impressions. We consider three factors that influence this behaviour: emotional
evocation, mood and prior emotional perception of the synthetic space. Advertising will use this
approach to communicate transmedia campaigns. Advertisers will need to pay attention to the
metaverse as it will be an opportunity to promote and sell their products by deriving positive value from
this fictionality. Within advertainment, the third type identified by Ramos-Serrano (as it is quoted in
Martin-Ramallal & Bertola-Garbellini, 2021, p. 2661) is advertising virtual worlds, something in line
with metaverse and transmedia.

The values that VR and the metaverse offer to transmedia make an unprecedented range possible. It
should be noted that there is a bubble in the metaverse ideology, with the vast majority being mere
three-dimensional non-VR spaces that seek speculation through NFT (non-fungible token) technologies,
the blockchain (Diaz, 2022) or cryptocurrencies. As occurred during the dot-com bubble, advanced
metaverses will persist and compete with one another as networks do today. Metaverses, akin to iOS or
Android, will require external developers to flourish and succeed. This underscores the significance of
intellectual property (IP). Compensation and benefits for developers' efforts will be crucial. In this
regard, freemium and free-to-play models become pertinent.

The metaverse, as its own etymology implies, will seek to emulate all the capabilities of the real
world, except those of physiology, such as food. Consequently, meta-advertising will emerge, where IP
itself will be part of this simulation. This will result in the advertising formats presented here fitting into
this digital analogy of our immediate cosmos.

4.2. Virtual Assistants Reincarnated as Three-Dimensional Entities

[t is paradoxical that the VR revolution will bring back long-established techniques such as relationship
marketing. The metaverse, as with video games, will be populated by 3D virtual assistants to guide users
and provide entertainment. It is logical to think that, if one of the main sources of monetisation will be
advertising, entities of this nature will emerge. Voice will be a key factor in VR marketing (Morotti,
2020), but dealing with VR reincarnations with commercial functions may become a disruptive
promotional factor. While the concept may be reminiscent of science fiction, there are precedents that
until recently were unheard of, such as virtual influencers who have achieved the status of influencers
and could easily make the leap into the metaverse.

4.3. Immersive Advertising with Spherical Videos

In an era where the concept of the homo videns has become firmly established (Sartori, 2012), spherical
video offers insights into the ways in which audiovisual consumption is understood. It is a field that is
currently experiencing significant growth and is home to a vast amount of content (Ericsson Consumer
Lab, 2017). Itis evident that this interest in audiovisuals will be transferred to metaverses, both in their
conventional format and in their spherical aspect, thus reiterating the meta-advertising concept.
Currently, its transmedia use is common in areas such as tourism (Gobbi, 2019). For its production,
there are guides such as YouTube 360, which is the referential platform. Facebook is also compatible.
When VR is based on images extracted from the real world, Sidorenko-Bautista et al. (2018) refer to it
as real virtual reality (VRR). When it is generated by CG]J, it is virtual virtual reality (VR2). At the same
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time, mobile video is an advertising discourse that is constantly trending upwards (IAB, 2022). Virtual
reality (VR) has its own typology, comprising video for smartphones or dedicated headsets. This could
represent an opportunity for advertising, as evidenced by De Mooij (2018). However, it is evident that
advertisers are not yet adopting hyperdiegetic stories, as they require effort from the receiver and
advanced equipment.

[tis evident that numerous advertisers are utilising 360-degree videos as a transmedia resource. Red
Bull's omnichannel initiatives are particularly noteworthy. The brand has a multitude of actions that
employ these as a campaign tool. Given its positioning, which is characterised by intrepid actions, risky
sports and techno music, 360-degree audiovisuals are an optimal channel to enhance the spectacular
nature of what is presented and for their empathetic qualities. A clear example of this is the VR fashion
film (Martin-Ramallal, Ruiz-Mondaza, 2024). The subjective vision and surround sound enhance the
bonds with the target audience, leading to greater engagement. It should be noted thatitis not necessary
to use a viewer, even if it is low-cost. Furthermore, Hayeon et al. (2021) contend that there is "no
significant difference in virtual reality advertising experiences across all media devices" (p. 1096).
Platforms such as YouTube permit consumption on any device, whether utilising a mouse, a mobile
phone or a head-mounted display (HMD) headset. It is not uncommon to encounter VR2 content for
children, such as Visit Barbie's Mega Dream House (2021). The level of impact is high, creating bonds
with the characters. However, it is important to note that these contents must be supervised (Selva-Ruiz
and Martin-Ramallal, 2019).

4.4. Immersive In-Game Advertising and Product Placement

[P narratives have a multitude of promotional formats, including 360 videos (Sidorenko-Bautista et al.,
2018) and advertising games. What is common to all of these formats is that they are part of a
transmedia action. Oculus, the prelude to Meta's metaverse, together with Horizon, aims to be an
ecosystem where one of its revenue streams is supported by advertising and the NFT economy.
Facebook Reality Labs tested in-game insertions in the VR video game Blaston (Figure 3.1) (Méndiz-
Noguero, 2012, p. 43), which were designed to adjust to the user's tastes in a non-intrusive manner
(Oculus, 2021). However, the criticisms that were voiced prompted a reconsideration of the position. It
was considered inappropriate to advertise products in a video game that had been paid for. Another
issue is that the advertisements disrupt the narrative by being decontextualised and their overlapping
is unnatural. The model requires further development and is difficult to integrate with transmedia. This
is not the case for free-to-play titles, as it is understood that to enjoy them there must be consideration.
PlayStation VR is also considering integrating in-game advertising and promotional content. Nakata,
Okumura and Mulase's patent (2021) indicates a potential direction in this regard. There are a number
of additional possibilities. Such advertising is effective, particularly among young people (Alabau-
Tejada, 2021). At the opposite end of the spectrum, we find Unity's virtual rooms, which are essentially
in-game pocket universes where a promotional room is inserted into a VR space. These virtual rooms
are designed for use in video games, where users will encounter them and experience a brief advertising
narrative. Unity (2022) posits that "the first ads in a new medium always draw upon practices from
previous ads, and eventually evolve into something unique".

In the metaverse, product placement, in its various forms, is a more effective form of meta-
advertising than ever before. If its objective is to simulate reality, outdoor advertising represents the
urban footprint of the capitalist system, an omnipresent element. Companies such as Admixplay.com
are beginning to position themselves by offering these formats for virtual spaces. From a transmedia
perspective, they do not offer much, but they deserve a mention to complete this state-of-the-art.

Figure 3. 1) Blaston 2) Doritos VR Battle 3) WOW VR Titles
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Source: 1) Oculus, (2023) 2) Doritos Holanda (2016) 3) WOW Emotion (2023).
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4.5. Advergames-RV

In its transition from modernity to “supermodernity” (Manovich, 2006), advertising experiments with
technologies, media and communication strategies, from advergames, through networks, to the
incipient metaverses. Its objective is to attract the target's attention and increase their involvement and
interaction (Marti-Parrefio, 2010). Immersive advergames represent an incipient discourse that will
gradually take its place. These types of advertisements exist for specific virtual reality equipment and
for smartphones, although they differ from each other given the capabilities of each hardware system.
Well-known brands such as Coca-Cola are beginning to make inroads into related fields such as virtual
worlds. The soft drink company is launching Coca-Cola Byte in 2022 and is promoting it in a virtual
space within the video game Fortnite (Epic Games), on the Pixel Point Island. The cans serve as an
exemplar of immersive packaging, as they host an immersive advertising campaign based on augmented
reality.

A growing body of evidence suggests that VR advergames are an effective form of media, particularly
among young people, who are increasingly susceptible to advertising (De Jans et al, 2018).
Neuromarketing techniques have been employed to investigate this phenomenon (Borawska et al,,
2020). Advergames have been found to be particularly effective among younger consumers. According
to Van-Berlo et al,, (2021): "Younger consumers appear more susceptible to the persuasive effect of
advergames than older consumers”. (p. 179)". There is a strong association between young people and
gaming. These factors were taken into account when developing the Doritos VR Battle advergame, which
achieved a higher average play experience than other advertising games. The company assumed an
evangelistic role, with the aim of making teenagers aware of the immersive possibilities. The #PlayBold
strategy included several transmedia campaigns. An influencer experience was launched in conjunction
with the launch of a cross-platform VR game compatible with smartphones and advanced devices
(Figure 3.2). The mechanics of the game are simple: players must collect as many Doritos as possible.
The campaign was awarded the Golden Effie Award and achieved high image and sales returns. The
impact of the campaign was undeniable. The case of Doritos VR Battle represents a paradigmatic
example of demonstrative advergaming VR. As Méndiz-Noguero (2010, p. 43) explains, the game
exploits the full interactive potential of the video game, allowing consumers to experience the product
within the context of a game created specifically for the brand. However, the advanced version of the
game was made available for a fee, which resulted in a significant backlash on online platforms. The
general public is unaware that advergames require payment. The decline in the popularity of VR
advergames for smartphones is indicative of a shift in the direction of intellectual property.

4.6. Immersive Advertising with Generic Advergames

An alternative advertising strategy would be to engage the services of generic VR advergames from
companies such as WOW Emotions (2022). These are customisable titles with corporate elements and
other options to differentiate from the competition. As it is an exotic ICT story, the target audience will
still appreciate it as original and innovative, and this idea will be embedded in the concept of the issuer.
These games are simple and have the capacity to fit in low-cost transmedia actions with a playful aspect.

4.7. Immersive Advertising with Generic Advergames

The smartphone represents the primary gateway to digital cultural content. The advent of the Android
and i0S operating systems has established apps as the dominant mode of interaction and dissemination.
Consequently, the generation of targeted content can be advantageous to advertisers. While there has
been a decline in the popularity of VR for smartphones, there are still a number of highly active apps.
Platforms such as Oculus, SteamVR, and Playstation VR are gaining consumer interest and offer complex
advertising experiences.

Stranger Things: The VR Experience (2017) is a Netflix promotion, an iconic transmedia platform
(Guarinos & Cobo-Duran, 2020). Its habitat includes video games and comics. In this case, an experience
was designed for HTC Vive and PlayStation VR, with six degrees of freedom. The user is transported to
the iconic Byers house (Figure 3.2). The VR controller serves to illuminate the instance as a torch,
creating an eerie effect that is topped off with a final scare, in keeping with the series. The narrative is
tight and effective, which translates into successful propagability.
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Figure 4. 1) 2) Stranger Things: VR 2)3) Audi Room: The Future Paradox

Source: 1) Netflix (2017) 3) Audi (2021).

4.8. Immersive Advertising Dramatized and Monitored at Physical Events

Virtual reality (VR) and its associated technology, the Internet of Things (IP), can manifest in numerous
forms. One such manifestation is the integration of VR into promotional events. A case in point is the
Audi e-tron Room: The Future Paradox (2020) initiative, which was developed by the advertising agency
DDB and the production company Glassworks. This transmedia action was part of the launch of the Audi
e-tron electric car. The escape room, which combined reality and VR, invited participants to embark on
a space-time journey through Stonehenge or the Brooklyn Bridge during its construction. The game
lasted 45 minutes and the promotion was itinerant, although it was interrupted by COVID-19. The
avatars, dressed in futuristic branded uniforms, matched the players' physiognomy thanks to an
algorithm, increasing identification and corporeality. The autonomous high-performance equipment
allows the user to be free of cables, although it does not enable absolute positioning, i.e. "moving freely
within a virtual space"” (ESIC, 2018). The event mixes physical and virtual objects, with human monitors
merging VR and wearables, and the overall experience was perceived as positive.

These IP manifestations could facilitate the formation of links between the metaverse and the real
world. This would occur when some participants are placed in locations specifically designed for the
action, with the scene then observed or participated in by “VR citizens”. As can be sensed, the
possibilities for VR marketing in metaverses are considerable (Stuart, 2018).

5. Discussion and Conclusions

The study employs a hermeneutic approach, derived from the analytical phase, observation of cases,
and documentary review. This approach allows for greater flexibility and freedom in the discussion
(Bernal-Torres, 2016). It should be noted that IP is also a rhetorical ICT narrative that carries some
controversy. For instance, the effectiveness studies conducted by Leung et al. (2020) on VR as a
narrative for tourism promotion indicate that they are less effective than conventional advertising spots.
One potential explanation for this discrepancy could be the sense of presence itself, which may detract
from the interest of the hypothetical trip. Another issue that requires further discussion is the
contribution of Lo and Cheng (2020), who argue that low-cost Google Cardboard-style devices, which
are based on smartphones, do not create a strong sense of presence. Assuming that different
perspectives exist on the OP, the article presents the advantages and considerations of using VR as a
transmedia advertising tool (Table 1).

Table 1. IP advantages and considerations

Advantages Considerations
Transmediality Screen door
Viable Motion sickness
Immersion Emerging (contents, cost...)
Multisensoriality - Multimodality Segmentation
Sociability 2.0 guaranteed Ergonomics could be improved
Increased sensations Limited movement
Simulation Lack

Interactive models to be discovered Time of use limited (+- 10")

Advertising metaverses Lack of interactive standards
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Advantages Considerations

Perception of detail Limited target audience
Innovation Physical integrity of use
Own story

Telepresence

Data capture

Face-to-face relationship

Ludification - Gamification

Source: Own elaboration (2024).

Virtual reality (VR) has been the subject of considerable interest for some time, but Meta's
announcement of its metaverse in 2021 has generated a great deal of interest. However, it was already
an established discourse in everyday areas such as video games and advertising. Its virtues and
improvements permeate other spaces, which translates into favourable advantages for the field of
transmedia marketing. Firstly, immersion delivers on its promise (Gartner, 2019). Virtual reality (VR)
is capable of deceiving the user, as it is able to create the sensation of being in another space-time.
Despite years of unfulfilled promises (Sdnchez-Mesa, 2019), the content is now up to the task and will
continue to improve as interest in the metaverse grows. Platforms such as PlaystationVR, Oculus-Meta
or SteamVR offer high-quality content that creates a sense of dislocation. This is particularly evident in
advertainment and transmedia content on these platforms. At the online level, panels are emerging
where immersive material can be tested, with the progressive integration of this content into ubiquitous
devices such as smartphones. Advertising has the hardware, software and professional resources to
produce innovative and high-quality pieces. Greater immersion has been achieved. Although virtual
reality can be seamlessly integrated into smartphones, it seems that the specific equipment will
ultimately determine the metaverse and, by extension, advertising. The ability to target the mobile and
have transmedia pieces adapt in an omnipresent artefact is undoubtedly advantageous. The question of
interestlies at the level of immersion, where creators must direct their attention. We are currently facing
aradically different way of communicating. When the target is wearing the HMD, they become a captive
subject of the experience, more so than in any other advertising format. It offers forms of expression,
narration and fictionality with a profound impact through sensory amplification. The target enters into
communion with their surroundings. The use of immersive graphics and sounds is employed to
psychologically transport the target audience into the virtual world, where believable atmospheres are
created through the use of ICT rhetorical devices, resulting in greater psychological intensity. IP delivers
stories with an unprecedented level of engagement and memorability. As a result, transmedia
advertising can create campaigns with an unparalleled resonance. This strength is amplified by
multimodality, intensifying recall (Gutierrez and Tyner, 2012). VR advertising offers a multitude of
sensory channels for creative pieces, including image, audio, touch, and even smell. This disruptive
approach to transmedia construction positions it as a sensory marketing system of the first order
(Jiménez-Marin, Bellido-Pérez and Cortés, 2019). Its expansion will create professionals who are adept
at navigating the complexities of multisensoriality.

One issue that Facebook-Meta has definitively settled is the concept of sociability 2.0. There is
growing evidence that VR is beginning to acquire qualities of social exchange (Barnes, 2016). Similarly,
advertising 2.0 (Durdn-Medina, 2014) and consequently transmedia, cannot be understood without
digital interpersonality. For an action to be successful, this aspect must be sought out. VR integrates it,
as shown by the Facebook Horizon or VRChat metaverses. As metaverses represent an evolution of
social networks, the potential for transmedia 2.0 broadcasting is considerable. New social broadcasting
systems such as Twitch will likely favour similar methods of advertising through VR (Recktenwald,
2017). Consequently, it can be employed as a resource for advertising events, including mass events.
Given the telepresence capabilities of IP, it is possible to invite as many users as necessary to a branded
event virtually. As with streaming platforms such as Twitch (Hilvert-Bruce et al., 2018), VR allows
transmedia events to be broadcast, which can be leveraged by advertising to create interesting actions
for the customer. The event does not have to be massive either. The VR user could visit our spaces with
connected leisure models, which represent a powerful transmedia resource (Vifials-Blanco, 2016). In
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consequence, unprecedented interactive models emerge. The implementation of advergames,
advertising applications, forms of interaction and unexpected ways of consuming is made possible by
VR. One example of this is the perception of detail. VR elements, already in high resolution, allow for a
detailed appreciation of the elements in virtual environments. Materials, colours, textures and so on are
assimilated more and better. This is also due to the feeling of occupying a subjective place in the
environment, generating the idea of corporeality. The immediate and accurate perception of scales
facilitates the assimilation of information. It enables the observation of locations and the testing of
products in a realistic manner without the necessity of visiting a sales point. The absence of external
noise ensures that the message is not distorted. Virtual reality (VR) offers the additional benefit of
allowing the user to test the operation of a physical object in a complex manner. This is exemplified by
the widespread acceptance of VR in the automotive industry (Barnes, 2016). Complex devices can be
tested through the use of simulation procedures, which have previously been employed in other fields.
Furthermore, the technology sector is seeking original interactions and narratives.

Originally an early adopter phenomenon, immersion has now become a mainstream trend. While the
equipment and controls may appear sophisticated, the novelty of VR is often perceived as a positive
attribute, which is why advertisers are keen to embrace it. With the development of specific interaction
and discourse, new forms of manipulation emerge alongside the advent of immersive content. As
interfaces are designed for transmedia campaigns, experiences can be used to indicate quality. If the
initiative is integrated with storytelling in an appropriate manner, even if the experience is relatively
brief, — a potential disadvantage - it will have conceptual depth and a structured development that will
translate into engagement. Therefore, an interactivity can be adopted by a product or advertiser as its
own, becoming a discourse within its identity repertoire. Another factor to consider is that VR makes it
possible to collect information on more levels than other discourses such as the web can generate today.
The latest generation of HMDs will enable the parameterisation of kinesics, proxemics, gestures, facial
features and other factors, facilitating the development of more personalised products and services. The
potential for IP on demand, especially in the metaverse, will be realised as the concept of invasion of
privacy recedes. Digital VR environments will provide experiences tailored to the tastes of the target
audience, with the ability to offer a summer environment in a marketplace to those who prefer it.

The combination of video games, marketing and VR can yield positive results (ESIC, 2018). VR in itself
has a playful component, which is further enhanced by the interaction. As has been proven, gamification
seems to work and will be a lure to these spaces, being more noticeable among young people (Alabeau-
Tejada, 2021). Currently, VR is experiencing its most significant growth in the video game sector.
However, the metaverse is poised to become a significant player in this space, with microgames and
other forms of digital entertainment set to play a pivotal role in its implementation (Meta-Quest, 2022).
The creation of narratives based on VR games or advergames represents a compelling lure for audiences
who derive enjoyment from narratives that align with their advertainment preferences. These
narratives can serve as an effective complement to promotional events. Additionally, VR is empathetic.
According to RAE (2022), it is "identification with something or someone, the ability to identify with
someone and share their feelings". Intrinsically mediated by immersion, VR involves a reconstruction of
the subject's immediate worldview. Spatial-temporal barriers are rewritten and the digital becomes
truthful. Isolation, subjective vision and the set of immersive techniques entail that the user puts himself
in the place of other entities, whether real or virtual. VR activates mirror neurons, which are related to
empathy. Lacoboni (2009), an expert in neuroscience and extended realities, maintains that:

they allow us to understand others, something very subtle. These cells are tiny miracles thanks to
which we get through the day. They are at the core of the way we live our lives. They link us to
each other, mentally and emotionally. (Lacoboni (2009, p. 14)

Consequently, transmedia advertising, in particular that of a social nature, represents a highly effective
instrument for the promotion of awareness and activism. It is evident that the future imposition of IP
will undoubtedly present a number of challenges. These include obstacles such as the perception of the
dots on the screen, possible dizziness (VIU, 2016), the short duration of the experiences, the anti-
ergonomic nature of the equipment, the safety of its use, the fragmentation of the market and
metaverses, the lack of interactive standards and the limited size of the target audience. These are
numerous challenges that Zuckerberg himself acknowledged at Connect-2021. There are numerous
countervailing factors that IP will have to address until the metaverse reaches maturity. However, the
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majority of these challenges are of a technical nature. As has been demonstrated, there are examples of
successful VR marketing campaigns in an adaptive digital society. The text presents promising avenues
for future research, including the implementation of real-time translation between avatars or
advertising at the virtual point of sale. These issues will undoubtedly affect the emerging IP.

In conclusion, the hypothesis that the transmedia-RV advertising binomial has the capacity to
construct avant-garde and effective narratives, including those that will emerge from and through the
metaverse, is validated. While there are technical limitations that currently prevent its widespread
integration as a mass discourse, these are largely conceptual rather than practical. According to the
taxonomy, IP is well-suited to promotion within campaigns employing transmedia and/or
advertainment strategies, including those incorporating advergames. It is noteworthy that in-game
actions in paid titles are not currently occurring. The potential of IP and promotions in metaverses
remains an area of interest. However, it is important to recognise that VR is still in its infancy and
continues to evolve. This is evidenced by the commitment of major technology companies to the
metaverse.
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