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A B S T R A C T   

Despite the metaverse’s potential to transform digital business, there remains a scarcity of research investigating 
on how content marketing affects users’ intention to use the metaverse. This study aimed to identify if enter-
tainment content marketing affects users to adapt the metaverse. by adapting the Spice framework, incorporating 
variables like continuity, sense of presence, interoperability, concurrence, and economic flow. Data was collected 
via an online survey of 454 online gamers from Jordan who were purposefully selected. Structural equation 
modelling using partial least squares analysis revealed that all five factors positively affected metaverse inten-
tion. Overall, the study contributes to the knowledge by examining the Spice Framework in the context of 
metaverse technologies. Beyond the academic realm, our findings carry practical significance for marketers, 
policymakers, and stakeholders shaping the dynamic landscape of digital interactions within the metaverse.   

1. Introduction 

Telecommunication technology has played a crucial role in keeping 
people connected, especially during the pandemic, enabling individuals 
to communicate remotely with their loved ones and colleagues 
(Al-Madadha et al., 2022). Video conferencing and online meetings have 
become the new ordinary means in the workplace, allowing employees 
to work from home without being physically present in the office. Ed-
ucation has also adapted to the new reality with remote classes, which 
have provided an opportunity for students to continue learning and 
advancing their education. Additionally, live e-commerce has taken the 
place of traditional brick-and-mortar stores, where people can shop for 
goods and services online without leaving their homes (Al-Adwan & 
Yaseen, 2023; Dwivedi et al., 2021). The integration of AI technologies 
and the fourth industrial revolution has enabled a seamless transition to 
the intact era, making people’s lives easier and more efficient (Kar & 
Varsha, 2023; Hmoud et al., 2023; Horani et al., 2023, a,b,c). These 
technological platforms have permitted companies to rationalize their 
processes, cutting costs and leveraging productivity. 

The metaverse platforms have attracted the interest of venture 

capitalists as a radical development engine that links business and 
content amidst the continuing COVID-19 downturn(Al-Adwan, 2024a). 
This platform stands out by leveraging state-of-the-art trivial visuals 
technology, 5 G network technology, and pioneering display device 
technology, concluding in a distinctive service contribution (Al-Adwan, 
2024a). Introducing a new worldwide market model is probably 
extensive (Núñez Barriopedro et al., 2020). The metaverse offers a 
digital universe with a high degree of engagement and connectivity, 
allowing consumers to participate in activities autonomous of physical 
restrictions and temporal restrictions (Al-Adwan et al., 2023). This 
characteristic makes it a standard preference for an e-contact era and 
influences increased user value. The metaverse universe is reachable via 
several devices, including PCs and Smart devices, and is offered for entry 
at all times and locations (Al-Adwan et al., 2024). The metaverse is a 
technically driven channel shaped to fit the demands of a gradually 
e-contact society, and its significance within the industry and market-
place is growing. As the fourth industrial revolution progresses, the 
development of technically mediated networks and smart device tech-
nology, paired with the global disaster, has brought to light the meta-
verse’s critical role. Initially, the metaverse was mainly associated with 
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the gaming industry upon its emergence in the early 2000s. However, it 
has since permeated various sectors, including performance, fashion, 
commerce, and sports events. It is now considered one of the most 
effective marketing tools available in the e-contact age (Elmobayed 
et al., 2023). The present age is characterized by a reduced need for 
physical contact, with advanced technology and the fourth industrial 
revolution AI-based technology extensively employed. Among the most 
efficient devices for such technologies are smartphones, which serve not 
only as communication tools but also provide access to cultural and 
technological benefits. Therefore, smartphones are widely regarded as 
among the furthermost essential smart devices for operating the meta-
verse (Ramadan, 2023). Mobile devices possess advanced features that 
leverage 5 G technology, enabling seamless integration with a multitude 
of electronic devices that can execute the Internet of Things augmented 
and virtual reality, and autonomous dynamic applications, thereby 
facilitating access to the metaverse (Dwivedi et al., 2023; Hollensen 
et al., 2022; Hollebeek & Macky, 2019). 

Furthermore, entertainment content marketing clients are progres-
sively discovering the capability of the metaverse as an innovative 
platform for contracting with viewers and presenting immersive expe-
riences. As highlighted by Dwivedi et al. (2023) the metaverse proposes 
an exceptional combination of simulated surroundings and societal 
communications, feeding content marketers with novel opportunities to 
entrance and entertain virtual users. Within this context, users of 
entertainment content marketing predict leveraging the metaverse to 
create interactional storytelling experiences, where audiences can 
actively participate and shape stories in real-time. This participating 
nature of the metaverse associates with the advancing preferences of 
digital-savvy users, who seek more participating and tailored content 
experiences (Dwivedi et al., 2022). Through immersive storytelling 
procedures and collaborating elements, entertaining content marketers’ 
intention to establish immersed connections with users, advancing 
brand loyalty and leading engagement metrics. 

Furthermore, the metaverse grants opportunities for entertainment 
content marketers to stretch the lifetime of their content and produce 
additional revenue streams through simulated. By presenting virtual 
shows, and interactional gaming experiences within the metaverse, 
content marketers can influence universal users with no limitations of 
real venues (Shareef at el. 2017; Richter & Richter 2023; Batta et al., 
2021). This approach not only improves the openness of entertainment 
content but also opens up new monetization paths through ticket sales, 
virtual goods, and brand sponsorships. In addition, the metaverse en-
ables content marketers to gather valued data insights on users’ activ-
ities, advising potential content tactics and developing overall 
marketing efficacy (Elhajjar, 2024). As entertainment content marketing 
users cross the advancing digital model, the metaverse surfaces as a 
favorable boundary for creating immersive, interactive, and monetiz-
able content experiences. 

The South Korean study by Kim and Kim (2023) was conducted 
during the pandemic period of 2020–2021, a time when the concept of 
the metaverse gained significant attention due to increased virtual 
engagement prompted by COVID-19 restrictions. Their findings high-
light how public interest in the metaverse evolved, with a shift from 
virtual gaming to broader business and financial opportunities, reflect-
ing a growing interest among older generations. 

This research aims to examine the efficacy of utilizing the metaverse 
as a Modern marketing technique after the COVID-19 e-contact age, 
with a focus on exploring user shopping intention in Jordan. In addition, 
this study aims to investigate the role of entertainment content mar-
keting on user shopping intention, as metaverse marketing has emerged 
as a novel technological shift across various businesses. Specifically, this 
research seeks to determine the viewpoint of entertainment content 
consumers and their perceived effects of metaverse marketing on 
entertainment content. This study offers a theoretical framework that 
marketers can employ to assess the efficiency of marketing strategies in 
the metaverse. 

The burgeoning potential of the metaverse to revolutionize digital 
business landscapes underscores the critical need for comprehensive 
research into the factors influencing its adoption. Notably, the inter-
section of content marketing and user intention to engage with the 
metaverse remains underexplored. This study seeks to bridge this gap by 
examining the impact of entertainment content marketing on users’ 
propensity to adopt the metaverse, with a specific focus on the Jorda-
nian context. Studying the adoption of the metaverse in Jordan using the 
SPICE framework provides unique insights due to Jordan’s rapidly 
growing digital landscape and tech-savvy population. Jordan’s youthful 
demographic, with a significant proportion of the population being 
active internet users and social media enthusiasts, presents a fertile 
ground for examining how entertainment content marketing can influ-
ence metaverse engagement. Furthermore, Jordan’s strategic position as 
a technology hub in the Middle East, coupled with its robust digital 
infrastructure, offers a distinctive context to explore the interplay of 
continuity, sense of presence, interoperability, concurrence, and eco-
nomic flow within the SPICE framework. By focusing on Jordan, this 
study not only addresses a gap in regional research but also contributes 
to a broader understanding of how cultural and economic factors might 
affect metaverse adoption in similar emerging markets. Utilizing the 
SPICE framework, this research aims to provide nuanced insights into 
how these factors collectively influence user engagement. By under-
standing these dynamics, businesses and marketers can better strategize 
their content to foster a more immersive and appealing metaverse 
experience, ultimately driving higher adoption rates. This investigation 
not only contributes to the academic discourse on digital marketing and 
virtual environments but also offers practical implications for leveraging 
entertainment content in enhancing user adaptation to emerging digital 
platforms. 

2. Metaverse background 

"Metaverse" refer to a simulated universe that stands for the merging 
of the concepts of "meta" and "universe", expressing conceptions of vir-
tuality and transcendence (Al-Adwan, 2024b). This term is more so-
phisticated than VR, an abbreviation for virtual reality. An extra way to 
identify the metaverse is as a self-sufficient service founded to address 
numerous social movements that begin beside technological innovations 
in the marketplace circumstances (Kshetri et al. 2024; Uddin et al., 
2023). 

In the early 2000s, the metaverse sparked a revolution in the 
entertainment industry, providing a decentralized environment for user 
interaction. Nevertheless, the rise of smartphones and the popularity of 
user-friendly social networking services led to a mass exodus from the 
metaverse, triggering its user base to gradually decline (Núñez Barrio-
pedro, 2020). The beginning of COVID-19 reformed the market land-
scape, resulting in a strong interest in the metaverse. With the 
cooperation of 5 G networks and advanced digital devices, the meta-
verse, acting as a link between customers and manufacturers, saw a 
renaissance. Its capability for low-latency services became even more 
valued throughout the pandemic. The commercialization of 5 G also 
encouraged the expansion of VR, AR, and MR technologies, further 
stimulating the metaverse’s appeal as a platform for e-contact worlds 
(Dwivedi et al., 2021). 

Firstly, the term metaverse was commonly coupled with virtual re-
ality. However, its meaning has grown and stretched over time. A sub-
stantial growth in this evolution was the beginning of the digital games. 
Second Life in 2003, which pursued to generate income through social 
communications and economic transactions among a large user base in a 
three-dimensional virtual space. Building on this premise, a VR rendi-
tion of the game was consequently proposed in the form of Sansar (lee & 
Kwon, 2021). Niel Stephenson’s literary work, Snow Crash, published in 
1992, presented an innovative depiction of the metaverse, wherein in-
dividuals could engage in everyday life and economic pursuits through 
their digital avatars. The novel’s portrayal of the metaverse showcased 
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an expansion of its operational parameters (Lee & Kwon, 2021). In 2020, 
the social influencer Travis Scott showcased a metaverse act on the 
Fortnite stand, drawing a substantial audience of over 12 million 
viewers in real time. It has been approximated that a solitary metaverse 
performance would generate a revenue of no less than one million 
Dollars and an overall estimate of twenty million Dollars (Van der 
Merwe, 2021). Kwok and Koh (2021) posited that the coalescence of 
actual and simulated environments yields a distinct realm that yields 
benefits through sociocultural and economic undertakings. 

Consequently, the current manifestation of the metaverse denotes an 
augmented virtual milieu that centres on artificial reality and 
augmented reality (Seo & Han, 2021). In a seminal work on the meta-
verse, Bolger (2021) classified four distinct types based on the spatial 
and informational characteristics of the platform. The first base, labelled 
as "lifelogging," involves the automatic recording, storage, and sharing 
of personal experiences and emotions in the digital realm via social 
networking Media like Facebook and Instagram. The second base, 
referred to as "AR," hires 3D objects to create a realistic digital overlay 
on the physical world, as seen in popular applications like Pokémon Go. 
The third base termed the "mirror world," is typified by Google Earth, 
which offers a virtual illustration of the real world and facilitates net-
works between the two. Finally, the fourth base, known as "VR," au-
thorizes users to enter and interact with utterly new virtual worlds that 
do not exist in physical outer space, as proved by platforms like Zepeto 
and Roblox Wang et al. (2023) The existent state of the metaverse re-
veals a plethora of essential technologies required for its implementa-
tion. These technologies comprise diverse domains, extending from the 
basic 3D flameworking, blockchain, and AI to the virtual applications of 
avatars and cryptocurrency (Yang, 2024). 

The term metaverse was described twenty years ago as an interac-
tional, approaching rendering of the World Wide Web utilizing (VR) and 
(AR) technology. The roots of the metaverse can be drawn back to the 
advancement of the World Wide Web and 3D technology, which enabled 
the development of 2D electronic games for entertainment purposes 
(Choi & Kim, 2017). Subsequently, the "Lifelogging" type of metaverse 
emerged, represented by platforms such as Meta Company and its social 
networking sites, like Instagram and Facebook, which gained wide-
spread popularity as a means of communication, community building, 
and sharing experiences, particularly with the proliferation of com-
puters and other digital devices (Han, 2021). The classification of the 
metaverse into playing-type and universe-type metaverse, based on 
standards such as VR status, purpose, content formation, and con-
sumption, has been proposed by Imm et al. (2021). While the former 
emerged in the early 2000s, the latter gained traction in the 2010s, 
leading to the metaverse of the twenty centuries. This latest iteration of 
the metaverse has expanded beyond gaming and entertainment, with 
various industries, such as corporations, educational institutions, gov-
ernment offices, fashion, and popular culture, establishing a presence in 
this virtual world. Such advancements hold significant implications for 
society, particularly for the MZ generation, comprising millennials and 
Gen Z technologically proficient individuals, as the metaverse increas-
ingly becomes a platform for online social interaction (Al-Adwan & 
Al-Debei, 2023; Kala et al., 2023). The metaverse provides users with an 
immersive environment where the boundary between the physical and 
digital worlds is blurred, enabling them to experience daily life in a 
virtual setting (Kim, 2021a). 

Metaverse technology, initially created for gaming purposes, has 
been increasingly adopted by various industries such as education, 
business, sports, entertainment, and fashion. This widespread imple-
mentation is mainly due to the growing preference for e-contact expe-
riences, referred to as "untact," in response to the COVID-19 pandemic. 
An excellent example of this trend is the successful fan events organised 
by Korean girl groups, Blackpink and ITZY, on the Zepeto metaverse 
platform in 2020 and 2021, respectively. Likewise, fashion powerhouses 
like Gucci and Christian Louboutin have utilized the metaverse to pro-
mote their brands and products and sell virtual fashion items worn by 

avatars. In convenience stores, avatars can simulate real-life shopping 
experiences, cook and eat ramen, and perform singing routines in the 
entertainment universe. The growing popularity of the metaverse in 
many businesses is expected to boost the worldwide market to over two 
hundred eighty billion dollars by 2025, establishing new marketplaces 
and cultural industries mostly aimed at teenage consumers. 

3. Theoretical foundation and hypothesis development 

3.1. The spice framework 

The SPICE framework, which incorporates continuity, sense of 
presence, interoperability, concurrence, and economic flow, offers a 
multifaceted approach to understanding user engagement in the meta-
verse. This framework can be juxtaposed with the Technology Accep-
tance Model (TAM) and the Unified Theory of Acceptance and Use of 
Technology (UTAUT), both of which have been extensively applied in 
studies examining technology adoption. 

The TAM, with its focus on perceived ease of use and perceived 
usefulness, provides a foundational understanding of how user percep-
tions drive technology adoption (Davis, 1989). However, it may fall 
short in capturing the nuanced, immersive experiences that are critical 
in the metaverse. For instance, Venkatesh and Davis (2000) extended 
TAM to TAM2, which includes additional factors such as social influence 
and cognitive instrumental processes but still might not fully address the 
experiential and economic dimensions emphasized by the SPICE 
framework. 

The UTAUT, developed by Venkatesh et al. (2000), expands on TAM 
by incorporating constructs like performance expectancy, effort expec-
tancy, social influence, and facilitating conditions, offering a broader 
perspective but still potentially lacking in addressing the immersive and 
interoperable nature of the metaverse. Studies such as Williams, Rana 
and Dwivedi (2015) have applied UTAUT in various contexts, including 
e-government and mobile banking, demonstrating its versatility but also 
its limitations in capturing the full scope of user experiences in highly 
immersive environments. 

Additionally, Rogers’ (1979) Diffusion of Innovations (DOI) theory 
examines how innovations are communicated and adopted over time 
within a social system, providing valuable insights into the adoption 
process. While DOI emphasizes the role of innovation characteristics and 
social systems, it does not explicitly address the immersive and inter-
operable aspects that are critical in the metaverse. For example, Al-Jabri 
and Sohail (2012) utilized DOI to study mobile banking adoption, 
highlighting the importance of innovation characteristics but not the 
immersive nature of digital environments. 

Comparing these models highlights the unique contributions of the 
SPICE framework in the context of the metaverse. Specifically, the in-
clusion of a sense of presence and interoperability reflects the critical 
elements of immersive experiences and seamless interaction across 
digital platforms, which are less emphasized in traditional models. 
Furthermore, the economic flow component of SPICE underscores the 
importance of economic incentives and transactions within the meta-
verse, aligning with emerging trends in virtual economies. 

By integrating these comparative insights, this study can better 
articulate the theoretical underpinnings of the SPICE framework and 
demonstrate its relevance and applicability in the context of metaverse 
adoption. This enhanced theoretical grounding not only enriches the 
academic discourse but also provides practical implications for 
designing effective content marketing strategies that leverage the 
unique attributes of the metaverse to drive user engagement and 
adoption. 

The Spice framework is known as the Sense of Presence, Continuity, 
Interoperability, Concurrence, and Economic Flow. The first feature, 
Continuity, entails a continuous linking among numerous practices on a 
singular platform, allowing characters to carry on with their activities 
without disruption. The second feature, Sense of presence, refers to the 
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ability of users to feel physically present on the platform despite its 
virtual nature (Song et al. 2021). This is essential since physical contact 
is impossible in the metaverse. Interoperability denotes the inter-
connectivity of data in the metaverse with that in the actual world. 
These features form the foundation of the metaverse’s functionality and 
are vital in shaping its future development (Fukano, 2010). In essence, 
the integration of user experience and information acquisition in virtual 
platforms is not solely confined to the virtual realm. Still, rather it 
complements and interconnects with real-world experiences. The phe-
nomenon of concurrence pertains to a context in which numerous op-
erators can obtain diverse experiences and data concerning a particular 
object or subject within a VR-based metaverse. Unlike the physical 
world, where limitations of physical space preclude concurrent multiple 
experiences, the virtual environment offers an alternative platform 
where such experiences are feasible. Consequently, the economic dy-
namics within the metaverse are distinct from conventional market 
principles, whereby buyers and sellers engage in trade interactions. 
Instead, users engage in unrestricted currency transactions with one 
another. 

3.2. Research hypothesis and operational definition 

The research objective is to examine the impact of SPICE framework 
factors on shopping intentions in the metaverse by drawing upon rele-
vant theoretical considerations and an extensive literature review. Prior 
research conducted by Davis et al. (2009) on metaverse typologies and 
developmental trajectories revealed that marketing tools used in tradi-
tional channels can be readily applied to metaverse users. Additionally, 
this study pursues to cover the literature on marketing strategies for 
performing arts in the post-COVID-19 period. Na et al. (2022) employed 
big data analysis to investigate the suitability of marketing methods for 
performing arts and cultural content in the "untact" era. Meanwhile, 
scholars such as Lee et al. (2021), You et al. (2021), and Yüksel et al. 
(2021) found that the SPICE framework, which includes variables such 
as continuity, presence, and interactivity, was optimal for promoting 
entertainment content in the metaverse platform. Hampe and Schwabe 

(2003) studied the effect of content marketing centred on admired 
digital entertainment services and performances in the "untact" era, 
while Lu and Chen (2021) investigated shopping intention. The study of 
customer preference investigation highlighted the consequence of 
interoperability, simultaneousness, and commercial flow in influencing 
shopping intentions. 

Moreover, Liikkanen, Liikkanen and Salovaara (2015) and Choi 
(2023) highlighted the considered function of content marketing in 
sponsoring and increasing YouTube content. Consequently, it is required 
to develop marketing techniques employing the SPICE framework, 
which has been found to be operational in promoting favoured content. 
To this end, this study consists of five factors as independent variables: 
continuity, sense of presence, interoperability, Concurrence, and eco-
nomic flow. Fig. 1 presents the research framework used to analyse their 
influence. 

This study employed the application of the metaverse SPICE frame-
work and operational definitions from existing research to examine the 
correlation between the above-mentioned variables and shopping 
intention. Heo et al. (2022) observed that the metaverse SPICE frame-
work variables represent focal features that can be employed as mar-
keting tools for entertainment content. In the interior of the metaverse 
content marketing context, these variables were measured as sub-factors 
(Kabischm & Datascape, 2008). Precisely, the concept of a sense of 
presence was defined as a state in which customers could observe spatial 
and social contexts without physical contact. Moreover, interopera-
bility, a key property of the metaverse, pertains to the interlocking of 
data between the real world and the metaverse (Clement Addo et al., 
2021). Concurrence refers to an atmosphere wherein several customers 
are actively present and can experience varied interactions within a 
distance of one meter. On the other hand, economic flow applies to an 
environment that consents users to exchange goods and services spon-
taneously according to given transactional principles (Kim, 2021b). 
Shopping intention is measured in this study using a modified and 
supplemented five-point Likert scale adopted from Amfo et al. (2021), 
Kumra et al. (2021), and sub-dimensional (Patanasiri and Krairit, 2019). 
The sub-dimensional factors of the metaverse SPICE framework, which 

Fig. 1. Research Framework.  
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constitute independent variables, are measured using a 5-point Likert 
scale that comprises 15 items. The survey’s creation was instructed in 
prior literature as measurement factors for the metaverse SPICE 
framework in entertainment content marketing. The variables for 
measuring shopping intention consisted of interest in entertainment 
content (Núñez Barriopedro, 2020). The hypotheses for this research 
were founded on the basis of existing theoretical knowledge and pre-
vious research findings. 

H1. The metaverse SPICE framework for entertainment content 
marketing positively affects shopping intention. 
H1–1. Continuity positively affects shopping intention. 
H1–2. Sense of presence positively affects shopping intention. 
H1–3. Interoperability positively affects shopping intention. 
H1–4. Concurrence positively affects shopping intention. 
H1–5. Economic flow positively affects shopping intention. 

4. Research methodology 

Data was collected from 454 respondents who engaged in enter-
tainment content marketing. The data is obtained using an online 
questionnaire around November 2023 from randomly selected users. 
The survey questionnaire is separated into two main sections. In the first 
section, the respondents had to fill in demographic information, while in 
the second section, the respondents were asked to answer questions on a 
varied range of items related to the research model. The instrument was 
scaled using a five-point Likert scale, ranging from 1: Strongly Disagree 
to 5: Strongly Agree. The survey questionnaire was built up based on 
earlier validated instruments. Previously, a pilot study is carried out to 
ensure the validity of the instrument and that the survey questionnaire is 
not ambiguous. Cronbach’s α is used, in which all constructs have to be 
over 0.6 (Malhotra, 2020). Cronbach’s α test was conducted for all 
variables which are above 0.6, and the overall Cronbach’s α is 0.9, hence 
the internal consistency among items and the scale system is highly 
reliable. Hence, the factor analysis method can be applied to the ques-
tionnaire (Field, 2009). 

Common Method Bias (CMB) may have influenced the results since 
data was collected simultaneously according to Podsakoff et al. (2003). 
Measures taken to mitigate CMB include careful planning of the study 
design to avoid unclear language and ensure anonymity and honesty of 
responses (Al-Adwan et al., 2022). Additionally, statistical methods such 
as Harman’s Single-Factor Test were utilized to assess CMB via explor-
atory factor analysis. Results showed that the first factor accounted for 
only 45.7 % of the total variation, which is less than the threshold value 
of 50 %, indicating no significant CMB issue in this study. 

5. Data analysis 

A partial least square structural equation modelling (PLS-SEM) 
technique was employed. PLS-SEM has been employed widely in various 
contexts (Al-Debei et al., 2024; Gulzar et al., 2024; Kala et al., 2024; Al 
Daboub et al., 2024; Bhat et al., 2023; Al-Hattami et al., 2024;Trawnih 
et al., 2022). Version 3.0 of the package SMART-PLS statistical software 
program was used to examine the collected data. SMART-PLS is a 
specialized software for Structural Equation Modeling (SEM), designed 
specifically for PLS analysis (Ringle et al., 2023). It is particularly useful 
for analyzing relationships between latent variables in large datasets 
and appropriate for handling non-normal data and complex models 
(Hair et al., 2019). Mardia’s multivariate normality test is employed to 
assess the normality of multivariate data. The test indicates that multi-
variate skewness (= 22.12) and kurtosis (= 173.05) exceed the standard 
cut-off, confirming the non-normality of the multivariate data. Conse-
quently, PLS-SEM is deemed the most suitable data analysis approach. 
Operating Smart-PLS involves validating the relevance of the measure-
ment model and then validating the structural model (Henseler et al., 
2016). The measurement model represents the relationship between 

constructs and their corresponding indicator factors, and the structural 
model explains the relationships between latent variables (constructs). 
After data screening, 454 were usable for advanced testing. 

5.1. Measurement model 

The measurement model estimation is a fundamental phase angle in 
the SEM-PLS (Hair et al., 2020). It demonstrates the particular indicator 
reliability, Cronbach’s alpha, composite reliability, and average vari-
ance extracted (AVE) to estimate convergent validity, as shown in 
Table 1. The analysis shows that the items loading is above or equal to 
the accepted value (0.7). in addition, the convergent validity was tested 
and measured through Cronbach’s alpha, composite reliability, and 
AVE, and the results met the threshold levels for them (0.7, 0.7, and 0.5), 
correspondingly. 

Furthermore, the discriminant validity was tested utilising the 
Fornell-Larcker criterion and exposed that it was greater than the cor-
relations with other constructs. Table 2 points out the results of the 
discriminant validity for the measurement model. Fornell Larcker’s idea 
is that each construct reveals more variance with its related indicators 
than it has with any other construct (Fornell & Larcker, 1981). 

5.2. Structural model assessment 

Hair et al. (2019) recommend evaluating the structural model 
regression for possible collinearity problems by checking the Variance 
Inflation Factor (VIF) values. A VIF value greater than 5 suggests a high 
likelihood of collinearity between predictor constructs. However, it is 
important to note that collinearity can still arise even when VIF values 
fall within the range of 3–5. As indicated in Table 3, all VIF values were 
less than 3, suggesting that multi-collinearity is not an issue. Structural 
model evaluation is the assessment of the predictive relationship be-
tween constructs in the study model. Fig. 2 displays the structural model 
and the analytical results. It is the path coefficient and the explained 
variance R square. The constructs of Concurrence, Continuity, Sense of 
Presence, Interoperability, and Economy Flow with an R-square of 0.53 
The results indicate that the structural model has met Falk and Miller’s 
criteria for the level of variance explained (R-squared ≥0.10 and the 
predictor variable explaining ≥1.5 % of variance) (Falk & Miller, 1992). 

Moreover, he structural model assessment includes hypothesis 
testing, according to Hair et al. (2021), the structural model should be 
used to assess the linear regression effects of the dependent variables on 
one another. Using PLS bootstrapping with 5000 bootstraps and 456 
cases for demonstration of results related to paths and their significance 
level. The results reveal that seven out of ten hypotheses were sup-
ported, as presented in Table 3. 

Generally, the results of measurement model analysis showed that 
measures of all constructs’ reliability and validity have met the existing 
criteria thus indicating that they were acceptable measures for this 
structural model. The structural model analytic results revealed signif-
icant variance in shopping intention that was explained by the study 
constructs. Given that there is a strong relationship between Concur-
rence, Continuity, Sense of Presence, Interoperability, Economy Flow 
and shopping intention (Fig. 3). 

Table 1 
Convergent Validity.  

Constructs Cronbach’s 
alpha 

Composite 
reliability (rho_a) 

Average variance 
extracted (AVE) 

Concurrence 0.895 0.896 0.826 
Continuity 0.833 0.834 0.751 
Economy Flow 0.764 0.792 0.676 
Interoperability 0.858 0.861 0.779 
Sense of Presence 0.879 0.88 0.805 
Shopping 

Intention 
0.816 0.819 0.731  
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6. Discussion 

This research examined the impact of the metaverse SPICE frame-
work on entertainment content customer shopping intention. The results 
revealed that all five factors (continuity, sense of presence, interopera-
bility, concurrence, and economic flow) were positive in shopping 
intention. Continuity influences shopping intention using metaverse 
positively, demonstrating that H1 is supported. This finding aligns with 
earlier research (Hwang & Lee, 2022). The study by Kim et al. (2023) 
showed that task-technology fit, which includes the characteristics of 
metaverse services such as presence, usefulness, and gamification, 
positively affects the continuance of use intention. Additionally, the 
study by Patil et al. (2022) revealed that the retail experience and 
metaverse application characteristics significantly impacted the organ-
ism components of hedonic and social gratification, which in turn 
influenced the intention to experiment with metaverse during shopping 

experiences and continuity do so. In contrast, Park et al. (2023) found 
that continuity of the metaverse platform did not have significant ef-
fects. In fact, users who encounter consistent, coherent, and engaging 
content throughout their journey in the metaverse are more likely to 
form a deeper connection with the brand or the metaverse environment 
itself. In addition, individuals who are often exposed to compelling 
brand narratives and a cogent brand message inside the metaverse are 
more likely to remember and recognize the brand when deciding what to 
buy. Therefore, increasing trust levels impact users’ intention to make 
purchases in the metaverse. 

Likewise, this study provides empirical findings that demonstrate a 
substantial and positive relationship between a Sense of Presence and 
shopping intention while utilising the metaverse platform. This supports 
the second hypothesis (H2). Prior studies, like those conducted by 
Martínez-Navarro et al., 2019; and Ming et al., 2021, have shown 
comparable results. This finding shows that an expanded sense of 
presence regularly results in improved emotional involvement with the 
digital world. Additionally, an enhanced sense of social presence in the 
metaverse would further facilitate supportive interactions among users 
of positive social skills (Oh et al., 2023). The metaverse generally ac-
celerates social collaborations and the willingness of connections among 
its parties. When individuals realise a sense of presence and commit-
ment, they tend to have a higher level of trust in recommendations and 
endorsements supported by their friends and family. This can have a 
positive influence on their intent to participate in shopping activities. 

The finding of this study also shows a significant and positive 

Table 2 
Discriminant Validity.  

Constructs CC CT EF IN SP SI 

Concurrence       
Continuity 0.189      
Economy Flow 0.192 0.194     
Interoperability 0.569 0.229 0.136    
Sense of Presence 0.246 0.419 0.211 0.15   
Shopping Intention 0.541 0.517 0.34 0.745 0.328   

Table 3 
Hypotheses Testing.  

Hypotheses Original sample Sample mean Standard deviation T statistics P values VIF 

Concurrence -> Shopping Intention 0.145 0.145 0.031 4.710 0.000 1.340 
Continuity -> Shopping Intention 0.265 0.265 0.033 8.069 0.000 2.022 
Economy Flow -> Shopping Intention 0.141 0.143 0.027 5.130 0.000 1.782 
Interoperability -> Shopping Intention 0.476 0.476 0.038 12.678 0.000 2.153 
Sense of Presence -> Shopping Intention 0.065 0.066 0.032 2.0310 0.042 1.770  

Fig. 2. Structural model.  
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relationship between Interoperability and shopping intention in the 
setting of the metaverse technology, providing support for Hypothesis 
(H3). This study aligns with the results of previous research conducted 
by Barrera and Shah (2023). This shows that the Interoperability in the 
metaverse technology allows customers to have a consistent and mutual 
competency in various digital platforms. Furthermore, Bang (2022) 
highlighted the need for interoperability in metaverse platforms to 
connect virtual worlds and allow users to navigate freely. Moreover, by 
streamlining the seamless drive of consumer information among several 
metaverse technologies and applications, its occupancies customers 
keep their previous purchases, wish lists, and avatars as they compre-
hend other areas of the metaverse, ensuring a continuing and modified 
purchasing atmosphere. 

This research also indicates that concurrence has a significant posi-
tive influence on shopping intention. Consequently, (H4) is confirmed. 
This result aligns with the new research by Castillo-Abdul et al. (2022), 
who examined how branded content is enhanced by social media 
engagement through sharing. The metaverse technology can improve 
customers’ motivation by intending concurrent and captivating capa-
bilities. However, the findings contradict Heo et al. (2022) who found 
that concurrence’ does not have significant impacts on the customers’ 
intentions. Consumers can gain an extensive range of products, services, 
and experiences that match their desires. Consumers are likewise more 
liable to shop from Metaverse technology if they can access different 
products and services. Economic flow also positively influences shop-
ping intention, confirming (H5). This is consistent with Park et al. 
(2023) study which revealed that economic flow significantly affected 
users’ flow experience among the metaverse platform characteristics. 
Moreover, Lee et al. (2021) study, which investigated the metaverse’s 
current and future potential, emphasises the economic opportunities 
and possibilities it offers. The aforementioned statement indicates that 
smooth and user-friendly shopping in the metaverse can expand the 
buyer’s tendency to shop. This also facilitates consumers to collect vir-
tual assets and belongings, which enhance their digital identity and 
self-expression. This indicates that consumers who want to enhance 
their digital appearance, status, or skills through digital shopping are 
likely to engage in economic movements, such as trading or exchanging 
digital assets, and show more intention to shop. The attraction of digital 
ownership, self-expression, social interaction, and the unique 

entertainment provided by the metaverse motivate this experience. 
Kim and Kim (2023) found that public interest in the metaverse in 

South Korea shifted significantly from 2020 to 2021. Initially, the focus 
was on virtual online gaming and the younger population, but it later 
expanded to encompass business and financial opportunities, indicating 
a broader demographic interest. This reflects a maturing perception of 
the metaverse as a versatile platform beyond entertainment. On the 
other hand, this study in Jordan confirmed that entertainment content 
marketing positively impacts metaverse adoption, with continuity, sense 
of presence, interoperability, concurrence, and economic flow being 
significant factors. These findings suggest that, like in South Korea, the 
metaverse in Jordan holds potential beyond entertainment, particularly 
if economic and infrastructural conditions are improved. 

6.1. Theoretical implications 

The theoretical implications of this study afford a major contribution 
to the current literature on the metaverse, content marketing and con-
sumer behaviour. The confirmation of the SPICE framework keeps a real 
theoretical foundation for future researcher exploration on the ground. 
The afforded analysis offers a broad perspective on the underlying 
variables that affect consumer engagement and Purchasing intention in 
the setting of metaverse technology. Likewise, this study suggests the 
necessity to combine real interfaces with virtual simulations through the 
metaverse. Similarly, the findings of this study indicate that the meta-
verse can advance and enhance real-life experiences, providing cus-
tomers with extraordinary and attractive chances for commerce and 
entertainment. The theoretical conclusion stresses the obligation of 
adopting a comprehensive approach to research in e-marketing and 
consumer behaviour, considering the communication between the 
physical and digital worlds. 

6.2. Practical implications 

The results of this research offer practical implications for vendors 
and organizations investing in the metaverse technology by identifying 
the variables that persuade shopping intention. It is also beneficial for 
marketers to develop successful digital marketing strategies that appoint 
customers and persuade their shopping choices. This could be achieved 

Fig. 3. Structural model.  
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by employing a unified and immersive metaverse encounter, enhancing 
customer curiosity and stimulus to shop for entertainment content and 
associated products. Further, this result offers valuable insight for ex-
perts in the field to augment shopping intention by placing the provision 
of a sense of continuity, launching a realistic sense of presence, sus-
taining interoperability across frequent platforms, transporting simul-
taneous and appealing experiences, and simplifying seamless 
commercial transactions. Finally, by detecting and emphasizing these 
aspects throughout the design process of metaverse experiences, com-
panies have the potential to augment user delight and bolster the like-
lihood of customers joining shopping activities. This research highlights 
the property for marketers to prioritise the creation of outstanding and 
attractive digital content that is in line with the preferences and interests 
of the expected customers. By leveraging the metaverse’s interactive and 
immersive nature, enterprises can create unique and extraordinary ex-
periences that drive customer engagement and shopping intention. 

6.3. Future research directions 

It is important to note that while this study provides valuable in-
sights, limitations should be admitted. The study focused on a specific 
context of entertainment content marketing, and the findings may not be 
generalizable to other businesses or contexts within the metaverse. 
Future research should resume to explore the metaverse’s impact on 
customer behaviour and examine additional variables that may influ-
ence purchase intention in various contexts. Utilizing longitudinal and 
experimental designs allows researchers to monitor shifts in users’ 
perceptions of the metaverse throughout time, providing insight into 
how sentiments develop alongside emerging features and advance-
ments. Importantly, this research reveals information about entertain-
ment content marketing’s impact on Jordanian online gamers’ intent to 
embrace metaverse technology. However, due to the small sample size 
of 454 participants from just one nation, generalizing these findings 
beyond this specific context may be challenging. Subsequent studies 
should extend the sample size and incorporate participants from various 
backgrounds and locations to improve external validity. Furthermore, 
this study centered exclusively on the Spice Framework for studying 
metaverse adoption, neglecting alternative theories. It suggests that 
scholars could broaden their comprehension of the subject matter by 
considering supplementary conceptual models or frameworks linked to 
technology acceptance. Finally, although this research offers valuable 
insights for practitioners, it primarily focuses on Jordanian online 
gamers. Thus, future investigations might examine different user groups 
and contexts to provide a broader perspective on metaverse adoption. 
Finally, one key limitation is the reliance on quantitative data collected 
through an online survey. Although this method allowed us to gather 
responses from a sizable sample, it may not capture the depth and 
nuance of participants’ experiences and perceptions. Future research 
could address this limitation by employing qualitative methods, such as 
in-depth interviews or focus groups. These approaches would allow for a 
richer exploration of users’ motivations, attitudes, and behaviors 
regarding metaverse adoption (Al-Adwan, 2017). 

7. Conclusion 

Despite the metaverse’s potential to transform digital business, there 
remains a scarcity of research investigating how content marketing af-
fects users’ intention to use the metaverse. This study aimed to identify 
whether entertainment content marketing influences users to adopt the 
metaverse by adapting the Spice framework, incorporating variables 
like continuity, sense of presence, interoperability, concurrence, and 
economic flow. Data was collected via an online survey of 454 online 
gamers from Jordan who were purposefully selected. Structural equa-
tion modeling using partial least squares analysis revealed that all five 
factors positively affected metaverse intention. 

This study has significantly improved our understanding of the 

intricate relationship between entertainment content marketing and 
metaverse adoption intentions among Jordanian online gaming partic-
ipants. The meticulous examination of the Spice framework variables 
has provided empirical validation for each linked research hypothesis. 
Analyzing a dataset comprising 454 judiciously screened responses, the 
research underscored the nuanced nature of these variables in shaping 
individuals’ proclivities towards metaverse intention. Leveraging the 
SmartPLS-4 Structural Equation Model facilitated a comprehensive 
exploration of the multifaceted relationships embedded within the Spice 
framework. 
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