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Abstract
Metaverse is a turning point in the digital transformation map within the rapid and successive
developments of technology that are changing human lives around the world. It is a series of
virtual worlds with unlimited multidimensional interactions to create a virtual third world that
converges with the real and digital worlds depending on removing the boundary between them
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to transcend the boundaries of space and time, so that millions of recipients turn to the new
virtual world imposed by Metaverse applications.
With this rapid development, in the near future, Metaverse will become the largest advertising
platform used by the brand to promote itself , build a realistic virtual and shift from physical
and digital stores to virtual stores, as it allows the recipient to enter this environment and
become an integral part of it, transcending traditional methods, allowing recipients to
experience products in a realistic and attractive way, and helps improve the user experience and
interaction with brand by creating interactive experiences in an innovative, more enjoyable and
realistic manner such as (Play or engage) in interactive activities. These experiences can
increase the recipient's engagement with Brand, gain and develop a competitive advantage, and
build an integrated relationship that enables immersion to foster connections and loyalty
between recipient and brand, so that Metaverse is a powerful tool for promoting innovation,
achieving sustainable brand growth, and building strong and sustainable relationships with
recipients The metaverse will affect the way the brand plans targeted advertising strategies and
tries to attract a new and broad sector of recipients in anew interactive and innovative way, and
it will bring about radical changes to its new technology and applications and leverage digital
data to identify the recipient's trends, needs and behaviors of the recipient, which provides them
with personalized, customized and realistic experiences that make them feel in a real world and
this personalization will create deeper bonds between recipients and the brand, which enhances
the sense of loyalty and community belonging within a realistic virtual environment.
The research aims to shed light on the role of metaverse in enhancing the recipient's loyalty to
the brand for survival and enhance competition by adopting innovative strategies and taking
full advantage of the potential of metaverse and creating new interactive experiences that open
horizons to communicate with a new category of recipients and strengthen the relationship
between the brand and the recipient.
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