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Abstract
Objectives: The purpose of this study was to recognize and categorise factors influ-

encing Gen Z’s inclination to build and maintain brand relationships in the Metaverse.
Originality/value: While there are interesting research findings in global literature 

regarding both customer engagement and brand relationships, explaining consumers’ 
engagement in brand relationships in the virtual world – the Metaverse – represents 
a unique challenge. Consequently, this paper aims to address this gap in the literature 
by examining Gen Z customers’ inclination to engage in brand relationships from an in-
ternational standpoint. This leads to new conceptualization and the typology of factors.

Materials and methods: Theoretical deliberations were grounded in literature stud-
ies. The empirical part of the paper was based on quantitative research in the form of 
a survey in 2023 with international respondents. The sample consisted of respondents 
aged 18-25, who declared they had conducted activity in the Metaverse. Sampling 
procedures were based on convenience sampling (non-random technique). In total, 
97 valid questionnaires were used in the analysis. The research was exploratory in 
nature and was not intended to provide conclusive evidence, but to have a better 
understanding of the problem. The gathered data were subject to content analysis, 
descriptive statistics analysis, and exploratory factor analysis (EFA).

Results: All the participants of the study declared that they had been active 
in the Metaverse, mainly in the form of gaming, education, or customer experi-
ence. Gen Z are willing to engage in relationships with brands in the form of value 
co-creation, providing feedback, recommendations and brand advocacy, or brand 
loyalty. Exploratory factor analysis (EFA) enabled the identification of 16 items in 
the following categories: Consumer Inclination, Consumer Openness, Consumer 
Relatedness, Consumer Esteem, and Consumer Growth. Convergent validity for 
a 5-item construct was tested and met the required criteria.

Conclusions: This paper enhances our understanding of Gen Z consumers’ inclina-
tion to build brand relationships in the Metaverse on both a theoretical and empirical 
level. It is a response to the need for further research in this emerging field, which 
investigates less-explored factors and emphasizes the crucial role of the Metaverse 
in shaping consumer behaviour within virtual worlds. The study underscores the 
importance of utilizing the Metaverse for engaging customers and fostering stronger 
brand relationships, which provides managerial insights in order to enhance customer 
experiences in virtual environments. Several limitations were addressed in this study.

Keywords: Gen Z consumers, brand relationship, Metaverse
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Introduction

Increasing competitiveness among companies has made managers search for 
a key asset, which will be effective in achieving long-term success. Literature stud-
ies (Liu et al., 2020; Kushwaha et al., 2020, Sanchez-Fernandez et al., 2009, and 
Sanchez-Fernandez and Iniesta-Bonillo, 2007) demonstrate that the prosperity of 
a business may be assured when companies establish and nurture robust, endur-
ing connections with their stakeholders, placing a special emphasis on cultivating 
customer relationships. According to Shin et al. (2022), relationship marketing 
plays a pivotal role in contemporary business and relationships between brands 
and their customers may be comparable to interpersonal relationships.

The need to establish a brand relationship may be more crucial when it comes 
to generation Z (Gen Z). According to generation cohort theory (Fernandez-
Duran, 2016), groups of individuals or cohorts who were born during the 
same frame and experienced similar distinguishable external events during 
early adulthood (17-23 years) share similar values, attitudes, preferences, and 
consumption behaviours throughout their lives. One of the latest generational 
cohorts in the spotlight due to their raising marketing power is Gen Z. With an 
estimated collective buying power of $853 billion on a global level and a pre-
dicted value of purchasing power of $2 trillion to be reached by 2026 (McKinsey 
& Company, 2023a), Gen Z has become an important consumer cohort.

Moreover, this generation is moving away from traditional marketing and 
brand relationship. In fact, they are referred to as digital natives (Dewalska-
Opitek, Witczak, 2023), they socialize, learn, entertain, and build relationships 
in a fluid digital world – one in which boundaries between their online and 
offline lives blur to the point they are hardly distinguishable (Cheung et al., 
2017, McKinsey & Company, 2023b ).

The emergence of the Metaverse, a virtual reality that exists beyond reality 
(Kye et al., 2021, Kolesnichenko et al., 2019), connecting consumer’s imag-
ination to the real world (Bale et al. 2022), and bringing a fusion of social 
networking with the immersive virtual worlds (Ayiter, 2019) fits perfectly 
into the lifestyle of Gen Z.

Despite its rapid expansion, there is still a lack of understanding about 
consumer behaviour in the Metaverse. Prior studies present diverse but 
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general perspectives on the emerging challenges and opportunities within the 
Metaverse (Dwivedi et al., 2022), provide theoretical predictions on how the 
Metaverse will shape the future of consumer research and practice (Koohang, 
2023), or describe the digital revolution of the Metaverse in a particular business 
industry (Dewalska-Opitek, 2023). However, these studies leaving a gap when it 
comes to Gen Z consumers’ perspective and their inclination to maintain brand 
relationships in the Metaverse. While there are interesting research findings in 
the global literature regarding both customer engagement and brand relation-
ships, explaining consumers’ propensity to engage in brand relationships in the 
virtual world – the Metaverse – represents a unique challenge. Consequently, 
this paper aims to address this gap by examining Gen Z customers’ inclination 
to engage in brand relationships from an international standpoint. From this 
a new conceptualization and typology of factors has been formed.

The purpose of this study was to recognize and categorise factors influencing 
Gen Z’s inclination to build and maintain brand relationships in the Metaverse.

The study adopts a quantitative approach, employing a survey method 
conducted in 2023 on international respondents. The sample consisted of 
respondents aged 18-25, who declared that they had conducted activity in the 
Metaverse. The sampling procedures were based on quota sampling (non-ran-
dom technique). In total, 97 valid questionnaires were used in the analysis. The 
research was exploratory in nature and was not intended to provide conclusive 
evidence, but to enable better understanding of the problem. The gathered data 
was subject to content analysis, descriptive statistics analysis, and exploratory 
factor analysis (EFA).

Theoretical background

Gen Z consumers and their brand interactions

Generation Z, often referred to as Gen Zers, iGeneration, Gen Wii or 
NextGen (Thangavel et al., 2022) encompasses consumers born in the mid-
1990s and beyond. This emerging consumer demographic is the initial cohort 
born entirely in the digital era. These individuals have never experienced 
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a world without the internet, apps, or immediate communication with a wide 
network of peers who shape their opinions. As self-sufficient digital natives, 
they socialize, learn, and enjoy themselves within a dynamic digital realm 
where the distinctions between their online and offline lives become nearly 
imperceptible (Bezbaruah, Trivedi, 2020, pp. 300-302).

M. Ozkan and B. Solmaz (2015, pp. 476-483) characterize Gen Z as individ-
uals who excel at multitasking and prefer acquiring knowledge independently, 
emphasizing their distinctive individuality. Their ethos revolves around accom-
plishing more within shorter time frames, with efficiency and effectiveness 
being integral to their daily reasoning (Chillakuri, Mahanandia, 2018, pp. 34-
38). Growing up in a world saturated with the Internet, Gen Z is reliant on and 
well-acquainted with Information and Communications Technology (ICT) 
solutions. Described as self-assured, proponents of teamwork, and individuals 
seeking assurance for their future, they actively pursue workplace happiness 
and prioritize autonomy over authority (Ozkan, Solmaz, 2015, p. 478).

According to the 2023 Gen Z and Millennial Survey (Deloitte, 2023), tech-
nology has made Gen Zs into brand enthusiasts, but not all of them display 
the same level of enthusiasm or brand loyalty. If brands are slow to engage or 
break their promises, then members of Gen Z will quickly switch to a com-
petitor. Chen Davidson et al. (2014, pp.1-3) and Agbeche (2022, pp. 1354-
1355) argue that brand loyalty and brand enthusiasm are frequently misused 
interchangeably, yet they carry distinct meanings. Loyalty, in brand assessment, 
focuses solely on repeat purchases. In contrast, brand enthusiasm involves 
active engagement between the brand and consumers, allowing organizations 
to comprehend consumer preferences and behaviours.

Research findings presented by Cheung et al. (2017) show that Gen Z members, 
although generally less prone to forming strong brand attachments compared 
to previous generations, still exhibit a strong willingness to engage with organi-
zations. This presents a significant opportunity for brands not only to influence 
Gen Z but also to establish a meaningful connection that fosters brand enthusi-
asm. Authenticity is crucial in this context, as Gen Z, having grown up in an era 
where misinformation is abundant, values transparency and authenticity. They are 
discerning and seek brands that are genuine. The traditional categories of brand 
loyalty, such as advocates, apathetics, and antagonists, have become obsolete due 
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to technological advancements. In their place, three new categories have emerged: 
Brand Devotees, Brand Connectors, and Brand Pragmatists.

Brand Devotees, constituting 28% of Gen Z, are fervent about brand en-
gagement, favouring authenticity and innovation. They actively seek new 
products and are vocal about spotting inauthentic brands, especially on social 
media. This segment craves engagement and collaboration, requiring brands to 
offer opportunities for co-creation across various channels. Primarily found in 
burgeoning markets like China, India, Mexico, South Africa, and the Middle 
East, Brand Devotees attract new followers through positive social media ex-
periences. Brands should facilitate access to user-generated content, such as 
reviews and recommendations, to bolster their influence (Cheung et al., 2017).

Brand Connectors, representing 48% of Gen Zers, form the largest cluster 
within this demographic. They show strong brand affiliations and actively seek 
avenues to voice their opinions. While authenticity remains important to them, 
they are more forgiving compared to Brand Devotees. Brand Connectors aspire 
to contribute meaningfully, underscoring the importance for brands to offer 
platforms for their expression. Successfully engaging with this group hinges 
on a brand’s ability to remain flexible, adaptable, and agile. Understanding the 
nuanced preferences and behaviours of individuals within this diverse group is 
paramount to effectively catering to Brand Connectors (Veloutsou, Black, 2020).

Brand Pragmatists, comprising 24% of Gen Z, prioritize familiarity and relia-
bility. They seek consistent delivery of essentials like quality, value, and availabil-
ity. Loyalty from Pragmatists is secured through brands that consistently deliver 
on their promises and provide tangible product benefits. With minimal invest-
ment in branded content and engagement, brands can retain Pragmatists’ loyalty, 
as they tend to remain loyal once satisfied. This group shows less inclination 
towards new and trendy products compared to Devotees and Connectors. Brands 
should actively listen to Pragmatists’ feedback, as addressing their concerns could 
potentially elevate them to Connectors (Cheung et al., 2017; Carlson et al., 2018).

Research conducted by Kiser and Washington (2015) followed by Cirilli 
and Nicolini (2019), as well as Zhang et al. (2023), proved that Gen Zers’ 
digital skills are high, surpassed only by the latest Alpha Generation (called 
Screenagers). Gen Z’s tech familiarity makes them receptive to advancements 
like artificial intelligence (AI), including the Metaverse.



A. DEWALSKA-OPITEK, A. SZEJNIUK 

W S G E  U n i v e r s i t y  o f  A p p l i e d  S c i e n c e  i n  J ó z e f ó w342

The concept of the Metaverse

The term Metaverse gained prominence with Mark Zuckerberg’s announce-
ment of renaming and rebranding Facebook as Meta in October 2021. This 
marked a significant shift towards emphasizing the creation of a Metaverse, 
a digital platform where individuals can replicate real-life activities using 
digital avatars. This includes professional tasks like office meetings, social 
interactions with co-workers, shopping, watching movies, attending concerts, 
and building relationships with brands (Milmo, 2021, pp. 2-3).

Defining the Metaverse is challenging, given its ongoing development, 
and it lacks a universal definition. It is often described as the future of the 
internet, an immersive next-generation version facilitated by various technol-
ogies (Nover, 2021, p.1). The Metaverse world may be referred to as a virtual 
environment where consumers are represented by avatars (Gonzalez, 2022, 
pp. 3-5). According to Zuckerberg, the Metaverse is an embodied internet that 
people are inside of instead of just looking at (Chayka, 2021, p.1).

While the term Metaverse was popularized in Neal Stephenson’s 1992 novel 
Snow Crash, its evolution has accelerated with advancements in computing and 
graphics, resulting in diverse digital virtual worlds, including games, role-play-
ing, simulators, and social virtual spaces. Contemporarily, the Metaverse 
encompasses the integration of virtual reality (VR), augmented reality (AR), 
and mixed reality (MR) into daily life accessible through PCs, game consoles, 
and smartphones (Periyasami and Periyasamy, 2022, p. 529).

Acknowledging the expansive scope of the term, this study uses Metaverse 
to encompass existing platforms and technologies representing steps toward 
an immersive, interconnected digital universe. However, the Metaverse is 
recognized as a work in progress, which is not yet fully realized in its ultimate 
form (Kaur et al., 2023, p. 3).

The Metaverse, initially rooted in gaming, has evolved into a realm of re-
al-world economic value and a new business model. Recent attention has turned 
towards the business and marketing potential of the Metaverse, with scholars 
emphasizing the role of brands in shaping consumer experiences within this dig-
ital realm. This trend has also sparked new partnerships among brands in recent 
years. Another notable advantage of the Metaverse in marketing communication 
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lies in its capacity to provide marketers with access to a diverse and extensive 
audience, as it serves as a global platform for connecting and engaging people 
worldwide. This enables reaching a global audience and establishing widespread 
brand awareness. The Metaverse enables brands to craft distinctive and immer-
sive experiences to capture consumers’ attention. Through the utilization of 
advanced technologies such as augmented and virtual reality, brands can create 
engaging experiences that foster strong emotional connections with consumers 
(Mital and Rohit, 2023, Mishra and Dharmavaram, 2023).

Gen Z consumers’ inclination to build relationships with brands in the 
Metaverse, has become central in research.

Research methodology

The aim of this investigation was to identify factors associated with the 
propensity of Generation Z (Gen Z) consumers to establishing brand relation-
ships within the Metaverse. The study, conducted in 2023 through a survey, 
constituted a segment of a more comprehensive examination of Gen Z behav-
iour. However, this paper exclusively presents specific outcomes, especially 
those pertaining to the dynamic between consumers and brands.

This exploratory research was undertaken to discern the nature of the 
issue and its primary goal was not to provide definitive proof but to enhance 
comprehension of the matter (Henson and Roberts, 2006). Data was gathered 
from global Gen Z consumers, with the selected sample having participated in 
brand-related activities in the Metaverse. The sampling technique employed 
was convenience sampling, a non-random approach via SurveyMonkey plat-
form. Convenience sampling is a type of nonprobability sampling where 
members of the target population that meet certain practical criteria, such as 
easy accessibility, geographical proximity, availability at a given time, or the 
willingness to participate are included for the purpose of the study (Etican et al., 
2016, p.2). Although 161 respondents were reached, due to filtering questions 
(regarding survey participants experience with the Metaverse and age ranges 
to identify GenZers), a total of 97 valid questionnaires were analysed. Table 
1 provides essential details about the survey participants.
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Table 1. Sample characteristics (N=97)

Specification Sample (in %)

1. Gender:
Male
Female
Other/ not declared

44,3
55,7

-

2. Age:
18-19
20-22
23-25

39,3
34,5
26,2

3. Nationality:
Australian
British
Chinese
French
Indian
Italian
Japanese
South Korean
Polish
Romanian
Slovak
Ukrainian
Other

11,4
8,3

12,4
6,2
7,2
4,1

16,6
11,4
4,1
1,0
7,2
-

4. Perceived economic status compared to 
other consumers at the same age:
Definitely better
Rather better
Neither better nor worse
Rather worse
Definitely worse

11,3
21,5
46,7
14,0
6,5

5. Frequency of Internet usage:
Several times a day
About once a day
Several times a week
Several times a month
Not more often than once a month
Never, hardly ever

91,6
8,4
-
-
-
-

Source: Own elaboration

54 of the respondents were female and 43 of those females were aged 18-22. 
They came from South Korea (16.6% of respondents), France (12.4% of re-
spondents), Great Britain and Poland (8.3% and 11.4% of study participants 
respectively). When asked to describe their economic status in comparison 
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to other people at the same age, respondents evaluated it as similar or the same 
(47%) and rather better (21%). 11% of respondents declared their economic status 
was definitely better and 21% evaluated it as worse (14% rather worse and 7% – 
definitely worse). Respondents were also asked how often they used Internet. 92% 
declared their internet usage to be several times a day and 8% about once a day.

The survey served as a research instrument for the purpose of data collec-
tion. It featured scales designed to assess the inclination towards establishing 
brand relationships within the virtual realm of the Metaverse, as well as 
to identify and categorize factors influencing the inclination of Generation 
Z (Gen Z). For the dependent variables, by measuring the inclination to 
build relationships, scales were adapted from studies conducted by France 
et al. (2016) and Islam and Rahman (2016). As for the independent varia-
bles encompassing consumer personality, relatedness, esteem, and growth, 
scales were predominantly derived from research by Srivastava and Owens 
(2010) and Adhikari and Panda (2019). To gauge customer behaviour in the 
Metaverse, scales from Kaur et al. (2023), Hadi et al. (2023) and Chakraborty et 
al. (2023) were employed. The vast majority of constructs were measured with 
multi-item reflective measurement models using 5-point Likert scales ranging 
from (1) strongly disagree to (5) strongly agree. Some adaptation was also used 
when respondents were asked about the frequency of an activity, ranging 
from (1) I definitely did not perform to (5) I definitely performed. To mitigate 
measurement error and prevent result bias, neutral language was employed, 
along with assurances of respondent anonymity and data confidentiality.

Research findings

Respondents were asked whether they had conducted any form of activity in 
the Metaverse within the previous six months. It was a filter question used for sam-
pling. 97 survey participants representing Gen Z declared they had, and they were 
asked to indicate the genal purpose of their visits to the Metaverse. Respondents 
mainly highlighted gaming (92%), education (74%) and customer experience 
(69%). Detailed answers are presented in Figure1. The question had a conjunc-
tion-like character, which is why the results do not add up to 100%.
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Figure 1 Respondents declared purposes to visit the Metaverse

Source: Own elaboration

Respondents were asked if they had spotted any brands when visiting the 
Metaverse. The vast majority of them (94%) declared they had – definitely spot-
ted or rather spotted a brand or brands when they visited the Metaverse (39% 
and 57% respectively), 3% of the study participants cannot recall any brand 
and 1% declared they had not recognized any brand in the Metaverse. Detailed 
answers are presented in Figure 2.
Figure 2. Respondents declared brand recognition in the Metaverse

Source: Own elaboration
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The survey participants were asked about their inclination to engage in 
brand relationship in the Metaverse by indicating their declared behaviour 
on a 5-point Likert scale (from 5 – definitely perform, to 1 – definitely not 
perform). Respondents’ replies are presented in a form of a semantic profile 
in Figure3.

Figure 3. Respondents declared inclination to engage in brand relationship in Metaverse

Source: Own elaboration

The researched members of Gen Z are willing to engage in relationships 
with brands in the form of value co-creation, providing feedback, recommen-
dation and brand advocacy or brand loyalty. They are less prone to tolerating 
brand misconduct, actively participating in brand communities or increasing 
purchase intensity.

Through the utilization of the SPSS program, exploratory factor analysis 
(EFA) was conducted to pinpoint the primary determinants of helping be-
haviour. The Scree Plot (Figure 4) revealed a five-factor solution.
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Figure 4. Scree Plot indicating the number of components for customers’ inclination to 
build brand relationships in the Metaverse

Source: Own elaboration based on survey results processed in the SPSS package

Varimax results from the EFA were applied to the 16 previously identified 
items associated with latent constructs. Overall, the items demonstrated antic-
ipated loadings on their respective constructs, all surpassing 0.6, and exhibited 
no instances of cross loadings (Dewalska-Opitek 2019). The detailed Varimax 
results can be found in Table 2.

The rotated component matrix revealed five principal constructs influencing 
customers’ proclivity for engaging in brand relationships in the Metaverse. The 
first construct, labelled Consumer Inclination, reflects customers’ willingness 
to engage in future brand relationship activities in the Metaverse. This includes 
recommendations and brand advocacy, brand loyalty, participating in brand 
communities and sharing ideas with companies.

The second construct, Consumer Openness, elucidates how customers’ per-
sonality traits, such as openness to experience, innate innovativeness, enduring 
involvement, or extraversion, manifest in their willingness to participate in 
brand relationship (Handrich and Heidenreich, 2013).
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The third construct, Consumer Relatedness, encompasses consumers’ at-
titudes and behaviours toward others, including relationships with others or 
membership in a group.

The fourth and the fifth constructs, Customer Esteem and Customer Growth, 
align with Maslow’s identified needs, specifically esteem needs (acceptance, 
recognition, respect) and growth needs (self-fulfilment, self-development, 
development of competences).
Table 2. Rotated component matrix

Source: Own elaboration based on survey results processed in SPSS package

In accordance with the methodologies proposed by Mitręga and Pfajfar 
(2015, p. 198), the assessment of convergent validity was conducted to ascer-
tain whether the indicators of a specific construct should cover or share a high 
proportion of variance in common. Convergent validity was evaluated using 
the criteria of Average Variance Extracted (AVE) and Composite Reliability 
(CR), with benchmarks set at AVE > 0.5 and CR > 0.6. The outcomes of the 
convergent validity analysis are detailed in Table 3.
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Table 3. Convergent validity for 5-item construct

Composite Reliability
(CR)

Average Variance Extracted
(AVE)

Consumer Inclination 0,863 0,687

Consumer Openness 0,782 0,548

Consumer Relatedness 0,857 0,665

Consumer Esteem 0,864 0,627

Consumer Growth 0,763 0,563

Source: Own survey results processed in Excel

All the specified criteria were satisfied for all the assessed con-
structs. Considering these outcomes alongside the results of the conducted 
analysis, it is reasonable to infer that the measurements of latent variables 
demonstrate validity and reliability for each of the five constructs: Consumer 
Inclination, Consumer Openness, Consumer Relatedness, Consumer Esteem, 
and Consumer Growth. This establishes a foundation for exploring relation-
ships among these constructs in future studies.

Discussion and conclusions

In summary of the arguments presented in the paper, the practice of value 
co-creation emerges as a significant trend in customer behaviour, which is particu-
larly notable among Generation Z. Given this cohort’s inclination for engagement 
in brand relationships, companies must embrace Gen Z customer enthusiasm to 
foster enduring connections. To establish lasting bonds, a participation-driven, in-
teractive digitalised business model (like the Metaverse), supported by appropriate 
physical and digital infrastructure, is recommended for future implementation.

Literature studies confirm that although the Metaverse is a novel concept, 
it has already gained recognition, especially among young consumers from 
Gen Z, who are moving away from traditional marketing and brand rela-
tionships. Termed as digital natives, they socialize, learn, entertain, and build 
relationships in a fluid digital world, where boundaries between their online 
and offline lives are hardly distinguishable.
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The theoretic deliberation was enriched by direct quantitative research 
results. This study aimed to identify factors related to the inclination of Gen 
Z individuals to establish brand relationships in the Metaverse. Utilizing 
a quantitative approach, the research employed a survey method conducted 
in 2023 with an international sample of 97 respondents. The sample targeted 
respondents aged 18-25 who confirmed their participation in Metaverse ac-
tivities. Through exploratory factor analysis (EFA), this study identifies five 
primary constructs influencing the willingness of Generation Z customers to 
engage in brand relationship: Consumer Inclination, Consumer Openness, 
Consumer Relatedness, Consumer Esteem, and Consumer Growth. The meas-
urements of latent variables demonstrate validity and reliability across all five 
constructs, enabling the examination of relationships between them in future 
studies using alternative analytical methods.

The results support a previous study by Mahmoud (2023) and Cho (2023) 
stating that the Metaverse changes the way people consume and communicate 
and how consumers engage with brand relations. The findings of this study 
also implied that the application of the Metaverse provides opportunities to 
engage with customers in virtual worlds by building better relationships. By 
using the Metaverse, customers also perceive that the application of virtual 
worlds by the Metaverse enables them to have memorable experiences, which 
was one of the purposes of the Gen Z respondents’ activity in Metaverse.

This paper enriches our comprehension of Gen Z consumers’ inclination to 
engage in brand relationships at both theoretical and empirical levels, contrib-
uting to the academic literature in several ways. Firstly, it responds to previous 
calls to continue developing studies on customer behaviour in the Metaverse, 
an emerging field for academics and business practitioners. Secondly, it sheds 
light on factors which are less explored in the literature, therefore, enhancing 
our understanding of the inclination to interact with brands in virtual reality.

At a managerial level, this research focuses on how customers perceive the 
application of advanced technology, particularly the Metaverse, in shaping their 
consumer behaviour within virtual worlds. Therefore, the utilization of the 
Metaverse plays a crucial role in engaging customers within a virtual environment 
and contributes to the development of stronger customer relationships. The inte-
gration of the Metaverse enables consumers to interact with brands. The study’s 
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results provide insights into which aspects should be prioritized to enhance 
customer experiences in virtual worlds through the adoption of the Metaverse.

However, certain limitations apply to the study’s findings. The research 
exclusively focuses on Gen Z’s inclination to engage in brand relationship, 
and a cross-generational comparison might provide a new perspective on 
the phenomenon. Additionally, further research may uncover additional 
factors and motives of Gen Z customers both stimulating and enhancing and 
restraining or restricting their inclination for engaging in brand relationships 
in virtual worlds, leaving room for future exploration.
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