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ABSTRACT: 

 
The behaviour of real estate agents and the impact it has on the "cycles" of the market. 

The stock market and real estate. The space real estate market and the goods real estate market. 

The virtual self's representation. The metaverse combines all aspects of augmented reality 

(AR), virtual reality (VR), and internet-based virtual space. These virtual spaces exist 

indefinitely, are shared, and are three-dimensional (3D). However, the COVID-19 pandemic 

has caused a significant shift in the way the real estate industry operates. As a result, brokerages 

and agents have been revaluating their technology platforms considering the metaverse's 

application in the real estate industry. 

As a result, to address this issue, these research studies will be conducted to identify the 

consumer behavior of the metaverse in real estate. The methodologies that will be used for this 

research begin with a literature review to identify potential applications of metaverse in the real 

estate industry, examine the challenges faced by metaverse adoption in the real estate field, and 

recommend ways to encourage metaverse application in real estate projects. Following that, 

questionnaire forms are distributed. 
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INTRODUCTION: 

 
Individuals or groups' actions, decisions, 

and patterns of behaviour when 

considering, purchasing, or using goods and 

services are referred to as consumer 

behaviour. Consumer behavior in the 

context of the real estate metaverse can be 

defined as how individuals interact with 

virtual real estate assets. The real estate 

metaverse is a virtual world in which users 

can purchase, sell, and own virtual 

properties ranging from simple digital 

spaces to complex 3D virtual environments. 

Understanding consumer behavior in the 

real estate metaverse is critical for 

developers, investors, and other 

stakeholders who want to effectively create. 

and market   virtual properties. 

Considerations such as user preferences, 

demographics, and  psychographics are 

necessary to  comprehend  consumer 

behaviour in the real estate metaverse. 

These elements may have an impact on how 

users interact with virtual properties and the 

features they seek in it. The motivations and 

objectives of virtual property buyers must 

also be understood to understand consumer 

behaviour in the real estate metaverse. For 

instance, while some users may be more 

interested in the social and creative aspects 

of virtual property ownership, others may 

be more interested in virtual real estate as a 

form of investment. 

 
In general, developing successful virtual 

real estate products and services that satisfy. 



users' needs and expectations require an 

understanding of consumer behaviour in the 

real estate metaverse. 

So, the research has been done with respect 

to the demographics to understand the 

buying behavior of the consumer. 

 
REAL ESTATE IN METAVERSE: 

 
Metaverse is a new beginning to create 

something new, much like the early days of 

the Internet. Tech tycoons are spending 

billions to build metaverse, which they refer 

to as the future. But what is metaverse? 

Neal Stephenson, a writer of science fiction, 

first used the term "metaverse" in 1992. 

(Laeeq, 2022a; Radhakrishna, 2022) The 

concept of a fully immersive virtual world 

where people congregate to socialize, play, 

and work is described in its most basic form. 

To create spaces for rich user interaction 

that mimic the real world, it is a simulated 

digital environment that combines 

augmented reality (AR), virtual reality 

(VR), blockchain, and social media 

principles. (Laeeq, 2022b) 

 
A metaverse is a virtual environment where 

users' avatars can communicate and 

socialize. The fact that this new digital 

world is based on a public blockchain is 

what sets it apart from other gaming 

environments like Second Life, Roblox, or 

Minecraft. Resources in the 

 

 
NFTs (non-fungible tokens, or special 

digital tokens that cannot be exchanged), 

which include metaverses, can exist on 

blockchains even outside of the metaverses. 

In addition, blockchains allow the 

metaverses to have their own 

cryptocurrencies and thus their own 

financial ecosystems, providing a novel. 

setting to test monetary theories. Since 

Facebook announced that it would change 

its name to Meta and become a metaverse 

company (in October 2021), the term 

"metaverse" has recently gained attention 

from the public. (Nakavachara & 

Saengchote, n.d.) 

 
CONSUMER BEHAVIOUR IN THE 

REAL ESTATE METAVERSE: 

 
A new and developing field is consumer 

behaviour in metaverse real estate. The 

term "metaverse" describes a virtual setting 

where users can communicate with other 

users and computer-generated objects. Real 

estate in the metaverse here refers to digital 

properties that can be acquired, rented out, 

or sold by people or companies. 

 
The factors that drive demand for virtual 

properties are an important aspect of 

consumer behaviour in metaverse real 

estate. The need for social interaction and 

community building, the need for a place to 

express one's creativity, and the possibility 

of financial gains from investing in virtual 

real estate are a few of the main motivators. 

 
How consumers view and value virtual 

properties in the metaverse is another 

crucial factor. A virtual property's value is 

frequently determined by its location, size, 

and degree of customization. Before 

purchasing virtual real estate, customers 

may also take the reputation of the virtual 

environment and the platform's security 

into account. 

 
Consumer behaviour in the real estate 

market is likely to change and evolve as the 

metaverse develops and becomes more 

well-known. To effectively market and sell 

virtual properties in the metaverse, 



developers and investors will need to stay 

up to date on these changes. 

 
In one investigation, (Qin & Shi (2020)) 

looked at the factors that influence buyer 

behavior in virtual real estate. The study 

discovered that elements like perceived 

enjoyment, social presence, and perceived 

risk have an impact on consumers' 

perceptions of the virtual world and the 

properties as well as their willingness to 

invest in virtual real estate. The study also 

discovered that consumers are more likely 

to invest in virtual real estate if they have 

previous experience with virtual worlds. 

The smart real estate approach, as suggested 

by (Allameh et al.,2012), focuses on user 

centeredness that incorporates technologies 

with the environment and home users’ 

behavior. Smart real estate is part of the 

smart city initiatives, which are seen as the 

future of urban built environment (Buckman 

et al., 2014). 

 
FACTORS INFLUENCING 

CONSUMER BEHAVIOUR: 

Numerous studies have examined the 

effects of gender on Internet use and online 

shopping, but the findings have not been 

found to be definitive. For instance, 

research by Farag et al. (2003) has revealed 

that men make up most online shoppers. In 

a similar vein, Bhatnagar and Ghose (2004) 

discovered ample evidence that women 

demonstrate a lower aptitude for computers 

and a higher level of computer anxiety. 

However, Dai (2007) found that despite 

their worries about the risks involved with 

online shopping, women outspend men in 

terms of both the population of online 

shoppers and expenditures. All these facts 

could be taken as proof that there are some 

gender differences in the usage of real 

estate in metaverse, but it might change. 

with respect to time so, the study has done 

to check whether the gender influences the 

investment in the metaverse plot. From this 

the research question 1 is derived. (Akman 

& Rehan, 2014) 

 
RQ 1: Does gender have an impact on the 

amount that people are willing to spend in 

buying metaverse plot? 

 
Age is one of the factors that affects 

people's attitudes, and different age groups 

may have different buying tendencies 

(Hwang et al., 2006). This view is also 

supported by (Farag et al.,2003) who 

reported that age is inversely related to 

purchasing in a non-linear manner. Hence 

the factor age could be an impact in buying 

the land in the metaverse from which the 

research question 2 is derived. 

 
RQ2: Does age have an impact on buying 

land parcel in metaverse? 

 
Illiterate, partially literate, skilled, 

bureaucrats, professionals, businesspeople, 

etc. have different purchasing behavior. 

The brands that white collar workers prefer 

are often very dissimilar from those of blue- 

collar workers. Thus, it is simpler to 

analyses and predict consumer behavior. If 

we are certain of this line of work. (Kumar, 

2014). So, the profession of a person could 

also be a factor in influencing or impacting 

the buying behavior of real estate in 

metaverse. From this the research question 

3 is framed. 

 
RQ3: Does profession have an impact on 

buying land parcel in metaverse? 



OBJECTIVES OF THE STUDY: 

 
The objectives of the present study are: 

 
1. To understand the impact of age in the 

real-estate purchasing in metaverse. 

2. To understand the impact of gender in the 

real-estate purchasing in metaverse. 

3. To understand the impact of profession. 

in the real-estate purchasing in metaverse. 

 
METHODOLOGY: 

 
Two types of data were used in the research. 

one containing primary data, the other 

secondary data. The survey questionnaire 

that was created and distributed is 

considered primary data. The secondary 

data included a review of the literature on 

how big data changes consumer behavior, 

along with psychological characteristics 

and social media influences that affect big 

data predictions of consumer behavior. A 

questionnaire with a maximum of 12 

questions was used for the primary data 

collection in this quantitative study. 

The survey was created using Google 

Forms, and the link was then distributed via 

emails and social media. The participants' 

responses were automatically recorded. 

Analysis was done on the research's data. 

 
and then represented with numbers using 

the arithmetic average, charts, and tables. 

To predict research results, further analysis 

of the research was conducted using data 

analytics algorithms. 

 
The sample size for the research was taken 

to be 180.The age group of most of the 

respondents was between (22- 36). The 

responses from male were at 53.3 % which 

means most of the participants were male. 

Most of the participants are working. 

professionals and are employed. This 

accounts to the demographic results of the 

research that has been conducted for 

understanding the consumer behavior in the 

purchase of real estate in the metaverse. 

 

 
METHODS OF DATA ANALYZING 

AND INTERPRETATION: 

 
1. Percentage Method. 

2. Chi-Square Method 

 

 
EMPIRICAL ANALYSIS: 

 

 
RQ 1: Does gender have an impact on the 

amount that people are willing to spend in 

buying metaverse plot? 

 
H1: There is a significant impact of 

gender in the buying of metaverse plot. 

 
H0: There is no significant impact 

of gender in the buying of metaverse plot. 

 
If P value >0.05 Accept H0, Reject H1 

If P value < 0.05 Reject H0, Accept H1 
 

 

 

 
 

Figure 1: percentage of male and female respondents 



 

 
Count of Gender 

Interest towards buying. 
metaverse plot 

 
Grand Total 

Maybe No Yes 
 

Female 21 20  43 84 

Male 33 15  48 96 
Grand Total 54 35  91 180 

   χ2  0.23830281 

p >0.05 

 

 
Table 1: Gender Vs Interest towards Owning a 

Metaverse Plot 
 

If P value > 0.05 Reject H1, Accept H0. 

Therefore, there is no significant impact of 

value of χ2 (0.04168) is less than table value 

at 5% level of significance, 

So, the p-value is 0.162. This means that 

there is a 16.2% chance that the observed 

data is due to chance, assuming a 

significance level of 0.05. which leads to 

accept null hypothesis. It means there is no 

significant relationship between the variable 

namely age of consumer and purpose of 

buying a metaverse plot. 

gender on Interest towards Owning a 

Metaverse Plot 

 

 
I 

RQ2: Does age have an impact on buying 

land parcel in metaverse? 

 

H1: There is a significant impact of 

age in the buying of metaverse land parcel. 

 
H0: There is no significant impact 

of age in the buying of metaverse land 

parcel. 

 
If P value >0.05 Accept H0, Reject H1 

If P value < 0.05 Reject H0, Accept H1. 
 

 

 

 

 
Figure 2: Percentage of different age groups of the 

respondents. 
 

It is evident from the Table 2 that majority 

of the consumers belonging to all age group 

have responded that they have not 

purchased the metaverse plot. While 

applying χ2 test, it is found that calculated. 

 

Table 2: Age Vs Owning a Metaverse Plot 

 

 

 

If P value > 0.05 Reject H1, Accept H0. 

Therefore, there is no significant impact of 

gender in the buying of metaverse plot. 

 

 

 
RQ3: Does profession have an impact on 

buying land parcel in metaverse? 

 
H1: There is a significant impact of 

profession in the buying of metaverse land 

parcel. 

 
H0: There is no significant impact 

of age in the buying metaverse land parcel. 

 
If P value >0.05 Accept H0, Reject H1 

If P value < 0.05 Reject H0, Accept H1 

Age Metaverse 

             yes 

 Plot owni ng  

No 

     Total 

Below 16  6  1 7 

16 -21  10  15 25 

22-36  40  91 131 

37-50  10  7 17 

   χ2  0.04168 
   p  0.162 

 



 

 

 

 

 
 

 

 

 
Figure 3: Percentage of working vs students. 

 

The value of χ2 (0.00243) is less than table 

value at 5% level of significance, 

So, the p-value is 0.88. This means that 

there is an 88.8% chance that the observed 

data is due to chance, assuming a 

significance level of 0.05. which leads to 

accept null hypothesis. It means there is no 

significant relationship between the variable 

namely profession of consumer and 

purpose of buying a metaverse plot. 

 

 

Student 78 30 108 

Working 

professional 36 36 72 

χ2 0.00243793 

p 0.88 

 

Table 3: Profession Vs Owning a Metaverse Plot 
 

If P value > 0.05 Reject H1, Accept H0. 

Therefore, there is no significant impact of 

profession in the buying of metaverse plot. 

 
CONCLUSION: 

 
This article describes the buying behaviour 

of consumers in the real estate metaverse. 

As the change comes in these factors, 

consumer behaviour also changes. The 

research depicted that there are so many. 

demographic factors like age, gender, 

occupation, education, and family 

background which significantly affects the 

behaviour of consumers. Thus, it can be 

concluded that opinion of all consumers 

over the reasons of metaverse plot is 

equally distributed. 
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