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Abstract

The research develops a comprehensive theoretical framework integrating three core dimensions:
(1) the digital asset economy, including NFTs and blockchain-enabled ownership structures; (2)
Al-driven behavioral intelligence, encompassing avatar analytics, purchase prediction, and
immersive personalization; and (3) governance and risk moderators, including cybersecurity,
privacy, regulatory compliance, and cultural acceptance. Building upon these dimensions, the
study proposes the Metaverse Marketing Management Model (M3 Model), a five-layer strategic
architecture consisting of the Data Layer, Al Analytics Layer, Immersive Brand Design Layer,
Engagement Strategy Layer, and Performance & ROI Measurement Layer.

The model reconceptualizes marketing management from communication optimization to
immersive ecosystem orchestration, where firms operate as architects of experiential digital
environments. The study contributes to marketing theory by integrating digital asset economics
with Al-powered spatial analytics and introducing governance mechanisms as structural
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moderators of sustainable performance. The paper concludes that while metaverse marketing
offers unprecedented opportunities for engagement depth, brand loyalty, and revenue
diversification, its sustainable implementation depends on robust cybersecurity infrastructures,
ethical Al governance, adaptive regulatory compliance, and culturally responsive strategies.

Key words: Metaverse, digital branding, marketing
Introduction
Digital Transformation in Marketing

Over the past two decades, digital transformation has fundamentally reshaped marketing theory
and practice. The integration of advanced technologies into business processes has shifted
marketing from a product-centered paradigm toward a data-driven, customer-centric ecosystem.
Digital transformation in marketing refers to the strategic adoption of digital technologies to
enhance customer engagement, optimize operational efficiency, and create new value propositions
(Verhoef et al., 2021).

The emergence of big data analytics, artificial intelligence (Al), cloud computing, and social media
platforms has enabled organizations to collect, analyze, and leverage real-time customer data at an
unprecedented scale. Unlike traditional marketing approaches based on mass communication,
digital marketing allows hyper-personalization and predictive targeting (Chaffey & Ellis-
Chadwick, 2019). Al-powered recommendation systems, behavioral analytics, and automated
content generation have transformed customer journey management into a dynamic and adaptive
process.

Moreover, digital transformation has altered the classical marketing mix (4P model: Product, Price,
Place, Promotion). Distribution channels have evolved into omnichannel ecosystems, pricing has
become algorithmically dynamic, and promotional strategies are increasingly powered by machine
learning algorithms (Kotler, Kartajaya, & Setiawan, 2021).

However, the current phase of digital transformation extends beyond websites and social media
platforms. A new immersive digital infrastructure is emerging, redefining how consumers interact
with brands: the Metaverse.
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The Emergence of the Metaverse Economy

The Metaverse represents a persistent, immersive, and interoperable three-dimensional virtual
environment where users interact through digital avatars. Unlike traditional digital platforms, the
Metaverse integrates virtual reality (VR), augmented reality (AR), blockchain technology,
artificial intelligence, and decentralized digital assets to create a parallel digital economy (Lee et
al., 2021).

Technology corporations such as Meta have heavily invested in building immersive virtual
ecosystems, signaling a strategic shift toward spatial computing and virtual social interaction.
Similarly, blockchain-based virtual worlds like Decentraland have demonstrated the feasibility of
virtual land ownership, NFT-based commerce, and decentralized governance structures.

Figure 1- sample metaverse area

The Metaverse economy is characterized by digital asset ownership, tokenized transactions, virtual
real estate markets, and immersive commerce. Non-fungible tokens (NFTs) have introduced
scarcity and ownership to digital goods, enabling brands to monetize virtual fashion, digital art,
and exclusive experiences (Dwivedi et al., 2022). This shift marks the transition from attention-
based digital marketing to participation-based virtual economies.

Importantly, the Metaverse blurs the boundary between physical and digital consumption.
Consumers no longer merely observe advertisements; they actively experience brands in
immersive environments. This experiential transformation significantly enhances emotional
engagement, brand attachment, and perceived value (Hollensen, Kotler, & Opresnik, 2022).
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The Necessity of Marketing Management in Immersive Environments

As marketing environments become immersive and interactive, traditional management
frameworks are insufficient. Immersive environments demand new strategic approaches that
integrate spatial design, behavioral analytics, and real-time Al-driven adaptation.

In immersive marketing contexts, consumer behavior is no longer limited to clicks or impressions.
Instead, marketers analyze avatar movements, interaction duration, virtual object engagement, and
emotional responses within 3D environments. These multidimensional datasets require advanced
Al systems for interpretation and strategic decision-making (Huang & Rust, 2021).

Furthermore, brand experience in the Metaverse is co-created with consumers. Users participate
in virtual events, customize digital identities, and engage in peer-to-peer economies. Consequently,
marketing management must shift from message control to ecosystem orchestration. Firms must
manage immersive brand architecture, virtual community governance, and digital asset strategy
simultaneously.

The immersive nature of the Metaverse also intensifies competition for attention and engagement.
Unlike traditional digital spaces, immersive environments involve sensory stimuli, spatial
interaction, and experiential storytelling. Therefore, marketing performance measurement must
evolve to include engagement depth, experiential immersion metrics, and virtual ROI indicators
(Kaplan & Haenlein, 2023).

From a strategic perspective, immersive marketing management requires:
1. Al-driven behavioral prediction systems
2. Immersive brand architecture design
3. Digital asset portfolio management (NFTs, virtual goods)
4. FEthical governance and data privacy frameworks
5. Cross-platform interoperability strategies

In this context, marketing management is transitioning from digital optimization to immersive
ecosystem leadership. Organizations that successfully integrate Al analytics with immersive brand
strategy are likely to achieve stronger competitive advantage and long-term customer loyalty in
the emerging Metaverse economy.

www.imetjournal.org.tr | Int ] Mod Eng Technol | 2026;1(1):8-27 Page |
11



“IMETJOURNAL

éy) International Journal of Modern Engineering
and Technology

Volume 1, Issue 1, 2026, Pages 8-27

Theoretical Foundations
2.1 Traditional Marketing Management

Traditional marketing management is fundamentally rooted in the managerial framework
developed by scholars such as Philip Kotler, which conceptualizes marketing as a structured
process of value creation, communication, and delivery. The dominant paradigm within this
framework is the 4P model, consisting of Product, Price, Place, and Promotion (Kotler & Keller,
2016).

The Product element refers to the tangible or intangible offering designed to satisfy customer
needs. In traditional marketing, product decisions focus on quality, branding, packaging, and
differentiation strategies.

The Price component involves strategic pricing mechanisms based on cost structures, competitive
positioning, and perceived value. Classical pricing models typically rely on market equilibrium
assumptions and relatively stable consumer demand patterns.

The Place dimension concerns distribution channels and logistics management. Traditional
distribution systems are often linear and mediated by wholesalers, retailers, or direct sales
networks.

Finally, Promotion encompasses advertising, public relations, personal selling, and sales
promotion strategies aimed at persuading target markets. Communication flows are largely
unidirectional, from firm to consumer.

Although the 4P framework has provided a foundational structure for marketing strategy for
decades, critics argue that it reflects a product-centric orientation rather than a relational or
experiential perspective (Gronroos, 1994). As markets became more competitive and consumers
more empowered, this static model faced limitations in addressing interactive and digital
environments.

2.2 Digital Marketing
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The rise of the internet and mobile technologies marked a significant paradigm shift from
transactional marketing to interactive and data-driven marketing ecosystems. Digital marketing
extends beyond the 4P model by integrating customer engagement, personalization, and real-time
analytics into strategic decision-making (Chaffey & Ellis-Chadwick, 2019).

Social Media Platforms

Social media platforms have redefined communication flows by enabling bidirectional and
network-based interactions between brands and consumers. Platforms such as Meta (through
Facebook and Instagram ecosystems) have transformed marketing into a participatory dialogue
rather than a one-way broadcast.

Social media marketing emphasizes content creation, influencer collaboration, community
building, and user-generated content. Consumers are no longer passive recipients of promotional
messages; they actively shape brand narratives and reputation. This participatory dynamic
enhances trust, authenticity, and emotional engagement (Kaplan & Haenlein, 2010).

Targeted Advertising

Digital transformation has enabled the emergence of targeted advertising based on behavioral
tracking, demographic segmentation, and predictive analytics. Algorithms collect data from
browsing behavior, purchase history, and social interactions to deliver highly personalized
advertisements.

Programmatic advertising systems use machine learning to optimize ad placement and bidding
strategies in real time. This shift has significantly increased marketing efficiency and return on
investment (Lambrecht & Tucker, 2013). However, targeted advertising also raises concerns
related to data privacy, surveillance, and ethical governance.

Artificial Intelligence in Customer Analytics

The integration of Artificial Intelligence into marketing analytics represents one of the most
transformative developments in digital marketing. Al enables predictive modeling, customer
segmentation, churn forecasting, sentiment analysis, and recommendation systems (Huang & Rust,
2021).
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Al-driven systems analyze vast datasets to identify hidden behavioral patterns and forecast future
purchasing decisions. For instance, recommendation algorithms deployed by companies such as
Amazon personalize product suggestions based on prior interactions. These predictive capabilities
enhance customer experience while improving operational efficiency.

Despite these advancements, digital marketing remains primarily screen-based and two-
dimensional. The next stage of evolution involves immersive, spatial, and experiential engagement
environments—Ileading to the transition toward metaverse marketing.

2.3 Transition to Metaverse Marketing

The evolution from traditional marketing to digital marketing has been driven by increasing
interactivity and data integration. However, the emergence of the Metaverse introduces a
fundamentally new marketing infrastructure characterized by immersion, embodiment, and
decentralized digital economies (Dwivedi et al., 2022).

In metaverse environments, consumers interact through avatars within persistent 3D virtual
worlds. Platforms such as Decentraland demonstrate how virtual land ownership, NFT-based
assets, and immersive commerce create new forms of brand-consumer interaction.

Metaverse marketing differs from digital marketing in several key dimensions:

1. Embodied Interaction — Consumers experience brands spatially rather than through flat
interfaces.

2. Co-Creation of Value — Users participate in designing virtual goods, events, and brand
spaces.

3. Digital Asset Ownership — NFTs introduce scarcity and tradability into digital products.

4. Persistent Virtual Economies — Transactions occur in tokenized ecosystems with
blockchain validation.

Marketing strategy in the Metaverse must therefore integrate immersive design, Al-driven
behavioral analytics, and digital asset management. Rather than optimizing click-through rates,
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firms must optimize experiential depth, presence, and emotional immersion (Hollensen, Kotler, &
Opresnik, 2022).

The transition to metaverse marketing signals a shift from communication-based marketing to
experience-based ecosystem management. In this paradigm, marketing managers are not merely
message designers but architects of immersive digital environments.

Digital Asset Economy and AI-Driven Behavioral Intelligence in the Metaverse
3.1 The Digital Asset Economy

The emergence of the Metaverse has facilitated the development of a new economic structure
based on digital ownership, tokenization, and decentralized exchange mechanisms. Unlike
traditional digital platforms—where users consume content without ownership rights—the
metaverse introduces programmable, verifiable, and tradable digital assets enabled by blockchain
technology (Dwivedi et al., 2022).

This digital asset economy transforms value creation mechanisms. Virtual land, avatar fashion,
branded virtual experiences, and immersive environments are monetized through token-based
systems. Digital scarcity—previously absent in online environments—has become possible
through cryptographic validation, ensuring authenticity and traceability of ownership.

A prominent example is Decentraland, where users can purchase virtual real estate parcels
recorded on blockchain ledgers. Similarly, corporate investments by Meta signal institutional
commitment to immersive digital economies.

3.2 NFTs and Digital Ownership

Non-Fungible Tokens (NFTs) represent unique cryptographic assets stored on blockchain networks
that verify ownership and authenticity of digital goods. Unlike cryptocurrencies, NFTs are non-
interchangeable and represent distinct items such as digital art, fashion, virtual property, or branded
collectibles.
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NFTs redefine the concept of ownership in digital environments. Instead of licensing digital
content, users possess verifiable digital property rights. For marketing management, NFTs create
new strategic opportunities:

1. Brand Scarcity Strategy — Limited-edition digital products enhance exclusivity.

2. Community Membership Models — NFT ownership can grant access to premium brand
experiences.

3. Secondary Market Revenue — Smart contracts enable royalties on resales.

4. Customer Loyalty Reinforcement — Token-based rewards strengthen long-term
engagement.

From a theoretical standpoint, NFTs introduce asset-based marketing models, where value is co-
created through ownership participation rather than transactional consumption (Hollensen et al.,
2022). Consequently, marketing strategy must expand beyond promotion and engagement to
digital asset portfolio management.

3.3 Artificial Intelligence in User Behavioral Analytics

While blockchain enables ownership, Artificial Intelligence enables intelligence. Al plays a critical
role in interpreting complex, multidimensional behavioral data generated within immersive
environments.

Avatar Behavior Analysis

In metaverse ecosystems, user behavior is embodied through avatars. Unlike traditional
clickstream analytics, metaverse data includes spatial movement, gesture interaction, gaze
duration, object manipulation, and social proximity metrics. These behavioral indicators provide
deeper insight into consumer intent, emotional engagement, and experiential satisfaction.

Al-driven behavioral modeling can detect patterns such as:
e Time spent in branded spaces
o Interaction frequency with virtual products

e Social clustering around branded events
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o Emotional response estimation through interaction intensity

Such multidimensional data enables predictive engagement modeling beyond traditional digital
metrics (Huang & Rust, 2021).

Purchase Prediction

Machine learning algorithms trained on behavioral, transactional, and NFT ownership data can
forecast purchase probability with high precision. Predictive models incorporate:

e Avatar interaction depth
o Historical NFT acquisition patterns
o Participation in virtual brand events
e Social influence metrics

By combining supervised learning models with real-time behavioral streams, firms can
dynamically adjust pricing strategies, promotional incentives, and product recommendations. This
predictive capacity enhances strategic decision-making and reduces uncertainty in virtual
economies.

Personalized Advertising in Immersive Environments

Personalization in the metaverse transcends algorithmic content recommendation. Al systems can
modify entire immersive environments in real time. For example:

e Personalized virtual storefront layouts
e Adaptive product placement based on avatar preferences
o Context-sensitive brand storytelling

e Al-generated interactive brand ambassadors
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Unlike 2D digital ads, immersive personalization enhances presence, psychological ownership,
and experiential immersion (Kaplan & Haenlein, 2023). Consequently, Al transforms marketing
from targeted communication to adaptive experiential design.

Proposed Innovation: Metaverse Marketing Management Model (M? Model)

To address the structural complexity of immersive marketing ecosystems, this study proposes the
Metaverse Marketing Management Model (M? Model)—a five-layer strategic framework
integrating digital assets, Al analytics, and immersive brand strategy.

Layer 1: Data Layer
The foundational layer collects multidimensional data, including:
e Avatar behavioral data
e Interaction metrics
e NFT ownership records
e Transaction history
e Social network relationships

This layer integrates blockchain data streams with behavioral telemetry, forming the informational
infrastructure of the metaverse marketing ecosystem.

Layer 2: AI Analytics Layer

This layer employs machine learning, predictive modeling, and deep learning systems to:
e Segment users based on immersive engagement patterns
o Forecast purchasing behavior

o Identify high-value digital asset investors
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e Detect emerging virtual consumption trends

Al transforms raw behavioral data into actionable strategic intelligence.

Layer 3: Immersive Brand Design Layer
Based on Al insights, firms design adaptive virtual environments including:
e 3D brand spaces
e Interactive product simulations
e NFT-based experiential assets
e Spatial storytelling architectures

This layer integrates experiential marketing theory with immersive digital architecture.

Layer 4: Engagement Strategy Layer
This strategic layer operationalizes marketing objectives through:
e Virtual events and immersive campaigns
e NFT-based loyalty programs
e Community governance participation
e Gamification mechanisms

Here, marketing evolves from communication management to ecosystem orchestration.

Layer 5: Performance & ROI Measurement Layer

Traditional KPIs (click-through rates, impressions) are insufficient in immersive environments.
This layer introduces advanced performance metrics such as:

e Immersion Depth Index (IDI)
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e Avatar Interaction Intensity (AIl)
o Digital Asset Retention Rate (DARR)
e Virtual ROI (vVROI)

By quantifying experiential and economic outcomes, this layer ensures strategic accountability and
continuous optimization.

Strategic Contribution of the M? Model
The Metaverse Marketing Management Model contributes to marketing theory by:
1. Integrating blockchain-based digital asset economics into marketing management.
2. Expanding Al analytics from 2D behavioral tracking to immersive spatial intelligence.
3. Reconceptualizing marketing managers as immersive ecosystem architects.
4. Providing a measurable framework for ROI in virtual economies.

This model bridges traditional marketing theory, digital transformation, and immersive economic
systems, offering a scalable strategic architecture for organizations operating within the emerging
metaverse economy.

Challenges of Metaverse Marketing Management

Despite its transformative potential, metaverse-based marketing introduces substantial structural,
regulatory, technological, and socio-cultural challenges. The sustainability of immersive
marketing ecosystems depends on the effective management of cybersecurity risks, privacy
concerns, digital taxation frameworks, and cultural acceptance dynamics.

5.1 Cybersecurity Risks
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The integration of blockchain, artificial intelligence, and immersive virtual environments
significantly expands the attack surface for cyber threats. In the Metaverse, users conduct financial
transactions, exchange digital assets, and interact through persistent virtual identities, making
cybersecurity a critical strategic concern.

Cyber risks in metaverse environments include:
e Smart contract vulnerabilities
e NFT theft and wallet hacking
e Identity impersonation (avatar cloning)
e Data manipulation within Al systems
o Distributed denial-of-service (DDoS) attacks on virtual platforms

Because metaverse ecosystems combine decentralized finance (DeFi) with immersive social
interaction, security failures may simultaneously damage financial assets and brand reputation.
Therefore, marketing managers must collaborate with cybersecurity governance teams to integrate
encryption protocols, blockchain validation audits, and Al-based anomaly detection systems
(Conti et al., 2018).

Moreover, reputational risk is amplified in immersive environments where brand spaces are
persistent and publicly accessible. A single security breach can undermine consumer trust and
long-term engagement.

5.2 Privacy Concerns

Privacy challenges in immersive marketing environments exceed those of traditional digital
platforms. Al systems analyze multidimensional behavioral data, including spatial movement,
gaze tracking, gesture analysis, biometric indicators, and voice interactions. These datasets are far
more sensitive than conventional clickstream data.

The application of Artificial Intelligence in immersive analytics raises concerns regarding:
e Biometric data protection

o Behavioral profiling transparency
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e Algorithmic bias
¢ Informed user consent

Regulatory frameworks such as GDPR in the European Union emphasize data minimization and
user consent; however, immersive ecosystems generate continuous real-time behavioral telemetry
that complicates compliance.

Additionally, predictive behavioral modeling may lead to hyper-personalized persuasion
strategies, raising ethical concerns about psychological manipulation. Therefore, metaverse
marketing management must integrate ethical Al governance frameworks and transparent data
policies to maintain legitimacy and consumer trust (Huang & Rust, 2021).

5.3 Digital Asset Taxation and Regulatory Uncertainty

The emergence of NFTs, tokenized assets, and virtual real estate introduces complex legal and
taxation challenges. Digital assets traded within platforms such as Decentraland may generate
capital gains, royalties, and cross-border transactions without clear jurisdictional oversight.

Key regulatory challenges include:
e Classification of NFTs (commodity, security, or digital good)
e Cross-border taxation of virtual transactions
e Anti-money laundering (AML) compliance
e Valuation standards for virtual real estate

The absence of harmonized international regulatory frameworks creates uncertainty for brands
investing in immersive commerce. Marketing strategies must therefore incorporate regulatory risk
assessment and adaptive compliance mechanisms.

5.4 Cultural Acceptance and Societal Readiness
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Technological feasibility does not guarantee societal adoption. Cultural acceptance remains a
decisive factor in the diffusion of immersive marketing systems. Consumers vary in their readiness
to adopt virtual identities, digital ownership concepts, and avatar-based social interaction.

Factors influencing cultural acceptance include:
e Generational digital literacy
e Trust in blockchain technologies
o Perceived authenticity of virtual goods
o Ethical perceptions of Al personalization
o Religious and socio-cultural interpretations of virtual economies

Diffusion of innovation theory suggests that early adopters will initially dominate immersive
environments, while broader societal acceptance may require significant time and institutional
trust-building efforts (Rogers, 2003).

Marketing managers must therefore design culturally adaptive strategies rather than assuming
universal acceptance of metaverse engagement models.

Proposed Conceptual Model

Based on the theoretical foundations, digital asset economy, Al-driven analytics, and identified
challenges, this study proposes a Conceptual Metaverse Marketing Governance Framework.

The model integrates four primary constructs:
1. Digital Asset Infrastructure (DAI)
o NFT ownership
o Tokenized commerce
o Blockchain validation

2. Al Behavioral Intelligence (AIBI)
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o Avatar analytics
o Predictive purchase modeling
o Immersive personalization
3. Immersive Engagement Strategy (IES)
o Virtual brand architecture
o Community participation
o Gamified loyalty systems
4. Governance & Risk Moderators (GRM)
o Cybersecurity robustness
o Privacy compliance
o Regulatory adaptation

o Cultural acceptance

Theoretical Relationships
The conceptual model proposes that:
o Digital Asset Infrastructure positively influences Immersive Engagement Strategy.
o Al Behavioral Intelligence positively influences Purchase Intention and Brand Loyalty.

e Governance & Risk Moderators mediate or moderate the relationship between Immersive
Engagement and Sustainable Performance.

e Cultural acceptance moderates user immersion and engagement depth.

Structural Overview
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Figure 2- sociometrical configuration of metaverse marketing

Theoretical Contribution of the Conceptual Model

The proposed model contributes to academic literature by:
o Integrating digital asset economics with immersive marketing theory.
e Introducing governance and cultural acceptance as structural moderators.
o Expanding Al marketing research into embodied virtual environments.

e Providing a measurable architecture for sustainable metaverse marketing performance.
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Conclusion

The evolution of marketing management from traditional transactional frameworks to
immersive, Al-driven ecosystems represents one of the most significant paradigm shifts in
contemporary business theory. This study examined the transformation from the classical
4P model toward digital marketing infrastructures and ultimately to metaverse-based
marketing systems characterized by immersion, digital ownership, and intelligent
behavioral analytics.

The findings suggest that the emergence of the Metaverse fundamentally redefines value
creation mechanisms. In contrast to traditional communication-oriented marketing,
metaverse marketing is grounded in experiential co-creation, spatial engagement, and
tokenized digital assets. NFTs and blockchain infrastructures introduce programmable
ownership and scarcity into digital environments, thereby expanding the strategic scope of
marketing management from promotional activities to digital asset portfolio governance.

Simultaneously, the integration of Artificial Intelligence into immersive environments
enhances decision-making precision through avatar behavior analysis, predictive
purchasing models, and real-time experiential personalization. Al transforms marketing
analytics from click-based measurement systems to multidimensional spatial intelligence,
enabling firms to anticipate consumer intent and dynamically adapt virtual brand
environments.

To systematize these transformations, the study proposed the Metaverse Marketing
Management Model (M3 Model), a five-layer strategic architecture integrating data
infrastructure, Al analytics, immersive brand design, engagement strategy, and
performance measurement. The model advances marketing theory by reconceptualizing
managers as immersive ecosystem architects rather than message designers. It also
provides a structured framework for measuring Virtual ROI (VROI) and experiential
engagement depth in emerging digital economies.

However, the sustainable implementation of metaverse marketing requires careful
consideration of structural challenges. Cybersecurity vulnerabilities, privacy concerns
related to immersive behavioral data, regulatory uncertainty surrounding digital asset
taxation, and cultural acceptance barriers represent critical moderating factors. Without
robust governance mechanisms and ethical Al frameworks, immersive marketing systems
risk eroding consumer trust and long-term legitimacy.

From a theoretical perspective, this research contributes by integrating digital asset
economics, Al-driven spatial analytics, and governance theory into a unified marketing
management framework. From a managerial perspective, it offers a strategic roadmap for
organizations seeking competitive advantage in immersive virtual economies. Firms that
effectively align blockchain infrastructure, Al intelligence, immersive design, and

www.imetjournal.org.tr | Int ] Mod Eng Technol | 2026;1(1):8-27 Page |

26



International Journal of Modern Engineering
and Technology

4IMETJOURNAL
7

Volume 1, Issue 1, 2026, Pages 8-27

regulatory compliance are likely to achieve superior engagement depth, stronger brand
attachment, and diversified revenue streams.

Future research should empirically test the proposed conceptual model using structural
equation modeling (SEM) or longitudinal behavioral data within operational metaverse
platforms. Additionally, cross-cultural comparative studies may provide deeper insight into
societal readiness and adoption dynamics in immersive digital environments.

In conclusion, metaverse marketing represents not merely an extension of digital
marketing, but a structural transformation toward experiential, intelligent, and asset-based
marketing ecosystems. Organizations that strategically embrace this transformation while
addressing governance and ethical challenges will shape the next generation of global
marketing management
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