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Abstract

With the rapid development of digital technology, the metaverse will become a brand new platform
for marketing content production. Currently, the breakthrough point of the metaverse lies in expe-
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riential content. As the concept of the metaverse continues to evolve and penetrate, the integration
between experiential virtual content and immersive physical content will become increasingly sig-
nificant. This presents both an opportunity and a brand new challenge for future marketing scena-
rios. Therefore, this study combines the infinite expansiveness of metaverse virtual scenes, the
shaping power of digital identities, and the creative potential of economic value, based on artificial
intelligence and data mining technology as the technical foundation, to explore the reconstruction
of experiential marketing processes from three dimensions: users, information, and technology.
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