A STRATEGİC APPROACH BASED ON THE ANSOFF MATRİX: IS THERE A FUTURE FOR TOURİSM İN THE METAVERSE?
Abstract
There is a development that marks the beginning of a new era in human history: the Metaverse. Often described as a new paradigm, it is reshaping how people work and live as technologies evolve. Behaviours adapt to the times, redefining today’s world. Within this context, tourism emerges as a key sector in transition. Shifts in consumer desires and needs propel the industry toward new forms of service and engagement. This study evaluates the transformation potential of metaverse technology in tourism through strategic scenarios structured by the Ansoff Matrix.
The research employs synthetic content analysis with AI interviewers (GPT-4o). Through these analyses, predictions about metaverse tourism are systematically thematised. The dataset consists of current academic literature and ten AI-assisted semi-structured interviews.
The study’s originality lies in using synthetic data to explore creative, future-oriented scenarios. Ten core questions, developed within the four strategic areas of the Ansoff Matrix, are grouped into five themes: (1) Hyper-Personalisation and Sensory-Focused User Experience, (2) Digital Twins and Multisensory Services, (3) Accessibility & Social Contribution, (4) Fictional Destinations & Tokenisation, and (5) Hybrid & Sustainable Tourism. These scenarios link market penetration, product development, market development, and diversification to pathways for metaverse driven tourism innovation at scale globally.
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1.    INTRODUCTION
Throughout history, humans have always sought to improve the world they live in. Technology is considered the most important tool in this process of development. Technology has become an indispensable part of human life and plays a significant role in shaping social life and determining people's lifestyles. Many sectors are being reshaped by technology. In particular, communication, work, learning, and entertainment are advancing with new technological applications. This change is taking place in our era within a vast and complex network of interconnected systems, devices, and applications. A prime example of this is the widespread use of social media platforms (Facebook, Twitter, Instagram, etc.), which are globally the most widely used and popular. These programmes connect people around the world by removing boundaries. These applications completely transfer communication to digital environments, providing easy access to information and services. When these technological developments are examined in historical terms, they progress from the first industrial revolution to the fourth industrial revolution. The Fourth Industrial Revolution—often referred to as Industry 4.0—brings forward a range of emerging technologies, including artificial intelligence, robotics, the Internet of Things, augmented reality, and blockchain, all of which are shaping new directions across various sectors. While this technological development and the associated transformation continue at a rapid pace, there is a significant development that opens a new door in human history in terms of technological developments: the Metaverse.
This study examines the use of the Metaverse in the tourism industry. In this context, the use of the Metaverse in tourism is discussed within the framework of the Ansoff Matrix. In this regard, information about the Metaverse is first provided, and the relationship between the Metaverse and tourism is explained. Subsequently, the study evaluates how the four main strategic areas within the Ansoff Matrix (Market Penetration, Product Development, Market Development, and Diversification) can be applied in the tourism sector. To map the potential development trends of Metaverse tourism by 2030, a horizon-scanning method supported by GPT-4o was employed. Ten questions prepared to cover the four strategic areas of the Ansoff Matrix were posed to artificial intelligence. Each question and answer was structured to include concrete technology and user scenarios for the future. The research aims to provide managerial/strategic insights for destination marketing organisations (DMOs) and industry actors. 
2. CONCEPTUAL FRAMEWORK
2.1 The Relationship Between the Metaverse and Tourism
2.1.1 Metaverse
The Metaverse, referred to in Turkish as ‘öte evren’ or ‘evren ötesi,’ was mentioned as ‘cyberspace’ in the 1974 book/game Dungeons & Dragons and in William Gibson's 1984 science fiction novel Neuromancer (Demir & Ülker Demirel, 2023). It was also used in the 1992 book Snow Crash by Neal Stephenson (Açıksözlü, 2023; Bayram, 2022; Belk, Humayun & Brouard, 2022; Choi, Mattila, Van Hoof & Quadri-Felitti, 2017; Damar, 2021; Díaz, Saldaña & Avila, 2020; Faraboschi, Frachtenberg, Laplante, Milojicic & Saracco, 2022; Israfilzade, 2022; Kye, Han, Kim, Park, & Jo, 2021; Lee, Braud, Zhou, Wang, Xu, Lin, Kumar, Bermejo & Hui, 2021; Sriram, 2022; Wang, Su, Zhang, Xing, Liu, Luan & Shen, 2022). The Metaverse refers to an immersive digital environment where users interact through avatars, enabling a convergence of virtual and physical realities (Lee et al., 2021; Zhang & Ye, 2021). Often described as a digital mirror of the real world, it creates shared spaces that simulate realistic experiences and social interactions. Numerous technological components come together in this digital environment (Barrera & Shah, 2023). These components include artificial intelligence (AI), virtual reality (VR), augmented reality (AR), mixed reality (MR), blockchain technology, cryptocurrencies, and the Internet of Things (IoT) (Gürsoy, Malodia & Dhir, 2022; Kına & Biçek, 2023; Zainab & Ye, 2022). Virtual reality, one of the components that make up the Metaverse, refers to computer-simulated virtual environments. The virtual environment provides an interactive and immersive environment by abstracting the user from their physical environment with the help of various tools (headphones, etc.) (Kozinets, 2022). With virtual reality, users' senses of sight and hearing are stimulated, allowing them to experience simulated reality, physically move around objects, and touch them as if they were real (Rebbani, Azougagh, Bahatti & Bouattane, 2021). In virtual reality, even though the user is physically present in the real world, they are unaware of what is happening around them because they are wearing devices such as a headset and headphones. Therefore, the user's connection to the real world is severed (Lee et al., 2021).
The other component, augmented reality, is the real-time display of computer-generated content on a real-world scene (Azuma, 1997). With augmented reality technology, real and virtual objects merge in a real environment, move in real time and interactively, and align with each other (Rebbani et al., 2021). In augmented reality, unlike virtual reality, the user's connection to the real world is not severed. The user can hear the sounds around them and observe what is happening in their surroundings (Güler & Savaş, 2022).
Mixed reality is interpreted as a more advanced level of augmented reality (Batu & Kocaömer, 2023). According to Milgram and Kishino (1994), mixed reality refers to a continuum where physical and digital elements coexist, extending across the spectrum of virtual representation. This integration is made possible through the combined use of augmented and virtual reality technologies. Rather than replacing one with the other, mixed reality enhances the user's perception by blending real and virtual components into a unified experience. Mixed reality provides an environment where users' perceptions of the real world are enhanced (Bekele, Pierdicca, Frontoni, Malinverni & Gain, 2018).
The Internet of Things, one of the dynamics of Industry 4.0, enables not only human-world interaction but also object-object interaction. The Internet of Things is defined as networks formed by the interconnection of devices and tools through their sensing, scanning, and tracking capabilities via computers (Açıksözlü, 2021; Durmuş, 2019). Cloud computing technologies, on the other hand, provide a solution to the problem of storing and sharing big data. Thanks to cloud computing, it has become relatively easy to access data globally and store it securely.
Another important component for the Metaverse is, of course, artificial intelligence technology. Artificial intelligence is defined as the demonstration of human intelligence by machines. This enables machines to perform tasks that humans can do. Many abilities attributed to humans, such as perception, planning, execution, communication, physical movement, calculation, and learning, are performed by machines thanks to artificial intelligence. For this reason, machines that have become intelligent simulate human intelligence. Therefore, artificial intelligence is the most important technology behind the Metaverse.
Another important component is the Internet of Things, which facilitates communication and information transfer between the virtual and real worlds. The Internet of Things is important in terms of extracting data from the real world in a secure and accurate manner and including it in the scope of the Metaverse (Yaqoob, Salah, Jayaraman & Omar, 2023).
The technology required to protect digital assets in the metaverse world is blockchain technology. Blockchain technology is a decentralised, transparent, secure, auditable, traceable, and reliable digital transaction ledger. This ledger can be downloaded by anyone who can connect to the network. This technology serves as a repository, and these transactions, stored in blocks, are used to store data anywhere in the Metaverse. In addition, blockchain technology creates an ecosystem that connects the real world with the Metaverse (Açıksözlü, Varol & Şahin, 2022; Chen, Chan, Xu, Law & Zhang, 2023; Huynh-The, Pham, Pham, Nguyen, Han, & Kim, 2023). Cryptocurrencies within blockchain technology are also another important component of the Metaverse. 
Cryptocurrencies are defined as virtual currencies that are decentralised, not tied to any intermediary institution, encrypted, and used only in virtual wallets (Şahin & Açıksözlü, 2021). This system allows virtual items to be exchanged just as they are in the real world. Therefore, payments made in the Metaverse are carried out using cryptocurrency. Thus, payments and fees in traditional banking systems are eliminated in this technology (Chen et al., 2023; Huynh-The et al., 2023; Smith, 2022).
These technologies create a new generation of internet paradigm that provides users with virtual environments where they can interact with different people, play games, work, and attend concerts through VR headsets. The Metaverse enables real people to take on the form of avatars and interact fully with other avatars in augmented reality environments (Alankuş & Anıl, 2022). It is stated that Metaverse platforms have four basic characteristics: realism, ubiquity, interoperability, and scalability (Dionisio, Lii & Gilbert, 2013).
The Metaverse has begun the process of adapting to a separate world order by influencing businesses from different sectors. Today, adapting to the Metaverse has become a necessity rather than a choice for both individuals and businesses in order to keep up with the times. This is because these virtual environments create a rich environment that enables businesses to interact with consumers, offer them unique experiences and opportunities, and promote their brands (Yürük-Karapınar, 2023). Thus, a digital transformation has begun. The rise of the Metaverse will further deepen this transformation and have a greater impact on our lifestyles. In a study conducted by Elon University and the Imagining the Internet Centre, 54% of participants stated that by 2040, at least half a billion people worldwide will be using the Metaverse to enrich their daily lives (Baltacı, 2023). According to Gartner, by 2026, a quarter of people will carry out various activities such as education, work, shopping, and socialising in the Metaverse (Gartner, 2022). SITA, which holds an important place in the aviation industry, is on its way to implementing metaverse solutions. By 2030, smart airports will be created using VR and AR for auxiliary and off-site work processes, and the workforce will be able to participate remotely in an efficient and motivating format (SITA, 2022). Considering these investments, the Metaverse is expected to be a groundbreaking technology in the coming years. The tourism sector is also among those expected to have an important place in the Metaverse.
2.1.2 The Relationship Between the Metaverse and Tourism
Although still experimental, the Metaverse is predicted to revolutionise the tourism industry in the future. The Metaverse is introducing digital twins into our lives. Digital twins and the Metaverse have a transformative and empowering effect in many areas, including destination awareness, branding, positioning, marketing, coordination, management, and enhancing the tourist experience. The Metaverse provides opportunities to effectively transform consumer behaviour by supporting travel planning, interaction, and participation. Visiting destinations and interacting with them virtually is expected to motivate real travel rather than replace it (Buhalis, Leung & Lin 2023a).
Information and communication technologies are revolutionising the tourism industry (Werthner & Klein, 1999). The emergence of Global Distribution Systems (GDSs) such as Amadeus and Sabre in the 1980s provided travel agencies with suitable platforms to gather information from various suppliers and make flight, hotel, and railway reservations for consumers (Aamir & Atsan, 2020). In the late 1990s, the Internet and smartphones developed an innovative information structure that revolutionised travel and tourism (Buhalis, Andreu & Gnoth 2020). The Internet has reduced dependence on intermediaries and enabled direct distribution by introducing destinations, hotels, airlines, and other tourist products to international travellers (Law, Leung, Lo, Leung & Fong 2015). Today, recent developments in information and communication technologies are enabling the increase of autonomous systems in tourism businesses and the use of artificial intelligence-supported robots in service delivery. In this context, it is possible to see “robotic labour” replacing human labour in almost every area of tourism businesses Today and in the future (Açıksözlü, 2022). Artificial intelligence not only creates robotic labour but also metaverse experiences. Thanks to artificial intelligence, experiencing the metaverse universe has become one of the topics of discussion in tourism. It is seen that topics such as virtual accommodation, product and service experience, marketing, and management have become quite popular in the tourism industry to increase consumer experiences and business value.
One of the industries affected by the pandemic, tourism, has begun to transform itself by offering hybrid experiences to tourists and transforming tourism products to combat the fragile nature of the industry (Florido-Benítez, 2023). Boeing has announced that it will produce its next aircraft in the Metaverse. The company plans to implement comprehensive changes within two years using technicians equipped with $3,500 Microsoft HoloLens headsets, robot technology, and an integrated digital information ecosystem (Johnson & Hepher, 2021).
Tourism organisations are exploring the potential of the Metaverse by restructuring their business models to transfer their operations to the Metaverse. For example, the World Tourism Forum Institute, TourismX, and The Sandbox have joined forces to develop a virtual neighbourhood called ‘Tourismverse’ that integrates entertainment and video games into tourism (The Sandbox, 2022a) and aims to encourage users around the world to virtually visit destinations in the Metaverse while enjoying experiences from the comfort of their homes. Users can visit direct analogues of famous tourist destinations and points of interest and participate in events such as museum tours, conferences, and concerts within Tourismverse. Additionally, they can experience different interactions by being greeted by an avatar in the lobby of the Millennium Hotel located within Tourismverse.  Guests can also share these experiences on social media (Chen et al., 2023).
Some countries' tourism decision-makers are making efforts to enter the metaverse universe in order to highlight the tourist appeal of historical sites and locations. It is observed that they are striving to capture technology and offer new tourist products to tourists by creating digital twins of these historical sites and locations. One of these countries is Egypt. Through an initiative led by the Egyptian Ministry of Tourism, museums featuring ancient Egyptian artifacts are being adapted to the Metaverse, allowing users to explore cultural heritage in a highly immersive digital setting (ThinkTech, 2022). As noted by the President of the World Tourism Forum Institute, this development marks an important milestone both for the organization and for the broader tourism industry. We are collaborating with The Sandbox, the world's largest and most influential metaverse platform. We are beginning to create Bali, Indonesia, as a model case study for other countries. I would also like to thank Mr. Sandiago Uno (Minister of Tourism and Creative Economy of the Republic of Indonesia) for developing this idea and project." (The Sandbox, 2022b). It is stated that the Metaverse has also become very popular for Chinese tourism. The Chinese government is proposing the development of Metaverse tourism (Henan Provincial People's Government General Office, 2022). Henan Province's Metaverse Industry Development Action Plan (2022–2025) encourages natural areas, museums, cultural centres, theme parks, and art centres to make significant use of technologies that build digital twins in the augmented virtual world.
Additionally, the establishment of a new form of cultural tourism to create cultural tourism projects that leverage the immersive experience advantages of the Metaverse is also encouraged. In China, some historical and cultural exhibitions have been positively integrated with the Metaverse to provide tourists with an immersive experience. For example, in the exhibition Mirroring the Heart of Heaven and Earth – Ideals and Images in the Chinese Study held at the Palace Museum, 3D and interactive projection technologies were used to create an immersive experience for tourists (Zhang & Quoquab, 2023).
Japan-based First Airlines has begun offering virtual flights from Tokyo. The company operates virtual flights to many destinations, including Hawaii, Rome, Paris, New York, etc. First Airlines reports 100% occupancy on these flights (Gürsoy et al., 2022). Over the past five years, metaverse experiences have expanded to include Disney's Avatar Flight of Passage, the Pacific Aquarium's Digital Waterfall at the Pacific Visions Centre, escape rooms, and virtual reality (VR) rooms (Go & Kang, 2023).
An example from Turkey is the Zeugma Dionysos House in Gaziantep. Its 3D design has been added to the metaverse universe to offer visitors a new alternative experience. Gaziantep, which has taken its first step into the Metaverse in this way, has stated that it will continue its metaverse journey (Gaziantep Metropolitan Municipality, 2022). Another example can be found in Sapanca. Where To Go, a Turkey-based travel agency, is promoting a rental bungalow accommodation in the Metaverse (Tourism Project Journal, 2023). 
Through the Metaverse, people can experience flights, hotel rooms, cooking in restaurants, tours, conferences, meetings, and congresses entirely virtually. Increasing awareness of climate change and changes in customer needs and preferences are likely to steer individuals toward choosing accommodation businesses that practise sustainability and visiting local destinations instead of international ones. These changes in customer attitudes may motivate them to experience some aspects of accommodation and tourism, such as attending meetings, concerts, museum visits, etc., which can be offered in the Metaverse to reduce their carbon footprint. The use of the Metaverse saves time and money while also benefiting from the reduction of the tourist's carbon footprint (Gürsoy et al., 2022). Metaverse tourism experiences can influence tourism destination images. While private organisations can sell various metaverse products of a tourism destination, official tourism organisations can also produce, manage, or support qualified metaverse tourism products for sustainable tourism by using a licensing system. Thus, tourism organisations can promote their destinations and generate revenue by selling licensed metaverse products without increasing the direct contact between tourists and natural resources (Go & Kang, 2023).
The integration of the Metaverse into the tourism industry has enormous potential to fundamentally shape the future of travel, leading to both theoretical and practical outcomes. Theoretical implications require a paradigm shift; current research indicates that the gradual integration of the Metaverse will bring about a significant change in how tourism is understood or approached (Ioannidis & Kontis, 2023).
The Metaverse aims to enable tourists to experience different experiences throughout the entire process, from the decision-making stage to post-travel. In this post-digital era, consumers who want to experience different experiences are emerging (Koolwal & Khandelwal, 2020). The Metaverse, one of the current technologies in the post-digital era, differentiates services in tourism and enables interaction with employees through virtual assistants that offer tourist products (Karagöz-Zeren, 2021). The COVID-19 pandemic, which has affected the entire world, has caused uncertainties in the travel industry, including increased travel costs and health concerns, which have increased interest in the use of the Metaverse in tourism. The Metaverse offers consumers an alternative experience during such restrictive periods (Gössling & Schweiggart, 2022). The World Economic Forum (2022) has acknowledged that tourism is one of the most important areas that can benefit from the Metaverse. Therefore, professions and job descriptions will change with the Metaverse.
2.1.3 Benefits of Metaverse Applications for Tourism
There are numerous academic studies on the Metaverse (Allam, Sharifi, Bibri, Jones & Krogstie, 2022; Buhalis & Karatay, 2022; Buhalis, Leung & Lin, 2023a; Fazio, Fricano, Iannolino & Pirrone, 2023; Fenu & Pittarello, 2018; Ioannidis & Alexios-Patapios, 2023; Kouroupi & Metaxas, 2023; Monaco & Sacchi, 2023; Pero, 2022; Qin, Wang & Hui, 2022; Rejeb, Rejeb & Keogh, 2021; Reyes-Menendez, Saura & Martinez-Navalon, 2019; Rubio-Escuderos, García-Andreu, & Michopoulou Buhalis, 2021; Suanpang, 2022; Xu, 2023; Varol, 2023; Yang & Wang, 2023; Yaqoob, et al., 2023; Zhang & Quoquab, 2023). When these studies are evaluated, the benefits for tourism are as follows:
· In the context of travel decision-making, the Metaverse provides prospective tourists with the opportunity to preview destinations and services before making a purchase. By simulating the interiors of tourist businesses, transportation options, and other service components, it enables users to make more informed and confident travel choices. Thus, the products in question can be previewed and experienced before purchase. The experiences provided by video games or simulations of real life in the Metaverse increase the potential for travel and the appeal of tourist products, offering an alternative to traditional tourism. Metaverse experiences can also provide extra incentives for customers who are hesitant about making reservations.
· By utilizing Metaverse technologies, the tourism sector can design immersive experiences that appeal to multiple senses, enhancing emotional engagement with destinations. Such digitally enriched interactions have the potential to strengthen brand recall and deepen consumers’ connection with tourism products. The Metaverse can create marketing opportunities for tourism businesses by offering additional touchpoints to reach potential tourists and promote their products. It can offer brands selling tourist products the opportunity to create value and enhance the customer experience.
· Tourism businesses can reach customers more quickly and effectively. The Metaverse can connect the world with its advantages, such as unlimited access, easy transportation, time savings, and enhanced communication methods.
· Tourism destinations and tourist businesses can gain a competitive advantage by creating digital tourist products in the Metaverse and offering users experiences in cyberspace. At the same time, developing digital tourist products in the Metaverse can increase the profitability of the business and contribute to image development. Destinations and tourism businesses can replicate international brands such as Ralph Lauren, Hermès, and Nike and establish digital stores to sell digital travel products (e.g., digital event tickets and tours) and promote products/services before people arrive. 
· Over-tourism is defined as the alteration of a region's structure and loss of its uniqueness due to excessive visits. With the increase in the number of international tourists and their environmental impact, the importance of sustainable tourism has also increased. Approaches such as researching carrying capacity, reducing the tourism footprint, promoting ecotourism, producing clean energy, and ensuring environmental protection should be adopted to reduce the negative economic, social, and environmental impacts of tourism. Despite efforts to reduce the adverse effects of mass tourism, environmental issues and concerns about the sustainability of popular tourist destinations persist. At this point, the Metaverse can be used to combat overtourism.
· Metaverse development also creates new employment opportunities. Facebook alone has announced that it will provide approximately 10,000 jobs in Europe in the next 10-15 years (The Guardian, 2021). 
· The Metaverse has the potential to enhance tourist motivation by offering pre-experiences of destinations and activities. Such virtual engagements can foster a desire for physical travel among users. Moreover, by enabling post-visit interactions—such as revisiting virtual representations of places, sharing personal content, and maintaining social connections—the Metaverse may also contribute to repeat visitation (Buhalis et al., 2023b).
· It can facilitate experiential consumption, such as skydiving, as well as trying and evaluating travel alternatives comprehensively. Navigating with a digital twin that can replicate a destination, a tourist attraction, an accommodation, or a cultural heritage site gives users the chance to choose the one that best suits their needs and preferences. Thus, users can vividly feel the intangible experiences of past travellers and immerse themselves in their journey. 
· The immersiveness and high vibrancy created by the Metaverse can help facilitate audience understanding. 
· By allowing tourists to experience different alternatives in advance, the Metaverse can help reduce tourists' travel anxiety. 
· During travel and while on site, the Metaverse can enhance the traveller experience. Tourists enjoy both face-to-face and online social communication. While traveling, tourists can achieve higher levels of intrinsic enjoyment and overall satisfaction.
· The Metaverse enhances tourists’ on-site experiences by integrating enriched textual and audiovisual content at cultural and historical sites. Through technologies such as photorealistic imaging and 3D mapping, users can explore reconstructions of heritage landmarks, understand historical events, and visualize their evolution over time. This temporal immersion bridges the physical and digital realms, enabling users to interact with past and present narratives in a single environment. In addition, the ability to share content and participate in virtual cultural simulations contributes to the diversification of tourism offerings.
· Augmented reality and Metaverse technologies offer new opportunities for food and beverage businesses, particularly in enhancing culinary experiences for tourists. By incorporating educational and interactive elements into food tastings, visitors can gain insights into unfamiliar dishes—learning about ingredients, preparation techniques, and cultural significance through digital displays. This multisensory approach supports both engagement and gastronomic learning within a virtual context.
· The Metaverse can provide alternative travel experiences for individuals facing economic limitations, physical disabilities, or social barriers. By offering immersive virtual environments, it creates inclusive opportunities for those who may otherwise be unable to participate in conventional tourism due to financial constraints, limited mobility, or time restrictions.
· From the perspective of tourism suppliers, the Metaverse provides a powerful way to promote products and services through inclusive engagement. It can support organisations in enriching their understanding of the needs, wants, and preferences of their potential consumers.
· The Metaverse can provide tourist businesses with the opportunity to offer 24-hour digital services.
· Hotel brands can meta-advertise, and metaverse properties can be rented to other companies for digital advertising. When offering virtual tours, hotels can promote their brands in the virtual space and increase brand awareness. 
· Destinations can offer products that are not possible in the real world through the Metaverse. 
· Within the Metaverse, tourists have the opportunity to interact with digital representations of service providers prior to their actual visit. For instance, they may engage with avatars representing a culinary tour chef, a yoga instructor, or a hiking guide. Such early-stage interaction enhances tourists’ trust in the quality and relevance of the experience, potentially influencing their participation decisions during physical travel.
· Key travel-related components—such as flight tickets, hotel bookings, and dining reservations—can be incorporated into NFTs. These tokens can function as digital access tools, for example as room keys or proof of reservations, thereby streamlining check-in procedures and reducing the need for physical documentation.
· The Metaverse also allows travelers to curate and revisit their journeys through immersive digital environments. By accessing interactive records of locations and experiences, users can reconstruct their personal travel stories. This digital preservation fosters post-trip reflection and emotional connection. Content generated by users—including visuals, audio, or narratives—can be stored as NFTs, enabling continuous access or even sharing across user networks. Bill Gates refers to such possibilities as a “documented life” in The Road Ahead. These digital memories may also be exchanged, enabling individuals to engage not only with their own experiences but with others' as well (Bruun & Stentoft, 2019).
· Traditional word-of-mouth (WoM) has evolved through technological advancements into electronic WoM (e-WoM), and in the context of the Metaverse, a new form—meta-word-of-mouth (m-WoM)—may emerge. This involves the sharing of NFTs that encapsulate significant travel experiences. Unlike text-based reviews, m-WoM facilitates more vivid and immersive forms of storytelling, which may enhance the credibility and influence of tourist recommendations (Ioannidis & Kontis, 2023).
· The Metaverse also offers a technological solution to overbooking—an ongoing issue in the tourism industry. Through blockchain-powered smart contracts, accommodations and transportation options can be securely assigned to a user’s digital wallet, eliminating the risk of duplicate bookings, especially during high-demand periods.
· Moreover, the use of Metaverse platforms may reduce reliance on intermediaries such as travel agencies or booking websites. Tourists can directly access information and make reservations, potentially lowering service costs for both consumers and providers by eliminating commission-based third parties.
· Metaverse will serve as a new channel for sales and marketing, and can be effectively utilized in human resource management. Online tourism fairs offer the opportunity to reach many participants at a low cost. In addition, global business opportunities, company agreements, and employee training can be organised. It can help support training with immersive simulation of realistic scenes to support understanding of learning content. 
· Metaverse is new. Therefore, since not everyone can use the Metaverse yet, touristic businesses and destinations that use it may seem innovative to consumers.
 Metaverse tourism will, of course, have opposing sides as well as benefits. However, it is necessary to participate in the Metaverse by focusing on its benefits to stay ahead of innovations, keep pace with the times, and provide products and services that align with consumer preferences. Because tourism is one of the industries that has to keep up with technological innovations. There is a metaverse in the future of tourism. 
This study examines how the use of the Metaverse in the tourism sector can be evaluated within the framework of the Ansoff Matrix. In this context, it is evaluated how the four main strategic areas (Market Penetration, Product Development, Market Development, and Diversification) within the framework of the Ansoff Matrix can be applied in the tourism sector. 
2.2 Ansoff Matrix: Strategic Growth Tool 
2.2.1 Ansoff Matrix 
Ansoff's product and market-oriented growth approach is referred to as the Ansoff Matrix. According to Ansoff, growth strategies are briefly discussed under four main headings. These basic headings are given in Table 1. Market penetration (1), Market development (2), Product development (3), Diversification (4). 
Table 1. Product/Market Strategy
	
	Existing Products
	New Products

	Existing Markets
	Market Penetration
	Product Development

	New Markets
	Market Development
	Diversification


Source: Kotler, A. Principles of Marketing, 1996: 90
2.2.1.1 Intensive Growth through Market Penetration 
It is a growth strategy that aims to make more sales in the existing market by increasing the existing capacity without making any changes in the existing products and services (Şimşek & Çelik, 2011). According to this strategy, it is aimed to enter the depth of the existing market (Tenekecioğlu & Ersoy, 2000; Mucuk, 2010). 
2.2.1.2 Intensive Growth through Market Development
In the market development strategy in the Ansoff matrix, businesses seek to find new markets in order to increase their sales. In this case, without making any changes in existing products and services, they can achieve growth by entering a market outside their existing markets. To develop new markets, businesses create sales opportunities by adding promotions to existing products and services or by preparing targeted advertisement content for the new market. Market development strategy refers to the growth of the business through market penetration by identifying new areas of use for existing products and services (Mucuk, 2010; Perce & Robinson, 1994). Market development strategy can be realised with two different approaches. The first approach is geographical expansion. The expansion of a regional activity towards a national activity area refers to geographical expansion. The second is growth into different market segments. New market segments that contain differences due to factors such as the average age of consumers, lifestyle, and product usage patterns can be entered (Aaker, 1984). Thus, businesses enter different and new markets outside their existing markets with the same products. However, since they enter these markets with existing products and services, it is necessary to know the needs and habits of new consumers (Eren, 2010).
2.2.1.3 Intensive Growth through Product Development 
This strategy involves developing existing products and services, and then offering them to the market with different features. By making changes to their existing products and services, they are positioned as more privileged compared to their competitors' offerings in the market. Therefore, the effectiveness of products and services in the market increases, and the growth of the business is ensured (Şimşek & Çelik, 2011). Product development strategy, which generally aims to extend the life cycle of existing products, enriches the image of businesses that produce innovative products and services. Thus, in addition to the advantage of making a profit, it also provides an environmental benefit (Pearce & Robinson, 1994; Tenekecioğlu & Ersoy, 2000). 
2.2.1.4. Growth by Diversification Diversification 
Growth by diversification refers to the efforts of enterprises to enter entirely new markets by producing new products and services or by making changes in existing products and services. This strategy differs from other growth strategies. In the other three strategies, existing technology, sales development, and financial resources are used for the original product line. Diversification strategy requires new technology, new skills, and new products and services (Ansoff, 1957). A diversification strategy makes sense when new market opportunities arise. Diversification strategy is an opportunity if there are industries with high attractiveness (Kotler, 2000). Growth by diversification strategy occurs in two different ways. The first is one-way diversification. One-way diversification involves adding new products and services that create technological and marketing synergies with the existing offerings of the enterprise, thereby appealing to new customers (Tek, 2000). The second is multidirectional diversification. It refers to investing in areas that are different from the technology used by the enterprise in its products and services, the production process it has, and the markets it addresses. Enterprises may want to grow in entirely new industries by producing new products and services that are not related to existing products and services. Since it does not use existing technology and production facilities, it is a strategy that requires more resources and serious investment. Unlike unidirectional diversification, multidirectional diversification is less effective in creating product-market synergies with existing businesses. The difference between the two strategies is that unilateral diversification is based on market-product and technology partnership, while multilateral diversification is based on profit (Pearce & Robinson, 1994). Especially in the tourism industry, it can be preferred in order to distribute the risk and reduce the effect of seasonal fluctuations. 
2.2.2. Application of Ansoff Matrix to Metaverse Tourism
Metaverse is a reasonably new concept. The Ansoff Matrix can be used to identify different strategic growth paths in the tourism sector. For this reason, the Ansoff Matrix was created to facilitate the development and growth of the new Metaverse in the tourism sector. In this context, the use of the four strategies in the Ansoff matrix in the Metaverse for the tourism sector through market penetration in the Metaverse for the tourism sector is analysed. 
2.2.2.1. Growth through Market Penetration in the Metaverse for the Tourism Sector
In the market penetration strategy, the goal is to make more sales by protecting existing products and the existing market. For this reason, in this strategy, tourism businesses can organise virtual tours and virtual events in the Metaverse. Tourism businesses and destinations can increase their market share by offering virtual tours to their existing customers in the Metaverse. For example, 360-degree virtual tours of popular tourist destinations offer customers the opportunity to explore destinations before travelling. In some cases, tourists may be disappointed because they cannot experience tourism services before purchasing. However, with the Metaverse, tourists can visit the destination, the business where they will stay, and the restaurant where they will eat before travelling. Italian Hotel Group is one of the tourism businesses that has taken its place in the Metaverse. The connection with the hotel is established through the Metaverse, and there are staff avatars that communicate with tourists in real time. These staff members guide tourists through the rooms and facility, showcasing the customisation options for all available services (Monaco & Sacchi, 2023). With the Metaverse, users will have the opportunity to evaluate their destination firsthand (Dwivedi et al., 2012). In addition to virtual tours, virtual events can also be organised. For example, virtual festivals, cultural events, concerts, and activities that will attract customers can attract tourists and increase loyalty. In 2020, Epic Games organised Travis Scott's Fortnite concert. More than 27.7 million participants attended the concert, which provided a unique experience to the participants, corresponding to more than 45 million views (Toksarı & Demirbag, 2017). Within the scope of this strategy, an airline company can create a virtual lounge area in the Metaverse and offer its passengers the opportunity to check in and check flight information. A tourism agency can introduce different destinations to potential customers by organising virtual travel fairs in the Metaverse. By opening virtual exhibitions in the Metaverse, a museum can reach a wider audience and eliminate access barriers. 
2.2.2.2 Intensive Growth through Market Development in the Metaverse for the Tourism Sector 
In the growth through market development strategy, tourism businesses and destinations aim to reach new markets with existing products and services. For this purpose, tourism businesses and destinations can try to reach new geographical markets with the help of the Metaverse. For example, a tourism business in Turkey can reach a new market segment by creating virtual tours for potential tourists in Europe or Asia. Another example is that Turkey can promote the country by opening a virtual tourism office in the Metaverse in another country. Thus, it can attract potential tourists. Similarly, they can offer accessible travel experiences for people who cannot physically travel. In this direction, travel opportunities can be provided through the Metaverse for the elderly, people with disabilities, or people with health problems. 
2.2.2.3 Intensive Growth through Product Development in Metaverse for the Tourism Sector 
In this strategy, where tourism businesses and destinations aim to grow with new products and services in existing markets, the Metaverse provides advantages. In the universe simulated in parallel with the real world created in the Metaverse for tourists, tourists can be offered the opportunity to visit the hotel and destination where they will stay before making a travel decision. Thanks to these VR hotel/destination previews, tourists can make more informed holiday decisions. In addition, virtual guidance services can be offered to existing customers. Through virtual guides, it may be possible to access detailed information about museums, ancient cities, and other important tourist attractions to be visited in the destination. 
2.2.2.4 Growth by Diversification in the Metaverse for the Tourism Sector
According to the Ansoff Matrix, the growth by diversification strategy aims to grow by creating new products and new markets. Within the scope of this strategy, completely virtual holiday villages can be established for the use of the Metaverse in tourism. With these virtual holiday villages created for the Metaverse, an alternative to real-world holiday villages can be created by providing user tourists with the opportunity to have a virtual holiday. Thus, users can rent virtual houses in the Metaverse, swim in virtual beaches, and participate in virtual activities. In addition, new markets can be created for these new and impressive products and services created in the Metaverse by reaching users from all over the world. Many activities, such as virtual music festivals, art exhibitions, or sports events, can be organised in the Metaverse. For example, a virtual fashion show can be organised in the Metaverse in cooperation with a fashion brand. Virtual clothes can be sold to the participants during this event.
Table 2. Product/Market Strategy for the Tourism Sector in the Metaverse
	
	Existing Product
	New Product

	Existing Market
	Growth through Market Penetration in Metaverse Tourism
• Virtual Tours
• Virtual Events
	Growth through Product Development in Metaverse Tourism 
• Accessible Travel Experiences
•New Geographic Markets

	New Market
	Growth through Market Development in Metaverse Tourism 
• VR Hotel Previews
• Virtual Guide Services

	Growth through Diversification in Metaverse Tourism 
• Fully Virtual Resorts
• Virtual Events and Festivals



Examples of product strategies in the Metaverse for the Tourism Sector are given in Table 2. Overall, the use of the Metaverse holds great potential to transform the tourism sector. The Ansoff matrix is a powerful tool that we can use to evaluate this potential and identify the right strategies. 2. METHOD This study analyses the use of the Metaverse in the tourism industry. Accordingly, the use of the Metaverse in tourism is analysed within the framework of the Ansoff Matrix. It is evaluated how the four main strategic areas in the Ansoff Matrix can be applied in the tourism sector. In order to map the possible development trends of metaverse tourism until 2030, a GPT-4-supported horizon-scanning method is used. Horizon scanning is an exploratory strategy used to develop early warning mechanisms, especially in sociotechnological fields where uncertainty is high. Unlike scenario analyses, it offers a broader perspective on the future of rapidly transforming technological systems such as the Metaverse by focusing on trend diversity (Sutherland & Woodroof, 2009; Voros, 2003). Although this method has only been applied to a limited extent in tourism, it has long been favoured as a strategic planning tool in areas such as health, energy, and environmental policies (Miles, 2010). This study combines this method with artificial intelligence-based content generation and presents a unique and innovative application in the field of tourism. On June 25, 2025, with OpenAI's GPT-4o (version o3) model, 10 structured question prompts were made, reflecting the four strategic areas of the Ansoff Matrix, namely market deepening, product development, market development, and diversification strategies in a balanced way. November 30, 2022, Chat GPT (Chat Generative Pre-trained Transformer), released by OpenAI, is an LLM-supported model. This concept, abbreviated as GPT, stands for Generative Pre-trained Transformer. GPT provides a neural network architecture that can understand and generate new outputs (Kerner, 2024; Bulut, 2024). The latest version of the GPT-4o is capable of "reasoning over audio, video, and text in real time". GPT-4o can interpret and analyse data from various sources, and is an expert in understanding and generating human-like text (Bulut, 2024). Accordingly, a total of 20 unique disposition propositions were generated by GPT4o. These prompts were prepared to include concrete technology and user scenarios for the future based on the Ansoff matrix. Each proposition was tested with peer-reviewed academic publications and industry reports for the period 2020-2025 using the triangulation method. Findings that had no basis in the literature were excluded from the scope of the study. The outputs are among the innovative data sources recommended by OECD (2019), providing literature-based data generation without the need for human participants. Since the study does not involve human participants, it is not subject to ethics committee permission. The artificial intelligence-based outputs produced were evaluated for exploratory purposes only. The final results are supported and secured by scientific publications. The research aims to provide managerial/strategic implications for destination marketing organisations (DMOs) and sector actors. 
3. FINDINGS
 Table 3 contains the insights generated by GPT-4o for the 10 research questions corresponding to the four strategic areas (Market Deepening, Product Development, Market Development, Diversification) based on the Ansoff Matrix. The answers to each question reflect the potential future application areas of metaverse tourism as a synthesis of forward-looking scenarios and possibilities. In order to increase the reliability of the predictions, peer-reviewed academic publications based on the literature review and recent industry reports are also included in the table. Artificial intelligence-supported inferences are supported by trends observed in the real world and expert opinions. Predictions are based on a realistic basis.
Table 3. GPT-4o Horizon-Scanning Projections and Literature Validation
	Q No.
	Strategic Area
	Research Question
	GPT-4o Forecast Summary
	Supporting Source(s)

	1
	Existing Product – Existing Market (Market Penetration)
	How can metaverse tourism provide more value to current digital tourist profiles post-2025?
	• Real-time personalization engines adjust tour flow based on user browsing history.
 • Avatar-based co-touring modes (socializing in virtual cafés).
	McKinsey & Company (2024). YouGov (2025, February 12).

	2
	
	What personalization practices may become more widespread for metaverse-based tours among current users?
	• Behavior-based content recommendation systems (e.g., extra galleries for art enthusiasts). • Environment adaptation (color, music) via biometric emotion tracking.
	McKinsey & Company (2024); BusinessOwn (2025); Park & Kim (2023)

	3
	New Product – Existing Market (Product Development)
	What new types of metaverse-based services are expected to emerge in tourism by 2030?
	• Digital twin concierge: Metaverse check-in synced with physical hotel reception. • Virtual tasting packages with haptic & flavor/smell kiosks.
	TravelandTourWorld (2024); Popular Science (2025, February); Li & Gursoy (2025)

	4
	
	What innovations may emerge in AI-guided or avatar-led Metaverse tours?
	• Multilingual guide avatars providing real-time “speaking footnotes” with references.
• Learning NPC tour scenarios in Horizon Worlds.
	Peters (2024a); Carrozzino, M. (2025)

	5
	Existing Product – New Market (Market Development)
	How can metaverse tourism become accessible to potential tourists in developing countries?
	• Low-bandwidth lite-metaverse mobile streams. 
• Integration of local micro-payment (mobile wallet) systems.
	The Fintech Times (2024); Singh & Adiyia (2025)

	6
	
	What are the social impacts of metaverse tours for elderly, disabled, or travel-restricted individuals?
	• VR tours reduce travel anxiety and provide rehabilitative psychosocial benefits. 
• Social interaction via avatar-based community events.
	Chen, Chen, & Tsai (2025); Johnson & Lee (2025)

	7
	New Product – New Market (Diversification)
	What is the tourism potential of fully virtual destinations (e.g., Mars colony, alternate historical universes)?
	• Speculative universe tours (e.g., Mars colony, alternate-history Istanbul). 
• IP packages combining gaming and tourism (e.g., Star Wars Galaxy Tour).
	Peters (2024b); Gössling & Hall (2024)

	8
	
	How can novel metaverse experiences like “sensory experience tourism” evolve (not tied to real-world locations)?
	• Multisensory tours with haptic gloves and aroma diffusers. 
• EEG-responsive sound-light routes based on emotional feedback.
	Popular Science (2025, February); BusinessOwn (2025); Prodinger & Neuhofer (2022)

	9
	
	What new market opportunities can emerge from integrating blockchain and NFT technologies in metaverse tour packages?
	• NFT tickets are gaining collectible value in secondary markets. 
• “Travel-to-Earn” NFT badges are convertible into loyalty points.
	Barten, M. (2025); Knezović & Hysa (2024)

	10
	General / Hybrid Model
	How will the relationship between physical travel and metaverse tourism evolve in the future?
	• Rise of “hybrid” packages combining virtual pre-experience with physical trips. • Virtual alternatives reducing short-haul flight demand among carbon-conscious consumers.
	Awachi (2025); Ahn & Fotiadis (2024)



The 10 strategic questions and predictions in Table 3 were subjected to content analysis and grouped into five main themes. These groups are presented in Table 4. Each theme offers technological opportunities in the user experience dimension, but also sheds light on ethical and managerial areas such as sustainability, data security, and social inclusion. Table 4 summarises the implementation recommendations in line with the five themes developed for metaverse tourism in light of strategic insights based on the Ansoff Matrix. These recommendations have been validated by current academic literature and sectoral reports, as well as the propositions produced by GPT-4o. Each theme contributes to the vision of a sustainable, accessible, and user-oriented future in digital tourism, taking into account the opportunities offered by technological developments and societal expectations. The themes are structured in such a way that they can directly guide strategic planning and product development processes.
Table 4. Thematic Findings and Strategic Recommendations for Metaverse Tourism
	Theme
	Description
	Strategic Recommendations

	1. Hyper-Personalization and Biometric Feedback
	Real-time adaptation of environments based on user emotions and attention span, using eye-tracking and biometric data.
	Develop GDPR- and KVKK-compliant consent mechanisms for emotion-sensitive services; integrate affective computing systems for enhanced immersion.

	2. Multisensory Experience and Digital Twin Services
	Simulation of real-world conditions (light, sound, layout) via VR/AR and synchronization with actual service environments.
	Use digital twins of hotels and destinations for pre-trip previews; design multisensory cues that align with branding and user expectations.

	3. Accessibility and Social Inclusion
	Metaverse tourism facilitates participation for seniors, people with disabilities, and geographically remote users.
	Expand destination access through metaverse platforms; develop inclusive content and interfaces tailored for diverse user groups.

	4. NFT, Blockchain, and Participatory Experience Economy
	Integration of blockchain technologies to enable ownership of digital assets, co-creation, and decentralized tourism economies.
	Offer NFT-based memorabilia and virtual assets; collaborate with artists, brands, and influencers to host co-created virtual events.

	5. Hybrid and Sustainable Tourism
	Combining virtual and physical tourism to reduce environmental impact and address seasonal fluctuations.
	Encourage hybrid event models; utilize virtual previews to lower travel frequency while maintaining interest; promote sustainable tourism values in metaverse narratives.



DISCUSSION 
This research makes an original contribution to the literature by analysing the potential of the developing metaverse technology to transform the tourism sector from the perspectives of strategic management and user experience. In addition to the literature review, the findings, shaped by artificial intelligence-based data generation and content analysis methods, reveal the future tourism patterns. In this context, it is predicted that tourism will not be limited to physical space in the future, but will develop with new forms of production in the digital environment. The Ansoff Matrix, which forms the theoretical framework of the study, traditionally classifies product-market strategies under four main headings: Market Deepening, Product Development, Market Development, and Diversification. In this study, the Ansoff Matrix is adapted to metaverse tourism, and a strategic scenario-based analysis is presented. In line with each strategy, GPT-supported forecasts are structured and combined under five main themes. In this respect, the study provides insights that can be integrated into sectoral planning. The first theme, "Hyper-Personalisation and Sensory-Driven User Experience", reveals that the individualised experience will be shaped not only by past preferences but also by real-time emotion data. This makes emotion-oriented content presentations and ethical data processing mechanisms inevitable in marketing strategies. The second theme, "Multisensory Experience and Digital Twin Services," makes it possible to reconstruct the sense of place through virtual twins of tourism destinations. This structure will be particularly effective in creating a preliminary impression of service quality. It will also offer new opportunities for high-value-added tourism segments (e.g., luxury, gastronomy, wellness). The third theme, "Accessibility & Social Contribution," reveals that the Metaverse can be used as a social tool and has the potential to offer a tourism experience beyond physical barriers. In this respect, the study also draws attention to the social justice and inclusion function of tourism. The fourth theme, "NFT, Blockchain and the Participatory Experience Economy," points to a new model of participation in tourism where users will be positioned not only as consumers but also as content producers and economic actors. In particular, NFT-based reward systems and virtual collections enable the restructuring of loyalty strategies. The fifth and final theme, "Hybrid & Sustainable Tourism," emphasises that metaverse-supported forms of travel will gain importance as environmental sensitivities increase. Hybrid tours based on virtual preview not only have the potential to reduce carbon emissions but also offer strategic advantages such as expectation matching, orientation, and crowd control for destination management. In this context, the Ansoff Matrix is considered a theoretical guide as well as a functional model of how strategic innovation in metaverse tourism can be categorised. Such strategic mappings are a valuable tool for destination managers, digital tour operators, and tourism planners in shaping future investment decisions. In conclusion, this study makes an important contribution to tourism research in terms of showing how strategic management theories can be adapted theoretically and practically to the digital future. 
CONCLUSION
The Metaverse is a virtual universe that has become a symbol of digital transformation with the potential to reshape consumer experiences, making tourism more decision-oriented and participatory by offering multisensory (image, sound, touch) interactions. In this study, the four strategies of the Ansoff Matrix are adapted to metaverse tourism, and strategic recommendations are developed based on five main themes (Hyper-Personalisation & sensory-driven user experience; Multisensory Digital Twins; Accessibility & Social Contribution; NFT-based Participatory Economy; Hybrid & Sustainable Tourism) derived from GPT-4-supported synthetic interview transcripts. In this way, a holistic roadmap that offers both theoretical (strategic management-digital tourism integration) and practical (product/experience design, new revenue models) contributions is presented. The findings show that hyper-personalised and multisensory metaverse experiences will increase tourist satisfaction, NFT and blockchain-based reward systems will create loyalty and revenue diversity, and accessible design principles will strengthen social inclusion for the elderly and people with disabilities. In addition, hybrid packages can reduce carbon footprint and contribute to sustainable destination management. These strategic insights offer practical steps for tourism businesses and destination management organisations to gain a competitive advantage in metaverse investments. These five themes, strategically developed with the guidance of the Ansoff Matrix, reveal that tourism businesses and policy makers need to accelerate technology adoption, plan training and infrastructure investments, and simultaneously address measures to ensure user safety. Nevertheless, challenges such as limited access to high-speed networks and the cost of required hardware continue to hinder widespread adoption of Metaverse technologies. These obstacles are particularly pronounced among individuals with lower income levels and among older adults or those less familiar with emerging digital tools, potentially limiting their participation in virtual tourism experiences. Moreover, as Merkx & Nawijn (2021) and Messinger et al. (2009) emphasise, the immersive environment can lead to addiction, blurring of the real-virtual boundary, and loss of well-being in long-term use. Başoğlu (2023) also draws attention to the fact that increasing the time spent in the Metaverse may trigger social isolation. Harassment cases (Soon, 2002) and intellectual property violations (Buhalis, Lin & Leung, 2022) that may occur in virtual environments require urgent regulations in terms of user safety and protection of destination brands. In conclusion, the findings show that metaverse tourism is part of the experience economy as user-centred, flexible, and interactive. In this context, the study offers important theoretical and practical contributions in terms of digital tourism planning, destination management, and new generation user relations. Although the Metaverse is still facing technical and ethical uncertainties, it offers a transformative power to the tourism industry. Actors who design the Metaverse on the axis of innovation, sustainability, and inclusiveness will gain a permanent competitive advantage in the tourism ecosystem of the future. 
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