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Abstract: Few studies analyze what are the common representations of the Metaverse. Regarding 8 

what has been said about this concept, our research aims to verify how adults’ percept and represent 9 

the Metaverse. We carried out a study with focus groups, having as participants Portuguese adults 10 

all considered habitual gamers (or users of digital games). The objectives for this study were seven:  11 

verify how the Metaverse is being represented and characterized; identify which technologies that 12 

stimulate the immersion experience; identify the main dimensions that influence the acceptance of 13 

the Metaverse concept; understand the perceptions of Metaverse and virtual reality regarding 14 

socialization and well-being; verify the perceptions of a gamer’s daily lives regarding the Metaverse, 15 

virtual reality, and gaming concepts;  understand the impact of social representations on the 16 

gaming concept; to understand the perceived role of animation regarding the Metaverse, virtual 17 

reality, and gaming concepts. Our results reveal a common understanding of the Metaverse, despite 18 

some confusion about this concept. We also verified the high importance of well-being and social 19 

dimensions in the Metaverse immersive experiences provided by technology or gaming 20 

characteristics. This exploratory study gave us essential findings about the perceptions of the 21 

Metaverse and a deep understanding of the relations between Metaverse, virtual reality, animation, 22 

and gaming. 23 

Keywords: Metaverse; virtual reality; animation; digital games; gaming; qualitative research. 24 

 25 

1. Introduction 26 

Over the years, the gaming industry has become a fulcrum for technological 27 

development with the premise of reaching higher player engagement. With this 28 

evolution, our reality has been transformed by virtual reality through animation, where 29 

virtual characters assume almost real roles, new realities are generated, as well as 30 

languages and new types of communication [1]. Whether a single individual or global, 31 

the perception must be understood ethically and even politically [2]. 32 

 This virtual reality brought by animation through the gaming world is considered a 33 

dream [3][3] by the author Heilig of its power to transform reality. And so we become 34 

aware of how digital transformation has come into our lives because of the Metaverse [4]. 35 

The gaming industry has founded this concept because we are enveloped with alternate 36 

worlds [5], considered the first areas where Metaverse solutions were applied [5]. In this 37 

way, the Metaverse concept has brought us a whole new perspective of reality, uniting 38 

the technology to create new immersive ways to live our lives [6]. 39 

 Nevertheless, only a few studies focus on trying to understand the real perceptions, 40 

by ordinary people, of the concept of the Metaverse. Do regular people understand the 41 

impact of the Metaverse in their lives and how important this can be in the future? Until 42 

the present date, even the authors have yet to come up with a precise definition for this 43 

concept, so if a consensus between them is still waiting to happen, should we expect that 44 
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other people will understand this concept better? As investigators, we aim to understand 45 

the balance between the scientific knowledge of this concept and the common 46 

understanding. 47 

So we ask, what are the thoughts of the gamers? What are their common thoughts 48 

regarding this concept? Is scientific knowledge aligned with common thoughts? Or are 49 

two apart visions being created? 50 

This research aims to contribute to a better understanding of how this Metaverse 51 

concept is being perceived, giving the scientific knowledge of how common assumptions 52 

could or should be explored regarding the definition of this concept. And to provide the 53 

technology and gaming industry with crucial ideas on which concepts they should be 54 

guided to future evolution. This study may also be useful for common users or gamers to 55 

reflect on their motivation to seek the Metaverse and on how they use games and virtual 56 

reality, considering their socialization in the real world versus immersion in virtual 57 

environments – understanding people’s perceptions may contribute to better 58 

communication linking the real and virtual worlds to proportionate a better involvement 59 

and socialization (beyond any distance or physical barrier). 60 

 This explorative study is part of extensive research on the Metaverse, virtual reality, 61 

and gaming concepts. So, we ask: How is the Metaverse being perceived and represented 62 

by gamers? 63 

Since this is an explorative study and a part of a Ph.D. in development, the objectives 64 

proposed for this study were elaborated using previous investigations already made, and 65 

objectives were pre-defined according to our Ph.D. thesis. 66 

 With this context, we aim to: 1) verify how the Metaverse is being represented and 67 

characterized; 2) identify which technologies that stimulate the immersion experience; 3) 68 

identify the main dimensions that influence the acceptance of the Metaverse concept; 4) 69 

understand the perceptions of Metaverse and virtual reality regarding socialization and 70 

well-being; 5) verify the perceptions of a gamer’s daily lives regarding the Metaverse, 71 

virtual reality, and gaming concepts; 6) understand the impact of social representations 72 

on the gaming concept; 7) to understand the perceived role of animation regarding the 73 

Metaverse, virtual reality, and gaming concepts. 74 

 This study consisted of three focus groups, with Portuguese adults, all considered 75 

regular gamers (or users of digital games). The qualitative data gathered were analyzed 76 

using frequencies. We aimed to identify the main emerging themes and concepts, helping 77 

us explore what can be done in the future and discover more about these concepts. 78 

 The present study is framed in a general introduction and a brief literature review. 79 

After these, we present a detailed exploration of the methodology applied to the frequent 80 

themes and main concepts that result from the focus groups we analyzed. After this, we 81 

present the findings of this study, followed by a discussion considering the present results 82 

and a conclusion, including suggestions for future work. 83 

2. Background 84 

2.1. Gaming 85 

The gaming notion begins with technological evolution and engagement with video 86 

or digital games. The gaming area has been with us for a long time [7], and with its 87 

evolution, it has responded to all our wishes, offering new environments, experiences, 88 

and opportunities [8]. Gaming has been considered the founder of the Metaverse as an 89 

entertainment tool since it was one of the first solutions where this concept was applied 90 

[5]. 91 

 To understand the gaming concept, we must embrace ourselves through the notion 92 

of playing. Playing is a free activity where joy and fun exist [9]. However, it does not need 93 

to have a goal. All the rules created rely only on the person or person playing the 94 

imagination [9]. So, another view of playing is being in this world to comprehend what is 95 

around us, who we are, and a way to interact with others [10]. 96 
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 In this way, we can understand that the gaming area is something that has been 97 

present for a long time [7] and has responded to our wishes and experience needs [8], 98 

becoming more social and sharing experiences [11]. The gaming world allows us to 99 

explore different experiences where we free ourselves from the limits of our bodies and 100 

our previous experiences and extend ourselves o infinite possibilities [12]. 101 

 It’s also essential to understand the social importance of the gaming area because 102 

most people play video games with others [13]. Players prefer to play with other players 103 

[14], and communication is more fun, involvement, and bond when people are connected 104 

[15]. There is a unique opportunity for sociability and social games, making them the only 105 

media means that allows this active activity together [16]. 106 

 With this understanding, we can see the gaming industry’s efforts continuously 107 

growing through the years, allowing new concepts to be born because of technological 108 

development. As humans, we are continually staged by our social contexts, and we cannot 109 

central or surpass them. However, the gaming world offers alternative worlds that 110 

distance the social rules and quotidian. 111 

2.2. Virtual Reality 112 

Virtual reality has been one of the concepts and development technology that was 113 

launched through the gaming area. The term engineers use is virtual, which means 114 

substitute computers and peripherical devices instead of human senses [17]. So virtual 115 

reality can be seen as a technology that can replace a user’s primary senses for computer 116 

data [18]. It’s also considered an electronic simulation of experienced environments [19], 117 

allowing users to get different sensory experiences of real things through simulation, but 118 

it does not mean a new experience can occur [17]. It can be seen as an artificial reality from 119 

the actual world [17]. 120 

 Virtual reality relies on computer graphic systems combined with different displays 121 

and interface devices that allow immersion through a 3D computer-generated 122 

environment [20]. It’s considered a new medium only possible by the technological 123 

advances creating practical applications and new ways of communication [21]. Virtual 124 

reality profoundly impacts daily human lives because humans will constantly challenge 125 

the limits of existing technology and optimize the combination of resources to push the 126 

progress of science and technology forward [22]. Virtual tools provide various means of 127 

accessing, viewing, and analyzing data within a focal point to offer spatiality, immersion, 128 

and interaction [23]. 129 

 To understand virtual reality best, we must understand its key important elements. 130 

One key element is the participants because all the virtual reality magic happens in their 131 

minds. This experience is not the same for each participant because of their experiences, 132 

culture, and history [21]. Then we have the creators, as the second key element, without 133 

the person or team that designs and implements the created work to be experienced [21]. 134 

The third key element is the virtual world. It’s considered the content of a given medium 135 

and can exist without being displayed in a virtual reality system. When we observe that 136 

world through the possibility of bringing objects and interactions in a physically 137 

immersive, interactive way, we experience it via virtual reality [21]. The fourth key 138 

element is immersion, the sensation of being in an environment that can be a mental state 139 

or accomplished physically. Physical immersion is considered a characteristic that defines 140 

virtual reality [21]. The fifth, and last key element, is interactivity because it allows 141 

alternate realities through computers, games, and other systems or devices [21]. 142 

 Virtual reality is seen as an advanced human-computer interaction interface that 143 

allows the simulation of realistic environments [24]. This interactivity can also be defined 144 

as communication media because users can modify a form or content mediated by the 145 

environment in real-time [19]. This concept can have different forms, such as cab 146 

simulation, projected reality, augmented reality, telepresence (the feeling of being 147 

physically somewhere other than where the user is [25]), and desktop virtual reality 148 

(keyboard, mouse, monitor, headphones) [24]. 149 
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2.3. Animation 150 

 We now understand the virtual reality existing in the gaming world; however, we 151 

must take some time to understand the core of the gaming existence, which is the 152 

animation. 153 

 The connection between the gaming area and the animation started because of the 154 

economy around them. The first to explore this relationship was Walt Disney [26], and by 155 

seventy years, the commercial license became a possibility [27]. By this means, digital 156 

technology with special effects such as animation broke an essential psychological barrier 157 

because it allowed virtual worlds [26] to exist. 158 

 Animation has brought to the gaming world and virtual reality all its meaning “to 159 

give life”. It’s an extraordinary audiovisual expression that transforms non-real events 160 

and takes the audience there [28]. Animation has excellent potential and importance 161 

because of its ability to establish transversal communication with any age, gender, culture, 162 

religion, or nationality [29]. Because of this ability, the animation is considered a creative 163 

strategy [30] and a new model of communication for the future [28]. 164 

2.4. Metaverse 165 

After our dive through the gaming area and the technological development (virtual 166 

reality and animation concepts), we arrive at the main concept of this investigation, the 167 

Metaverse. 168 

 The Metaverse concept definition appeared for the first time by the author Neal 169 

Stephenson in his book Snow Crash in 1992. It was defined as a virtual world that could 170 

reach, interact and affect human existence [31]. However, till today there has yet to be a 171 

consensus about the Metaverse definition, but there are definitions near agreement in the 172 

future. The Metaverse can be defined as a massive dimension network and interconnected 173 

3D virtual worlds rendered in real-time that can be experienced synchronously and 174 

persistently by an unlimited number of users with a unique sense of presence and data 175 

continuity, has identity, history, rights, objects communication and payments [31]. It’s also 176 

a 3D experience where we can interact with virtual and augmented reality through 177 

headsets, sensory gloves, cameras, and sensors registering our bodily movements [8].  178 

 The Metaverse has its inner world that continues to exist even if we are not connected 179 

[8]. It can be described as the layer between us and the reality [32], where a 3D virtual 180 

world is shared, and the experiences can be experienced through virtual and augmented 181 

reality [33]. It’s based on the real world but without physical limitations [34]. The users 182 

can involve themselves socially, economically, and culturally through their avatars [35] 183 

because the Metaverse unites platforms of socially immersive virtual realities compatible 184 

with video games with massive online multi-players, open gaming worlds, and 185 

collaborative spaces of augmented reality [36]. It’s also seen as a digital universe that 186 

mixes online gaming elements with social networks and virtual reality, allowing users to 187 

engage digitally [37]. 188 

 The Metaverse social application will transform social networks [18], and we can see 189 

that the gaming world is the founder of this concept because gamers could tie it to the 190 

screen and envelop it with alternative worlds [6]. The gaming experience has increasingly 191 

become a lived experience, and the limits between the Metaverse and what is gaming and 192 

what is not have disappeared [8]. The Metaverse can be achieved via the internet through 193 

augmented reality devices, game consoles, computers, tablets, or mobile phones [4]. In 194 

this way, the Metaverse concept is present consciously or unconsciously in our lives. 195 

2.5. Related Work—A Comprehensive Review of Main Concepts 196 

 To understand the relationships between the main concepts, in this section, we 197 

connect these concepts with the objectives of the present study. Tables 1–4 were structured 198 

to help us to observe the relations of the concepts (Gaming, Virtual Reality, animation and 199 

Metaverse) and their definitions studied by scientific authors according to our objectives, 200 
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which are to: 1) verify how the Metaverse is being represented and characterized; 2) 201 

identify which technologies that stimulate the immersion experience; 3) identify the main 202 

dimensions that influence the acceptance of the Metaverse concept; 4) understand the 203 

perceptions of Metaverse and virtual reality regarding socialization and well-being; 5) 204 

verify the perceptions of a gamer’s daily lives regarding the Metaverse, virtual reality, and 205 

gaming concepts; 6) understand the impact of social representations on the gaming 206 

concept; 7) to understand the perceived role of animation regarding the Metaverse, virtual 207 

reality, and gaming concepts. 208 

Table 1. Related Work—Concept Gaming. 209 

Author Description 
Concept  

Relation 

Objective 

Alignment 

[8] 
has responded to all our wishes, offering new 

environments, experiences, and opportunities 
Gaming (3) (4) 

[5] 

Gaming has been considered the founder of 

the Metaverse as an entertainment tool since 

it was one of the first solutions where this 

concept was applied 

Gaming vs 

Metaverse 
(3) (4) (5) 

[9] 
Playing is a free activity where joy and fun 

exist 
Gaming (4) 

[11] 
becoming more social and sharing 

experiences 
Gaming (4) (5) (6) 

[13] 

It’s also essential to understand the social 

importance of the gaming area because most 

people play video games with others 

Gaming (4) (5) 

[15] 
communication is more fun, involvement, 

and bond when people are connected 
Gaming (2) (4) (5) (6) 

    

    

    

Table 2. Related Work—Concept Virtual Reality. 210 

Author Description 
Concept  

Relation 

Objective 

Alignment 

[17] 

The term engineers use is virtual, which 

means substitute computers and peripherical 

devices instead of human senses 

Virtual Reality (2) (4) 

[18] 

virtual reality can be seen as a technology 

that can replace a user’s primary senses for 

computer data 

Virtual Reality (2) 

[19] 
considered an electronic simulation of 

experienced environments 
Virtual Reality (2) 

[20] 

Virtual reality relies on computer graphic 

systems combined with different displays 

and interface devices that allow immersion 

through a 3D computer-generated 

environment 

Virtual Reality (2) (5) 

[21] 

It’s considered a new medium only possible 

by the technological advances creating 

practical applications and new ways of 

communication 

Virtual Reality (2) (4) (5) 
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[21] 
Physical immersion is considered a 

characteristic that defines virtual reality 
Virtual Reality (2) (4) (5) 

[19] 

This interactivity can also be defined as 

communication media because users can 

modify a form or content mediated by the 

environment in real-time 

Virtual Reality (2) (4) (5) 

[25] 

This concept can have different forms, such 

as cab simulation, projected reality, 

augmented reality, telepresence (the feeling 

of being physically somewhere other than 

where the user is 

Virtual Reality (2) 

[24] 
desktop virtual reality (keyboard, mouse, 

monitor, headphones) 
 (2) 

    

    

Table 3. Related Work—Concept Animation. 211 

Author Description 
Concept  

Relation 

Objective 

Alignment 

[26] 

The connection between the gaming area and 

the animation started because of the economy 

around them. The first to explore this 

relationship was Walt Disney 

Animation (6) 

[26] 

By this means, digital technology with special 

effects such as animation broke an essential 

psychological barrier because it allowed 

virtual worlds 

Animation (3) (7) 

[28] 

It’s an extraordinary audiovisual expression 

that transforms non-real events and takes the 

audience there 

Animation (7) 

[29] 

has excellent potential and importance 

because of its ability to establish transversal 

communication with any age, gender, 

culture, religion, or nationality 

Animation (6) (7) 

[30] 
of this ability, the animation is considered a 

creative strategy 
Animation (7) 

[28] new model of communication for the future Animation (7) 

    

    

    

    

Table 4. Related Work—Concept Metaverse. 212 

Author Description 
Concept  

Relation 

Objective 

Alignment 

[31] 
virtual world that could reach, interact and 

affect human existence 

Metaverse 

Vs Virtual Reality 
(1) (2) (4) (7) 

[31] 

The Metaverse can be defined as a massive 

dimension network and interconnected 3D 

virtual worlds rendered in real-time that can 

Virtual Reality (1) (4) (5) 
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be experienced synchronously and 

persistently by an unlimited number of users 

with a unique sense of presence and data 

continuity, has identity, history, rights, 

objects communication and payments 

[8] 

It’s also a 3D experience where we can 

interact with virtual and augmented reality 

through headsets, sensory gloves, cameras, 

and sensors registering our bodily 

movements 

Metaverse 

Vs Virtual Reality 
(1) (2) (7) 

[8] 
its inner world that continues to exist even if 

we are not connected 
 (1) 

[32] 
It can be described as the layer between us 

and the reality 
 (1) (4) (5) 

[33] 

where a 3D virtual world is shared, and the 

experiences can be experienced through 

virtual and augmented reality 

 (1) (2) (7) 

[34] 
based on the real world but without physical 

limitations 
 (1) (4) (5) 

[35] 

The users can involve themselves socially, 

economically, and culturally through their 

avatars 

 (1) (3) (4) (5) 

[36] 

Metaverse unites platforms of socially 

immersive virtual realities compatible with 

video games with massive online multi-

players, open gaming worlds, and 

collaborative spaces of augmented reality 

 
(1) (2) (4) (5) 

(7) 

[37] 

It’s also seen as a digital universe that mixes 

online gaming elements with social networks 

and virtual reality, allowing users to engage 

digitally 

 
(1) (2) (3) (4) 

(7) 

[8] 

The gaming experience has increasingly 

become a lived experience, and the limits 

between the Metaverse and what is gaming 

and what is not have disappeared 

 
(1) (3) (4) (5) 

(7) 

[4] 

The Metaverse can be achieved via the 

internet through augmented reality devices, 

game consoles, computers, tablets, or mobile 

phones 

 (1) (2) (5) 

    

 213 

2.6. Qualitative Research - Focus Group 214 

The focus group originated in the work of the Bureau of Applied Social Research at 215 

Columbia University in 1940 [38]. It has become common in research since 1990. It can be 216 

applied to various disciplines such as education, communication and media, health, 217 

youth, ecology and conservation, feminism, sociology, and social psychology [39]. The 218 

focus group is a qualitative data collection method that engages a small number of people 219 

in an informal discussion around a particular topic [39]. It’s considered a non-standard 220 

technique to gather information based on what appears to be an informal discussion 221 

among a group of selected people [40]. This discussion occurs in the presence of a 222 
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moderator that leads and focuses the discussion on the research issues [40]. There must 223 

be prior planning, leaving it up to the researcher to determine which questions to 224 

approach and discuss, with attention to the group. These questions are scheduled, and the 225 

moderator is responsible for facilitating participation by the discussion group members 226 

[39]. The focus group stimulates the creation of discourses between the participants that 227 

may never occur in real life, quickly achieving a large amount of data. This method is 228 

considered very efficient for gathering data [41]. Discussion groups are defined by a small 229 

number of individuals gathered for a discussion, making them more valuable overall than 230 

a sample representative [42]. In a group, collective discussion brings together each 231 

individual’s sphere of life, and these are confronted with disagreements, making this 232 

method more critical than any other. Human behavior remains normative, what changed 233 

are the sources of normative influence that are more diverse, complex, and interactive 234 

[43].  235 

 Focus group discussion effectively provides information about what people think or 236 

feel and how they do it [44]. A group, per se, is not considered good or bad but reflects 237 

human capabilities. Any discussion group can be viewed as a focus group if the 238 

investigator actively encourages and listens to group interaction [45]. The interactions 239 

within the discussion group enable the exploration of stabilized forms of socially shared 240 

knowledge, tensions, and different meanings within the same shared understanding and 241 

the reinterpretations of the symbolic forms of the social knowledge [40]. The great 242 

potential of focus groups is the explicit use of group interaction to produce data and 243 

thoughts that would be less accessible without the interaction found in a group [41]. It can 244 

be used as a single-method investigation or in combination with other methods. This help 245 

guides a study to generate hypotheses based on the informant’s opinions, thoughts, and 246 

feelings, assessing different populations, or developing questionnaires – as in our case – 247 

based on participants’ views, suggestions, and interpretations.  248 

 The focus group can be used as a simulation of speech and conversations of everyday 249 

life or as an almost natural method to study the generation of social representations or 250 

social knowledge in general [46]. This discussion type is considered closer to the everyday 251 

communication [40]. This method generates discussion and therefore reveals the 252 

meanings that people read in the topic of debate and how they negotiate these meanings. 253 

It creates diversity and difference within or between the group, revealing the dilemmas 254 

of everyday arguments [46]. The number of focus groups to be carried out should be 255 

evaluated according to the interests and objectives research [47]. We need to remember 256 

the group chosen to bring the social category with which the individual participants can 257 

identify that they are part of a member of a specific social group [40]. And the group is 258 

also considered a unit of analysis because it represents the social group the researcher 259 

wants to investigate [40]. Depending on the type of investigation, Focus groups can be 260 

used, as a method, on their own or in combination with other methods (e.g., surveys, 261 

observations, and single interviews) [48].  262 

 The development of communication and information research practices technologies 263 

has significantly impacted [48], and the focus group has been naturally transferred to the 264 

internet research [40]. The online focus group can be distinguished into synchronous (real- 265 

time) or asynchronous (non-real-time) groups. Synchronous groups require all 266 

participants to be online simultaneously using a chatroom or conferencing software [48]. 267 

In this case, a possible issue could be the reduced flow of the discussion and the 268 

availability of visual information [49]. However, some software can enable the 269 

transmission of relatively nuanced expressions and emotions in video mode [50] and are 270 

able to replicate real-time, face-to-face interaction [51]. The asynchronous groups must be 271 

provided with the software on their computer, and the participants do not have to be all 272 

online. This has some disadvantages causing technical issues or hesitation to install this 273 

software [48]. The number of participants in the real-time focus group should be limited, 274 

causing the discussion to be too fast and superficial [48]. Differences between online and 275 

face-to-face focus-group research concerning group interaction and the ability to obtain 276 
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information are eroded as technology provides more significant opportunities to create a 277 

social presence online [49]. 278 

 Online focus groups have advantages, such as logistical issues, because the difficulty 279 

of having all participants at the same place and time is reduced by technology [52], [53]. 280 

Recording and transcriptions were also facilitated by built-in online interfaces, which can 281 

be downloaded almost immediately [49], [50], and automatic recording allows the 282 

possibility of pre-classifying the collected information [40]. Sensitive issues, the 283 

anonymity of virtual groups can create a high sense of psychological safety for sensitive 284 

or embarrassing topics [51]. Limitation of interaction biases, online interaction can control 285 

some tendencies and prevent participant conflicts or competitiveness [40]. Adaptability 286 

for specific targets, online focus groups can be appropriate for particular types of 287 

participants, such as teens, low-incidence groups, professionals, policymakers, and 288 

disabled individuals [49]. 289 

 As for the disadvantages, we can point to the digital gap, choosing participants with 290 

some familiarity concerning technology implied in an online focus group. The artificiality 291 

of the interaction situation is that participants may feel concerns about sharing personal 292 

information with strangers in an electronic context [50]. And the lack of non-verbal 293 

communication may reduce the non-verbal communication that plays a crucial role in 294 

eliciting responses [49]. 295 

 Nevertheless, the online focus group may lead to more disclosure than real-world 296 

groups. Data is easier to document, and the loss of contributions due to audibility 297 

problems during the transcript can be reduced [48]. Online focus groups make data 298 

analysis relatively easy through coding and categorization [48]. 299 

Regarding the sample size of the focus group, we already know that this method is 300 

considered a qualitative technique that collects data very efficiently [54]. But when do we 301 

know it’s enough? 302 

We can make out a little in qualitative research because we do not try to generalize a 303 

population but to identify social processes [55]. It’s also essential to consider the saturation 304 

point concept, considering the point at which gathering new data does not provide any 305 

new theoretical insights into the studied phenomenon [56], [57]. So it does not matter how 306 

little data we have collected, we have to consider the generalizations that can be made 307 

from just one single case. We should focus on our interactive units (such as social 308 

relationships, encounters, and organizations) because these units allow a direct and 309 

deeper analysis of the characteristic observed [58]. The saturation concept is important in 310 

previous studies regarding focus group samples. In a study whose objective was to assess 311 

the saturation and guidance on focus group research, it was found that one focus group 312 

generated 64% of the theme/concepts and that three focus groups generated 84%, 313 

concluding that three focus groups are enough to identify the most prevalent concepts 314 

[59]. In another study relating to influence saturation, the authors concluded through their 315 

research that only a few groups are required to capture the breadth of the main issues [60]. 316 

For this reason, we decided that three focus groups were enough to collect the main 317 

concepts for our explorative study. 318 

3. Methods 319 

3.1. Data Gathering – Focus Group 320 

This study consists of three synchronous online focus groups, with a total of 13 321 

participants of Portuguese nationality. For choosing the participants, we used as inclusion 322 

criteria: 1) being a gamer (plays digital or videogames regularly); 2) being young adults 323 

or adults; 3) having some knowledge regarding video-conference tools. As for the 324 

exclusion criteria: 1) did not match all the inclusion criteria mentioned; 2) needed access 325 

to a computer with internet to participate in the online focus group. There were seven 326 

males and six females, with an average age of twenty-nine. Google Meet was the software 327 

chosen to make the video conference.  328 
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The questions were revised for each focus group depending on difficulties observed 329 

and on the understanding of what was asked in the previous focus group made. However, 330 

we never interfered with the line of ideas or suggested a response. For example, one 331 

question clarified the meaning of Metaverse because participants asked directly if the 332 

Metaverse was the concept itself mentioned or if it was the Facebook company changing 333 

to Meta name. In a general way, all the participants understood what was questioned 334 

immediately. 335 

The focus groups comprised twenty-eight questions, divided into three main themes, 336 

Gaming, Animation, and Metaverse. 337 

 For the Gaming theme, we had these questions prepared: 338 

1. What is it for you to play? 339 

2. What is the gaming world for you? 340 

3. What is a gamer for you? 341 

4. What do you think about there being different types of gamers? 342 

5. How do you feel/think that the gaming world is present in our daily lives? 343 

6. What do you think/feel about the statement “a game is a virtual reality”? 344 

7. What do you think/feel about the possibility of social reality being an important 345 

factor in choosing a game in favor of others? 346 

8. When you play, do you feel immersed (“inside”) in the game? 347 

9. How do you relate playing with your everyday reality? 348 

10. How do you relate playing with Animation and the Metaverse? 349 

11. To what extent do you feel immersed in a virtual world while playing the 350 

game? As? Why? 351 

12. What are the most fascinating features for you to play? 352 

13. What are the most important features in a game to feel more immersed? 353 

14. Do you know or use any objects/technologies that provide immersion in a 354 

game? 355 

 For the theme Animation, the questions were: 356 

1. What do you think/feel about the statement “animation is present in all 357 

games”? 358 

2. Do you consider Animation an important factor in a game? 359 

3. What features do you like/look for in a gaming animation? 360 

4. What do you think about the statement, “an animation is a kind of virtual 361 

reality”? 362 

 For the main theme Metaverse the questions were: 363 

1. What is the Metaverse for you? Refer to at least three words about what it 364 

means. 365 

2. What do you think about the Metaverse? What do you think the Metaverse is 366 

for? 367 

3. Have you ever been immersed in the Metaverse? What made you feel/think? 368 

4. For which population do you think the Metaverse is more directed? (Adults, 369 

Teens, Children, or Seniors/Elderly?) 370 

5. How is the Metaverse present in your daily life? 371 

6. Do you think the Metaverse is a virtual reality? Why? 372 

7. How do you think/feel about the Metaverse's relation to our social reality? 373 

8. What do you think about the possibility of social reality being an important 374 

factor in interacting with the Metaverse? 375 

9. Is a game a Metaverse? 376 

3.2. Data Gathering and Analysis 377 

In each online focus group, the participants were informed before the discussion that 378 

their participation was voluntary, confidential, and anonymous, and they could decide to 379 

leave anytime. We also obtained a verbal agreement from the participants to allow the 380 

recording of the online focus group session for posterior data analysis.  381 
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During the focus group there were many participants answered the questions with 382 

only one or two words or small sentences, which allow us to categorize in a frequency 383 

results. 384 

All the qualitative data gathered was transcript to a Word file, summarized and 385 

categorized (e.g., fun and enjoy fun – joint categorization Fun) the concepts mentioned, 386 

and analyzed by the frequencies of responses from the participants, considering categories 387 

and main themes. After this categorization, we calculated the frequencies and percentages 388 

of the answers given.  389 

3.3. Data Results 390 

For the Gaming questions:  391 

 392 

1. What is it for you to play? 393 

Table 1. Gaming - What is it for you to play? 394 

Categories Total % 

Fun 13 100 

Escape reality 6 46.2 

Relax 6 46.2 

Socialization 5 38.5 

Hobbie 3 23.1 

Therapy 1 7.7 

 395 

As we can observe (see Table 1), according to the meaning of playing, all the 396 

participants considered it fun (N=13, 100%). Some participants felt something that allowed 397 

an escape from reality and a relaxing activity (N=6, 46.2%). This gives us essential concepts 398 

such as good mood and new game experiences, reinforcing gaming as something that 399 

promotes the well-being of the players. 400 

 401 

 2. What is the gaming world for you? 402 

Table 2. Gaming – What is the gaming world for you? 403 

Categories Total % 

Community 7 53.8 

The specific group enjoys games 6 46.2 

Digital Games 4 30.8 

Games categories 3 23.1 

Specific group 2 15.4 

Join of concepts 2 15.4 

Games Industry 2 15.4 

Society stereotype 1 7.7 

Culture 1 7.7 

 404 

Table 2 shows that the gaming world is considered something that gathers people, 405 

such as a community (53.8%) and that enjoy games (46.2%). These results show us that the 406 

players consider the gaming world as a social and well-being world.  407 

 408 

 3. What is a gamer for you? 409 



Appl. Sci. 2023, 13, x FOR PEER REVIEW 12 of 28 
 

Table 3. Gaming - What is a gamer for you? 410 

Categories Total % 

A person that plays games 8 61.5 

The name given to a group of people 6 46.2 

A person that likes any games 5 38.5 

A person that regularly plays games 2 15.4 

A person that plays games has hobbies 1 7.7 

The person who likes computers 1 7.7 

A person who likes technology 1 7.7 

Synonym of Nerd expression 1 7.7 

 411 

Most participants responded that a gamer plays games (61.5%) and that gamer is a 412 

word used to classify a group of people (46.2%). So we can observe that for these 413 

participants, a gamer can be anyone playing games, giving a generic or simple 414 

consideration regarding a common synonym of a gamer without pre-concepts. 415 

 416 

 4. What do you think about there being different types of gamers? 417 

Table 4. Gaming - What do you think about there being different types of gamers? 418 

Categories Total % 

Yes 13 100 

No 0 0 

 419 

Table 5. Gaming - What do you think about there being different types of gamers? 420 

Categories Total % 

Frequent ou daily gamer 11 84.6 

Occasional gamer 11 84.6 

Professional gamer 6 46.2 

Semi-professional 1 7.7 

 421 

On this question, we can see that the participants were unanimous, considering that 422 

there are different types of gamers (100%), meaning that they play frequently or 423 

occasionally (84.6%). They also considered this question the premise of the professional 424 

gamer (46.2%). These show us that from common perception, a gamer is characterized by 425 

their playing frequency. 426 

 427 

5. How do you feel/think that the gaming world is present in our daily lives? 428 

Table 6. Gaming - How do you feel/think that the gaming world is present in our daily lives? 429 

Categories Total % 

Yes 13 100 

No 0 0 

Table 7. Gaming - How do you feel/think that the gaming world is present in our daily lives? 430 

Categories Total % 
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Provides fun 7 53.8 

Relaxation 4 30.8 

Socialization 4 30.8 

Provides positive emotions (happiness, cheerfulness) 3 23.1 

Part of the personality of a person 2 15.4 

Escape reality 1 7.7 

Necessity to play 1 7.7 

 For the participants, the gaming world is present in their daily lives (N=13, 100%, 431 

table 6) because it is mainly a source that provides fun (N=7, 53.8%). These results are 432 

expected since all these participants are considered gamers, but most of these results show 433 

us the need for fun, relaxation, and socialization in a gamer’s life. 434 

 6. What do you think/feel about the statement “a game is a virtual reality”? 435 

Table 8. Gaming - What do you think/feel about the statement “a game is a virtual reality”? 436 

Categories Total % 

Yes 10 76.9 

No 3 23.1 

Table 9. Gaming - What do you think/feel about the statement “a game is a virtual reality”? 437 

Categories Total % 

Creates an alternative reality 3 23.1 

Virtual reality does not apply to games 1 7.7 

This applies to augmented reality 1 7.7 

Reality provided by computers 1 7.7 

Provides experiences 1 7.7 

 For this question, we can see that most participants consider a game as a promotor 438 

of virtual reality (N=10, 76.9%, table 8) because it can create an alternative reality (N=3, 439 

23.1%, table 9). Through these results, we can understand that most gamers understand 440 

the meaning of the virtual reality concept and observe some confusion or no awareness 441 

regarding this. 442 

 7. What do you think/feel about the possibility of social reality being an important 443 

factor in choosing a game in favor of others? 444 

Table 10. Gaming - What do you think/feel about the possibility of social reality being an important 445 
factor in choosing a game in favor of others? 446 

Categories Total % 

Yes 12 92.3 

No 1 7.7 

Table 11. Gaming - What do you think/feel about the possibility of social reality being an important 447 
factor in choosing a game in favor of others? 448 

Categories Total % 
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Friends and close people playing the same game 12 92.3 

Social component 10 76.9 

Unites people 5 38.5 

Friends reference 4 30.8 

Gameplay of the game 2 15.4 

Games classification (magazines or tv shows) 2 15.4 

Price 1 7.7 

 449 

In this question, the social reality of a game was considered almost unanimous as 450 

something important when these participants consider a game (N=12, 92.3%, table 11), 451 

mainly because friends and close people play the same game (N=12, 92.3%, table 11) and 452 

because the game itself has a social component (ex: chat, community, blog, multi-player) 453 

(N=10, 76.9%, table 11). Social connection is essential when choosing the game type to 454 

reinforce, be around friends, or make new connections. 455 

 456 

8. When you play, do you feel immersed (“inside”) in the game?  457 

Table 12. Gaming - When you play, do you feel immersed (“inside”) in the game? 458 

Categories Total % 

Yes 12 92.3 

Sometimes 6 46.2 

No 1 7.7 

Table 13. Gaming - When you play, do you feel immersed (“inside”) in the game? 459 

Categories Total % 

It depends on the game type 6 46.2 

Identification with the game characters 5 38.5 

Game history 4 30.8 

It depends on the game context 1 7.7 

 According to this question, we can understand that almost all the participants feel 460 

immersed in a game (N=12, 92.3%, table 12). However, they also answered that it could 461 

be only sometimes (N=6, 46.2%, table 12), mainly because they considered that it depends 462 

on the type of the game (N=6, 46.2%, table 13). So we can consider that although all the 463 

games provide an immersed feeling, this immersion feeling can be stronger or weaker 464 

depending on the type of game. Nevertheless, all the games offer immersion feelings. 465 

 9. How do you relate playing with your everyday reality? 466 

Table 14. Gaming - How do you relate playing with your everyday reality? 467 

Categories Total % 

Provides fun 7 53.8 

Relaxation 4 30.8 

Socialization 4 30.8 

Provides positive emotions (happiness, cheerfulness) 3 23.1 

Part of the personality of a person 2 15.4 
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Escape reality 1 7.7 

Necessity to play 1 7.7 

 468 

As we already saw in the questions above, the playing action is considered by most 469 

participants playing games as something that provides fun (N=7, 53.8%, table 14). Fun is 470 

considered as an essential theme in the life of a gamer. 471 

 472 

10. How do you relate playing with Animation and the Metaverse? 473 

Table 15. Gaming - How do you relate playing with Animation and the Metaverse? 474 

Categories Total % 

Concepts are connected 13 100 

Important concept 9 69.2 

 475 

With this question, in Table 15, we can see that concepts such as Metaverse and 476 

Animation are considered connected (N=13, 100%) and important (N=9, 69.2%) in the 477 

gaming world. We can see a conscient understanding of Gaming, Animation, and 478 

Metaverse concepts and their relation. 479 

 480 

11. To what extent do you feel immersed in a virtual world while playing the 481 

game? As? Why? 482 

Table 16. Gaming - While playing the game, to what extent do you feel immersed in a virtual world? 483 
As? Why? 484 

Categories Total % 

History 7 53.8 

Build/create things 6 46.2 

Gameplay 6 46.2 

Fun 5 38.5 

Price 5 38.5 

Person’s state of mind 4 30.8 

Visual graphics 4 30.8 

Socialization 3 23.1 

Emotions (ability to create) 2 15.4 

Characters 2 15.4 

Music/Audios 2 15.4 

Community 2 15.4 

Curiosity 1 7.7 

Immersive 1 7.7 

 485 

The participants on this question, table 16, showed us that the history (N=7, 53.8%), 486 

the possibility to create/build things (N=6, 46.2%), and the gameplay (N=6, 46.2%) has the 487 

main characteristic of them to feel more immerse on the virtual world given by the game. 488 

We can observe that the attributes mention for immersion are engaging and fun 489 

promoters. 490 

 491 

12. What are the most fascinating features for you to play?  492 
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Table 17. Gaming - What are the most fascinating features for you to play? 493 

Categories Total % 

History 7 53.8 

Build/create things 6 46.2 

Gameplay 6 46.2 

Fun 5 38.5 

Price 5 38.5 

Person’s state of mind 4 30.8 

Visual graphics 4 30.8 

Socialization 3 23.1 

Emotions (ability to create) 2 15.4 

Characters 2 15.4 

Music/Audios 2 15.4 

Community 2 15.4 

Curiosity 1 7.7 

Immersive 1 7.7 

 494 

The same characteristic, table 17, has the above question we can see when the 495 

participants relate to the most liked features of a game to play, history (N=7, 53.8%), the 496 

possibility to create/build things (N=6, 46.2%) and the gameplay (N=6, 46.2%). We can also 497 

understand that a gamer seeks a game’s engagement and fun promotion. 498 

 499 

13. What are the most important features in a game to feel more immersed?  500 

Table 18. Gaming - What are the most important features in a game to feel more immersed? 501 

Categories Total % 

History 6 46.2 

Gameplay 6 46.2 

Characters 5 38.5 

Build/create things 5 38.5 

Visual graphics 5 38.5 

Socialization 4 30.8 

Music/Audios 4 30.8 

Price 4 30.8 

Emotions 2 15.4 

Fun 2 15.4 

Curiosity 1 7.7 

Person’s state of mind 1 7.7 

 As for the important feature of feeling more immersed in a game, we can see the 502 

history and gameplay (N=6, 46.2%), characters, ability to build/create things, and visual 503 

graphics (N=5, 38.5%). Once again, engagement and fun-promoting features are the most 504 

important for immersion. 505 
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 14. Do you know or use any objects/technologies that provide immersion in a 506 

game? 507 

Table 19. Gaming - Do you know or use any objects/technologies that provide immersion in a game? 508 

Categories Total % 

Headphones 9 69.2 

Keyboard 5 38.5 

VR goggles 4 30.8 

Monitors 4 30.8 

Chair 3 23.1 

Interactive game commands 1 7.7 

Computer Software that controls the environment 1 7.7 

Mousepads 1 7.7 

 509 

Most participants considered the headphones the leading provider as a technology 510 

object of immersion in a game (N=9, 69.2%, table 19). These results show us that 511 

headphones as a significant technology that emphasizes the sense of immersion. 512 

Compared with other technologies, these results make us wonder if the simple or cheaper 513 

technologies already have tremendous power to provide this immersion feeling. 514 

Expensive technology is not available for everybody, but it does not mean they are less 515 

immersion feeling providers than cheaper ones. 516 

 For the Animation questions: 517 

 518 

1. What do you think/feel about the statement “animation is present in all 519 

games”?  520 

Table 20. Animation - What do you think/feel about the statement “animation is present in all 521 
games”? 522 

Categories Total % 

Yes 11 84.6 

No 2 15.4 

Table 21. Animation - What do you think/feel about the statement “animation is present in all 523 
games”? 524 

Categories Total % 

Has to be mandatorily present 7 63.6 

Makes characters more real 2 18.2 

 In this question, we can see that for most participants, the animation is present in all 525 

games (N=11, 84.6%, table 20) and is mandatory to be present (N=7, 63.6%, table 21). The 526 

results show us that the definition of what is animation and its importance are current in 527 

the gamer’s mind.  528 

 2. Do you consider Animation an important factor in a game? 529 

Table 22. Animation - Do you consider Animation an important factor in a game? 530 

Categories Total % 
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Yes 13 100 

No 0 0 

Table 23. Animation - Do you consider Animation an important factor in a game? 531 

Categories Total % 

It has to be adapted to the gameplay of a game 5 38.5 

Graphics can influence the desire to play 3 23.1 

It has to be adapted to the game 3 23.1 

Can determine a game’s success 1 7.7 

 According to this question, all participants considered animation an important game 532 

factor (N=13, 100%, table 22). Some of the participants revealed their thoughts about 533 

animation being adapted to the gameplay of each game (N=5, 38.5%, table 23). It’s clear 534 

that the animation is part of a game; without it, there would be no games. 535 

 3. What features do you like/look for in a gaming animation? 536 

Table 24. Animation - What features do you like/look for in a gaming animation? 537 

Categories Total % 

Style/aesthetics 6 46.2 

It has to be adapted to the game 5 38.5 

Gameplay 5 38.5 

Socialization 1 7.7 

 The main feature that the participants look for in a gaming animation is 538 

style/aesthetics (N=6, 46.2%, table 24). Animation is something that has to be well thought 539 

about in its style and aesthetics. 540 

 4. What do you think about the statement, “an animation is a kind of virtual 541 

reality”? 542 

Table 25. Animation - What do you think about the statement, “an animation is a kind of virtual 543 
reality”? 544 

Categories Total % 

Yes 6 46.2 

No 7 53.8 

Table 26. Animation - What do you think about the statement, “an animation is a kind of virtual 545 
reality”? 546 

Categories Total % 

It is part of but not one 3 50 

Creates virtual reality 3 50 

 On this question, is animation a kind of virtual reality, we can see a clear division 547 

(table 25) between Yes (N=6, 46.2%) and No (N=7, 53.8%). However, if we see the answers 548 

given by the participants that responded yes, that animation is seen as something that 549 

creates/part (N=3, 50%) of the virtual reality as a mean. These results show an inevitable 550 
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confusion or no awareness of the definition or relation between animation and virtual 551 

reality concepts.  552 

 For the Metaverse questions: 553 

 1. What is the Metaverse for you? Refer to at least three words about what it 554 

means. 555 

Table 27. Metaverse - What is the Metaverse for you? Refer to at least three words about what it 556 
means. 557 

Categories Total % 

Past 13 100 

Socialization 9 69.2 

Evolution 9 69.2 

Virtual 7 53.8 

Creation 6 46.2 

Immersion 3 23.1 

Build 3 23.1 

Monitorization 2 15.4 

Threat 1 7.7 

Risk 1 7.7 

Innovation 1 7.7 

 558 

In this question, table 27, the participants reveal that for them Metaverse concept is 559 

something from the past, is not a new concept (N=13, 100%), is viewed as socialization 560 

and evolution means (N=9, 69.2%), and something virtual (N=7, 53.8%). There is an 561 

awareness of the development and history of the Metaverse concept and the importance 562 

of the socialization and virtual reality themes as features/characteristics that need to be 563 

present.  564 

 565 

2. What do you think about the Metaverse? What do you think the Metaverse is 566 

for?  567 

Table 28. Metaverse - What do you think about the Metaverse? What do you think the Metaverse is 568 
for? 569 

Categories Total % 

Old concept 13 100 

Promotes Socialization 9 69.2 

Technological evolution 9 69.2 

Virtual reality 7 53.8 

Creates characters 4 30.8 

Allows immersion 3 23.1 

Allows people to make things virtually 3 23.1 

Monitorization of the virtual world 2 15.4 

Creates a new reality 2 15.4 

Creates new worlds 1 7.7 

 570 
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As for this question, the Metaverse is seen as an old concept (N=13, 100%), as already 571 

been among us, promotes socialization and technological evolution (N=9, 69.2%), and it 572 

also supports virtual reality (N=7, 53.8%). The Metaverse concept its seen has a 573 

socialization promoter through virtual reality technology. 574 

 575 

3. Have you ever been immersed in the Metaverse? What made you feel/think? 576 

Table 29. Metaverse - Have you ever been immersed in the Metaverse? 577 

Categories Total % 

Yes 3 23.1 

No 10 76.9 

Table 30. Metaverse - What made you feel/think? 578 

Categories Total % 

More fun 3 100 

More immersion 2 66.7 

 Almost all participants have never been immersed in the Metaverse (N=10, 76.9%, 579 

table 29). As for the participants that have been immersed in fun (N=3, 100%) and the 580 

feeling of been even more immersed in the game (N=2, 66.7%), where the main thoughts 581 

they had about their experience. This can lead us to the awareness about the Metaverse 582 

definition or even how it can be experienced. It’s unclear or generates a sense of confusion. 583 

 4. For which population do you think the Metaverse is more directed? (Adults, 584 

Teens, Children, or Seniors/Elderly?) 585 

Table 31. Metaverse - For which population do you think the Metaverse is more directed? (Adults, 586 
Teens, Children, or Seniors/Elderly?) 587 

Categories Total % 

Adults 9 69.2 

Adolescent 9 69.2 

N/A 5 38.5 

Children 4 30.8 

 In this question, we tried to understand the main population n for which the 588 

Metaverse was aiming, table 31, and we could see that the participants did not have a clear 589 

response, and even a N/A was mentioned. Nevertheless, of the confusion, adults and 590 

adolescents were the main population referred (N=9, 69.2%). At this point, there is 591 

significant confusion about the Metaverse concept, even on the population that is aiming. 592 

 5. How is the Metaverse present in your daily life? 593 

Table 32. Metaverse - How is the Metaverse present in your daily life? 594 

Categories Total % 

Yes 8 61.5 

No 5 38.5 
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 In this question, we could see that most participants responded that this concept is 595 

present in their daily lives (N=8, 61.5%, table 32). Once again, we can see confusion or no 596 

awareness about the Metaverse compared with the previous question. However, we can 597 

see that the participants are consciously or unconsciously aware of their presence in their 598 

daily lives.  599 

 6. Do you think the Metaverse is a virtual reality? Why?  600 

Table 33. Animation - Metaverse - Do you think the Metaverse is a virtual reality? 601 

Categories Total % 

Yes 13 100 

No 0 0 

Table 34. Metaverse - Why? 602 

Categories Total % 

Creates virtual worlds 5 38.5 

 603 

For this question, we saw the unanimous response of the Metaverse being a virtual 604 

reality, table 33, and some even added that this concept is the creator of virtual worlds, so 605 

it is responsible for virtual reality. It’s transparent for these participants that virtual reality 606 

is a central component of the Metaverse concept. 607 

 608 

7. What do you think/feel about how the Metaverse relates to our social reality? 609 

Table 35. Metaverse - What do you think/feel about how the Metaverse relates to our social reality? 610 

Categories Total % 

Yes 9 69.2 

No 6 46.2 

Table 36. Metaverse - What do you think/feel about how the Metaverse relates to our social reality? 611 

Categories Total % 

Social tool 10 76.9 

Not a direct impact 1 7.7 

 When understanding if the Metaverse is related to our social reality, most 612 

participants answered yes (N=9, 69.2%, table 35), explaining that they considered it a 613 

social tool (N=10, 76.9%, table 36). The Metaverse concept is understood as a social tool 614 

that promotes socialization. 615 

 8. What do you think about the possibility of social reality being an important 616 

factor in interacting with the Metaverse? 617 

Table 37. Metaverse - What do you think about the possibility of social reality being an important 618 
factor in interacting with the Metaverse? 619 

Categories Total % 

Yes 9 69.2 

No 6 46.2 
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 As for this question, in Table 37, we see that social reality is essential when 620 

considering the interaction with the Metaverse (N=9, 69.2%). We can see the importance 621 

of socialization in the Metaverse concept. 622 

 9. Is a game a Metaverse? 623 

Table 38. Metaverse - Is a game a Metaverse? 624 

Categories Total % 

Yes 9 69.2 

No 4 30.8 

 625 

As for this question, most participants see the Metaverse as a game (N=9, 69.2%, table 626 

38). The Metaverse concept is seen as a game, and these results clearly show us the relation 627 

between this concept and the technology evolution through the gaming world. 628 

4. Discussion 629 

Our findings gave us actual results regarding the Metaverse virtual reality and 630 

gaming concepts and the relation between these three concepts, contributing to 631 

understanding how gamers perceive and represent the Metaverse.  632 

 Our findings allow us to identify: how the Metaverse is being represented and 633 

characterized, which technologies stimulate the immersion experience, and the main 634 

dimensions that influence the acceptance of the Metaverse concept. We also understood 635 

the perceptions of the relationship between the Metaverse and virtual reality regarding 636 

socialization and well-being and the relationship between these concepts and gaming in 637 

a gamer’s life. Finally, we determined the social representations of gaming. 638 

 Regarding our first objective, how the Metaverse is being represented and 639 

characterized, we found that this concept is not new for the gamer’s perceptions. 640 

Technological evolution has developed it, and it is portrayed as a social tool and a virtual 641 

reality promoter. It was also possible to understand confusion or lack of knowledge 642 

regarding the definition of the Metaverse. However, central concepts such as virtual 643 

reality and gaming relations were identified, showing the awareness of their association 644 

with this concept. 645 

 These results are according to the concept’s definition and categorizations since it 646 

unites socially immersive virtual realities with video games [16] and will transform social 647 

networks [35]. It’s also considered an environment that merges physical and digital reality 648 

[36], and it can promote digital engagement, mixings gaming, social networking, and 649 

virtual reality [37]. 650 

 According to the results and our second objective, the technologies that stimulate the 651 

immersion experience may vary. Still, the gamer’s perception shows us that a simple 652 

headphone can be crucial for immersion. It’s also possible to see awareness of the 653 

technology as a keyboard, VR googles, or a monitor that leads to the understanding that 654 

the price or more evolved technology does not mean immersion. This leads us to the 655 

knowledge that the Metaverse is available through different devices [37] with other 656 

characteristics. 657 

 Third, the main dimensions influencing the acceptance of the Metaverse are the 658 

gaming world and virtual reality. And there’s no surprise because the Metaverse relies on 659 

a digital universe that mixes online gaming [34] or other gaming worlds [33]. Well-being, 660 

such as fun and relaxation, are precise dimensions that allow gamers to accept this 661 

concept. In a previous study, it was verified the perceived pleasure is a relevant concept 662 

for accepting the Metaverse [6].  663 

 These also lead to the fourth objective, understanding the perception of the 664 

Metaverse and virtual reality regarding socialization and well-being. Our results show 665 
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this by the participants when they refer to the Metaverse as a socialization concept and 666 

socialization promoter (Table 27 and 28) and by clearly stating that the Metaverse creates 667 

more fun (Table 30), therefore, a supporter of well-being. In terms of the association of the 668 

Metaverse and virtual reality, the participants stand out by affirming that Metaverse is a 669 

virtual reality, which states a confusion or lack of knowledge regarding each concept 670 

definition, but most important, they made the two concepts as one and so they see these 671 

concepts as promoters of socialization and well-being. 672 

 Regarding the perceptions of a gamer’s daily live regarding the Metaverse, virtual 673 

reality, and gaming concepts, it was demonstrated that the daily lives of gamers are 674 

continuing to be impacted by the Metaverse, virtual reality through the gaming world, 675 

because of their predisposition to accept digital transformation into their lives [4]. 676 

 Looking at objective six, understanding the impact of representation on the gaming 677 

concept, the gamers have mentioned social representation regarding the Metaverse, 678 

virtual reality, and the gaming world with no exception. They all promote individual or 679 

combined social communication. In the gaming world, because players enjoy playing with 680 

others [14], most video games are played with others [13] and allow bonding [15]. 681 

 As for our last objective, to understand the perceived role of animation regarding the 682 

Metaverse, virtual reality, and gaming concepts, we can see their uniqueness and strait 683 

relation. Animation, which allows a game to be possible, brings us portals between 684 

fantasy and reality, and reality and the social [61]. Animation and its colossal power to 685 

transform reality [6] joins virtual reality, providing the participant’s experiences and an 686 

immersion environment in different forms [32]. In this sense, the gaming world has 687 

become the concept that allows the Metaverse to emerge. 688 

 With our findings is understood that the Metaverse concept is still to create its own 689 

boundaries or complete definitions. However, we can see that this concept relies on virtual 690 

reality, and games continue this evolution. This concept is characterized as a promoter of 691 

well-being, fun, relaxation, and socialization that can be achieved with more immersive 692 

experiences provided by technology or gaming characteristics. 693 

In the near future, we consider it essential to continue exploring these concepts' 694 

relations and definitions using other methodologies, such as quantitative methods – 695 

developing case studies with different types of users/gamers (as long as the Metaverse 696 

and Metaworlds are more widespread in several contexts and daily practices).  697 

5. Research Limitations 698 

The number of focus group interviews made – more focus groups realize more the 699 

data obtained could be considered significant. The fact that it was an online focus groups 700 

discussions could have reduced the non-verbal communication. However, in our study, 701 

we used software to record the video of the interviews, and all the participants were asked 702 

to use their cameras – after signing an informed consent, agreeing to participate in the 703 

study.  704 

 Another limitation could be the large or few number of questions depending on the 705 

perspective taken. Many questions become more exhaustive for the participants and, 706 

therefore, a lack of participation because of the time it takes. Fewer questions can probably 707 

promote better participation, but they may not cover all the themes. According to the 708 

participant’s discussion, it also gives us more time for others that may arise. Nevertheless, 709 

the questions previously accorded are not the only ones that can be made depending on 710 

the discussion, further questions can arise. 711 

 It is also important to mention that this study only has Portuguese gamers, and the 712 

findings could differ (or not) with a diverse population or nationality. 713 

 Finally, we have to refer to the knowledge, lack, or confusion regarding the definition 714 

of the concepts by the participants, which may vary according to other participants. 715 

5. Conclusions 716 
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Since 1992, when Neal Stephenson proposed this concept, the Metaverse has been 717 

gaining a space and relevance in our reality. It is something that, for some, is considered 718 

an old concept, perhaps because of its history or dependence on existing concepts such as 719 

gaming and virtual reality, and for others is considered something new, perhaps by the 720 

novelty or greater attention that authors or companies have given. 721 

 This concept has gained awareness even by the possible users or active users. 722 

However, it lacks an agreed definition by authors or even lacks boundaries since it is still 723 

evolving. This creates confusion between what is the Metaverse and what is not, by their 724 

users. Our findings demonstrated this vulnerability of the concept. 725 

 This exploratory study is of great importance because it allows us to access the 726 

perceptions of Portuguese gamers about this concept, showing that confusion and lack of 727 

boundaries percept exist between them. It’s also important because, in the scientific world, 728 

a lot has been said regarding the Metaverse concept. However, there is a lack of 729 

investigations focusing on what common persons understand regarding this concept. It’s 730 

also important because it can give the gaming and technology industry and scientific 731 

studies more knowledge about tendencies according to the common knowledge that will 732 

lead to how these concepts will evolve. After all, all these concepts evolve according to 733 

the needs and likes of the people.  734 

 Focusing on our research question, “How is the Metaverse being percept and 735 

represented by gamers?”, we verify that they represent it as something technological and 736 

social promoting, achieved by games through virtual reality experiences. 737 

 We can write a possible definition for this concept based on the participant’s 738 

answers: The Metaverse concept has been around for a long time because it’s considered 739 

a game that allows immersive experiences through virtual reality technology, and the 740 

style and aesthetics of the animation provided. It’s also an essential means of socialization 741 

and communication, at an individual level with its representations or a community level 742 

with general terms. It’s also an essential promoter of the well-being of its users. 743 

 The Metaverse still has much to be explored. Still, it already showed us the power of 744 

new means of communication through social networks, becoming a social realm where 745 

the power of communication is exercised, implemented, and has no limits. The only limit 746 

is the human ability to dream or to create things. So this concept is also making its path as 747 

a social media mean, becoming a form of mass self-communication [1]. 748 

Looking at the initial idea from Neal Stephenson (1992) till the present, we can see a 749 

clear evolution from a conceptual picture to a more eligible or tangible concept. It has 750 

gained some definition and importance on fields such as virtual reality and gaming, as 751 

well as being considered a new means of communication. Nevertheless, it still has a lot of 752 

objective boundaries and limits to explore. 753 

 Perhaps the Metaverse will be something like the OASIS world in the Ready Player 754 

One movie in 2018, where we can be whatever we want, experience different realities in 755 

pursuing something different, fantastic, or a dream, hoping to be immersed in these new 756 

realms for some time believing that reality as a real thing. 757 
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