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The Metaverse
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Seen as the fourth wave of computers, following 

mainframe computing, personal computing and 

mobile computing, the metaverse is the 

convergence of two main ideas: 

“virtual reality and a digital second life”

IN  O TH E R  W O R D S :

A digital reality that combines aspects of social 
media, online gaming, extended reality and 
cryptocurrencies to allow users to interact virtually

W H A T  I S  T H E

Metaverse?
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T H E  M E T A V E R S E  C O N S I S T S  O F  

Four Main Categories That Bring This World to Life

Extended 
Reality
Comprised of virtual, 
augmented, and mixed 

reality, extended reality and 
allows people to access the 
metaverse using headsets, 
eyepieces, and mobile apps 
that distort your surroundings

Worlds
Settings where consumers can 

game, communicate, make 
purchases, attend events, and 
more. These are virtual world 
with their own residents, 
experiences and norms

Economies
Payment, ownership, exchange 

and management of virtual 
assets that take pace in the 
metaverse, whether that be in 
the form of coins or with virtual 
products that allow you to 

establish absolute ownership

Spaces
Beyond these defined 

categories, there are countless 
other examples of the 
metaverse in the form of virtual 
spaces, where the workforce, 
fitness fans, concert goers and 

beyond can access their 
respective worlds
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Current / Future State
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Current & Future State of the Metaverse
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hype cycle 

“Plateau of 
Productivity”
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However, Progress 
in the Metaverse 
Faces a Number 
of Barriers

Time
“In the next 5 to 10 years, a lot of [the metaverse] is going be mainstream.”
- Mark Zuckerberg

Privacy & Security
55% of adults have major concerns about how their personal data could be 

tracked and misused in the metaverse

Infrastructure & Sustainability
The metaverse is reliant on many ancillary capabilities – from interoperability 

to 5G infrastructure to cryptocurrency – to fully activate, all of which require 
significant power, making sustainability and environmental impact major factors

User Experience & Reach
The metaverse will only be successful if it can effectively add value 

to consumers lives – not just providing tech for the sake of tech



B U T  T H E  F U T U R E  I S  P R O M I S I N G

from the 
factory floor to the meeting room.

- Satya Nadella, CEO of Microsoft



Future of Work

“Within the next two or three years, 
I predict most virtual meetings will 

move from 2D camera image grids 
to the metaverse, a 3D space with 

digital avatars.”

- B I L L  G A T E S



Future of 
Entertainment

“...every aspect of entertainment —
from moviemaking to concert-going 
— will be transformed by new 
technologies, whether it's AR or VR, 

deepfakes or dingle-dangles (we 
made that last one up). The result 

will be "the most dramatic shift ever 
in the way that stories are 
made, told, and consumed,” 
says Avengers:Endgame
filmmaker Joe Russo.”

- E W ,  H O L L Y W O O D  2 0 3 2
The Far-Out Future of Entertainment

https://ew.com/creative-work/avengers-endgame/
https://ew.com/tag/joe-russo/


Future of 
Commerce

“In short, the metaverse will remove 
many of the physical constraints we 
see on commerce today and make 
entirely new businesses possible.”

- V I S H A L  S H A H ,  V P  O F  

M E T A V E R S E ,  M E T A
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Implications & Opportunities for Brands 
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There are Many Different Impacts Marketers May 
Want to Create Within the Metaverse…

New Revenue 

Streams

Showcasing 

Innovation 
Learnings Engagement 

with 

Customers

Ownable 

Assets for 

Customers

Exclusive 

Assets to 

Events

Create New IP
Create Buzz & 

Viral Moments

Brand Awareness 

& Consideration

Community 

Building

Positive 

Social Impact 
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Brands are Already Showing Up in the 
Metaverse in a Lot of Different Ways

Extended 
Reality
Ex: VR / AR

Brands are using AR / VR 
to help consumers get a 
better sense of what products 
will look like on them or in 
their actual environment

Worlds
Ex: Gaming

Brands are creating virtual 
gaming experiences on 
platforms such as Roblox that 
often rewards consumers for 

their gaming skills 

Economies
Ex: NFTs

Many brands have created 
NFTs that consumers can 
purchase for exclusive rights 

Spaces
Brands are creating virtual 

environments/spaces where 
consumers can interact 
& engage (in places like 
Decentraland and Sandbox)
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What Challenges & Opportunities do Marketers Face 
as They Navigate this New World?

C H A L L E N G E

Environmental 
impact

consumer 
experiences.

consumer safety.

Mental health 

fatigue / skepticism 
/ burnout.

O P P O R T U N I T Y

Leverage virtual 

spaces to cut back 
on travel. Reduce 
the environmental 

impact from 
physical spaces.

Educate consumers 

and simplify 
experiences to drive 

early adoption.

Create experiences that 

promote DE&I.  Tap into 
premium content from 

publishers that

consumers trust.

Create opportunities 

to celebrate 
individuality.

Create purposeful, 

unique experiences 
only possible in the 

Metaverse.
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Elevating Identity 
& Self-Expression

Fund-Raising 
& Donations

Ukraine launches 
an NFT ‘museum 
of war’ to help 
fund the fight 
against Russia

Empowering Access 
to the Digital World

Helping Africa 
Go Digital:
A Metaverse Startup 
is Working with an 

NGO to Expand 
Digital Infrastructure 

in Africa 

Minimizing 
Environment Impact

How a new 
generation of 
NFTs plans to 

cut its carbon 
footprint

The Metaverse 
of the Future Can 
Play a Key Role in 
Driving Positive 
Societal Impact

“…Imagine the ability to try on different 

“skins” and how that might help you 
hold onto more confidence in the 
metaverse. The goal is that it will 
translate back into their real life.”

- Nichole Kelly, VP of growth, Windward Consulting

Sources: Fortune, News File Corp, Entrepreneur.com
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Future of Marketing 
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$1 Trillion
potential metaverse annual 

revenue opportunities across 

advertising, digital events, 
e-commerce and hardware

Advertising executives predict metaverse advertising will unfold via:

1. Evolution of current 
ad experiences

The growth of in-game advertising may 

inform how 3D ad formats live in the 
metaverse, such as interactive, 
animated billboards and signage

Source: CNBC, Insider

What will the Future of Metaverse 
Marketing (Potentially) Look Like? 

2. New immersive experiences 
& worlds

Nike's NIKELAND virtual environment 

inspires its 6.7M visitors to stay active 
and wear Nike products to eventually 
drive virtual sales

Non-disruptive, targeted, and authentic

https://www.cnbc.com/2021/11/20/in-mark-zuckerbergs-metaverse-how-will-advertisements-look.html
https://markets.businessinsider.com/news/currencies/metaverse-1-trillion-opportunity-grayscale-virual-land-sales-decentraland-2021-11


38%
Millennials

41%
Gen Z

25%
All Adults

33%
Millennials

36%
Gen Z

54%
Agree people 

should be 
able to shop 

anywhere online

45%
Agree metaverse 

environments should 
be like online 

shopping malls

Evolve experiential 

marketing strategy

Lean into unique aspects 

of the metaverse

Multi-channel across 

physical, digital & virtual

Source: Obsess, Dentsu, The Drum, The CMO Club, Morning Consult 1 9

A S  B R A N D S  L E A N  I N T O  T H E  M E T A V E R S E ,  

There are Important Considerations for Building Your Strategy

https://www.obsessar.com/metaverse-consumer-survey/
https://www.dentsu.com/us/en/reports/digital_ownership___the_metaverse_pdf
https://www.thedrum.com/news/2022/01/19/lessons-learned-chipotle-s-halloween-metaverse-scare
https://thecmoclub.com/wp-content/uploads/2021/08/CMO-Club_Solution-Guide-Xaxis-MarketingROI-17Aug2021-2.pdf
https://morningconsult.com/2022/04/11/metaverse-public-concerns-survey/


Test & 

learn early

Be creative with 

measuring success

Prepare for ambiguity & risk

- Jessie Lieberman, 

89%
of CMOs strongly agree/agree that the ability 

to measure a marketing channel's impact affects 
the likelihood they will use that channel

55%
Misuse of 

personal data

44%
Cyber-bullying 

/online abuse

39%
Personal 

safety

Source: Obsess, Dentsu, The Drum, The CMO Club, Morning Consult 2 0

A S  B R A N D S  L E A N  I N T O  T H E  M E T A V E R S E ,  

There are Important Considerations for Building Your Strategy

https://www.obsessar.com/metaverse-consumer-survey/
https://www.dentsu.com/us/en/reports/digital_ownership___the_metaverse_pdf
https://www.thedrum.com/news/2022/01/19/lessons-learned-chipotle-s-halloween-metaverse-scare
https://thecmoclub.com/wp-content/uploads/2021/08/CMO-Club_Solution-Guide-Xaxis-MarketingROI-17Aug2021-2.pdf
https://morningconsult.com/2022/04/11/metaverse-public-concerns-survey/


T H E  V O I C E  O F  N B C U

We’re seeing the full 
impact of consumer 

convergence. And even as 

behavior changes, whether 

you’re talking mobile, social, 
or Metaverse—you still 

need great content and 

IP for consumers to care.

- Linda Yaccarino, 

The Metaverse signals the 

dawn of a new advertising 

era, providing marketers 

with an exciting playground 

to reach audiences 
through innovative 

and highly engaging 

marketing activations.

- Itamar Benedy,

The Metaverse has the 

potential to transform how 

consumers, brands and 

content creators interact 

and communicate, creating 
new experiences that bridge 

the gap between the virtual 

and physical worlds in ways 

we’re only beginning to 
understand and develop.

- Michael Scogin, 
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Existing 

Materials

Upcoming 

Materials

Relevant NBCU 
Resources

Web 3.0 &
Blockchain

Impact of Metaverse 
on Specific 
Categories

Universes 
Deep Dive

https://nbcuni.sharepoint.com/:p:/s/clientstrategy_wfh/EYzTmsztK_pKjWKHrXqj6TcBovavqI2IXSMoaUN9MY_elw?e=WHjXZK
https://nbcuni.sharepoint.com/sites/ClientStrategy/Shared%20Documents/Forms/Share%20All%20Documents.aspx?id=%2Fsites%2FClientStrategy%2FShared%20Documents%2FMedia%20Strategies%2FGen%20Z%20Opp%20Highlight%2Epdf&parent=%2Fsites%2FClientStrategy%2FShared%20Documents%2FMedia%20Strategies
https://nbcuni.sharepoint.com/:p:/s/clientstrategy_wfh/EXYN1Dqm_fdKtIsYxAc5EjgB32mJwoAnGnooavtWuFBc2w?CID=26C1F6D9-6DA7-4668-89E5-C743D0FD65EB&wdLOR=c86EFDCF5-F451-4E55-8B8A-453FA7006E7B&wdOrigin=TEAMS-ELECTRON.p2p.bim&wdExp=TEAMS-CONTROL&wdhostclicktime=1645211480256
https://nbcuni-my.sharepoint.com/:p:/r/personal/206509186_tfayd_com/_layouts/15/Doc.aspx?sourcedoc=%7BC9BD1A15-6E07-4F12-9C19-7FA400A9110C%7D&file=Metaverse%20Opportunity_Client%20Strategy.pptx&action=edit&mobileredirect=true&DefaultItemOpen=1&ct=1645211622818&wdOrigin=OFFICECOM-WEB.START.EDGEWORTH&cid=31083317-0574-4b40-9e4d-a95e4b8d64fc
https://nbcuni.sharepoint.com/:p:/r/sites/ClientStrategy/_layouts/15/Doc.aspx?sourcedoc=%7B03FDBEF7-2948-4E71-949B-25AC88BF6836%7D&file=Connected%20Fitness%20Opportunity_June%202021.pptx&action=edit&mobileredirect=true&DefaultItemOpen=1
https://nbcuni.sharepoint.com/:p:/s/clientstrategy_wfh/EZC7dzB8dexNi7Z3a0JJMv8BZxITuh3K8yVu3jH-mOHt5g?e=PBBv1j&wdLOR=cD2334AB4-0926-DF47-A9A6-C406B1C7943E
https://nbcuni.sharepoint.com/:p:/s/clientstrategy_wfh/EQHiUFGy5jFOgQVNOx0wdEQBtrAAsefK_wrPlEzxZNa_Ug?e=HeAUkc&wdLOR=cE55DCC59-FDD9-F04C-B7AE-8AF745AC7E97
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