THE IMPORTANCE OF
HUMAN CENTRICITY
IN THE METAVERSE
A marketers guide to
surviving the next 2 years

Empowering future focussed
organisations for growth through
strategic intelligence
3arc by DBM is a boutique full service insights
consulting agency, blending decades of experience
with new and emerging approaches.
3arc focuses on human-centric storytelling and
providing strategic intelligence that extends
traditional market research deeper into the
territory of strategy and implementation.
We do this through a unification of approaches in
a complex world. Whether this be through emerging
tech solutions or simply walking a mile in your
customer’s shoes, we are a team who provide vision
and a path forward for our clients.
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HELPING CLIENTS SHAPE THEIR FUTURE
Customer centricity
and experience

Strategic direction
and planning

Comms and advertising
optimisation

Product and brand
development and assessment

B2B and stakeholder research

Pricing and advanced analytics

Performance measurement

Market U&A Segmentation
and Prioritisation

STRATEGIC
INTELLIGENCE
across...

UNIFYING INSIGHTS AND DATA
Focus groups and in-depth interviews

Quantitative – Online, CATI & F2F

Strategic consulting

Observation and ethnography

VoC and CX

Behavioural economics

Thought leadership

Social media observation

Workshops and client co-creation

Advanced analytics

UX and digital inc. eye tracking

Dashboards and data integration
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THE WORLD YOUR CUSTOMERS
LIVE IN IS CHANGING…
THE FUNDAMENTALS OF CONSUMERISM AND WEALTH
CREATION ARE ON THE CUSP OF RE-INVENTION

It seems weird to call the
internet as it stands today
an old technology, process
or paradigm, but it soon will
be. This is hopefully not news
to anyone, but if you take a
moment to think about what
that means for the construct of
everyday life for your customers,
employees, your business and
your competitors, it becomes
clear that the shift to web 3.0
will be faster and more dynamic
than you are likely prepared for.

The metaverse will be a
fundamental change to how we
live, communicate, shop, buy,
travel, learn, play and work. This
will change the foundation of
your business.

Just ask Microsoft who, in November,
stated “the metaverse has the ability
to stretch us beyond the barriers and
limitations of the physical world”.

https://www.youtube.com/watch?v=Qw6UCwCt4bE
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When you go down this conceptual rabbit hole
it becomes quickly evident that consumerism is
about to take a new face in this metaverse driven
digital frontier. It is imperative to understand that
in the new world your customers, employees and
competitors will be able to create and control
a parallel digital life that will be a real, lived
experience. Therefore, to stay relevant, it’s more
important than ever to know where your customer
is coming from and where they want to be
tomorrow.

It’s a paradigm shift and the risk
facing organisations who don’t
adopt a strategy that understands
consumers who primarily use virtual
currency, to buy virtual products,
in virtual neighbourhoods, is
enormous. Even if you believe that
your organisation need not operate
in this space – the marketplace you
are in, and the consumers who buy
whatever it is that you are selling will
be living in this new world – so it will
undoubtedly and consequentially
impact how they engage with your
brand in both the ‘real world’ and the
virtual.
What this means is that there will
be significant opportunities for
organisations and brands to emerge,
live, thrive and regenerate…. but also,
grimly and painfully die if they don’t
remain relevant.

This is a new phase of industrial
revolution and is a hugely exciting
time for watching businesses and
how they prepare, react and develop.
Chances are, many of the brands you
use, love and even work for may not
exist in a decade, and we will witness
new brands form and grow into titans.
But it’s different this time… With
the foresight that moving through web
1.0 and 2.0 has brought to digitally
savvy organisations around the world,
astute businesses and organisations
(including your competitors who
do not exist yet) won’t be caught
napping. If your business is only
focussed on the here and now and
not planning for a metaverse enabled
future, you’re likely heading towards
a significantly disadvantaged and
challenging decade.
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SO WHY NOW?
WHAT’S CHANGED?
Enter, blockchain technology. Many of
you reading this may think that blockchain
is just something for the finance and IT
teams to be up to speed on and plan for, not
the Brand, Strategy or Insights teams, but
transactions are only the starting point...
What is blockchain and why do you need
to understand it? In the briefest possible
definition we can give, it’s a distributed
ledger system that records a chain of
transactional blocks that are duplicated

and distributed across an entire network
of computer systems or nodes which verify
transactions for a fraction of the transaction
value. All transactions are recorded in a
distributed ledger which claims to be secure,
anonymous, unanimous, time-stamped and
immutable. No single entity controls the
block, hence its decentralised nature allows
humans to place their faith in the validation
processes.

So what’s it used for? More than we have time to discuss, but the most
well-known application of blockchain technology comes in the form
of cryptocurrencies, and the most widely known crypto currency is
Bitcoin (BTC).

2009
2010

Anonymously created under the pseudonym of Satoshi Nakamoto, the
currency began in 2009 when it was released as open-source software.
One of the earliest and well-known records of it being used as barter was
in 2010, when it was far from mass adoption, and programmer Laszlo
Hanyecz traded 10,000 Bitcoin for two pizzas. Since then, Bitcoin’s value
has endured violent volatility from China’s ban on cryptocurrencies, its role
in malware and dark web enablement, El Salvador using it as its official
currency or Elon Musk’s tweets regarding Tesla accepting and holding
bitcoin. It has been quite a roller coaster ride, and today, Laszlo’s two
pizzas are priced at around US $600 million.

With such risk reward payoffs many retail investors have leapt into the world of crypto, and
where there’s money, banks are never far away. The same banks that were sowing doubt in
cryptocurrencies only recently, are now setting up trading desks and experimenting offerings
aimed to profit from it. Australia’s largest bank recently announced strategic partnerships with
global cryptocurrency exchanges while Thailand’s biggest bank just went out and bought one.

But while crypto and blockchain have had countless words written
about them – they are not the actual disruption facing the Strategy,
Product, Marketing and Insights teams we work with – but they are
the keys that unlock the door to the next phase of the internet –
which is the emerging disruption heading all of our ways.
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THE UNLOCKING OF DIGITAL
WORLDS IS ABOUT TO GET
REALLY REAL
WHAT HAPPENS WHEN THIS TECHNOLOGY IS
UNLEASHED TO THE WORLD? TO YOUR CUSTOMERS?
It further untangles the ability for
consumers and businesses to live,
buy and sell in the digital sphere;
seamlessly and confidently, and
without borders. Not just to view
and consume content like we’ve
acclimated to in the past 20 years,
but instead, be a part of the
ecosystem.
Perhaps the greatest advancement in
humanisation in the digital realm that we
are heading towards is the step change
from the limited read-write interaction
offered in Web 2.0, to read-write plus own
in Web 3.0. Ownership has only become
possible via blockchain and distributed
ledger technologies which form the
backbone of Web 3.0 and deliver the
metaverse concept.

Ownership is an important concept.
Since the beginning of time, status,
power, self-worth and many other human
traits have been measured or influenced
by the ownership of both tangible and
intangible items.
The mid to late 90s mass adoption of the
internet and personal computers gave
way to web 1.0 allowing us to digest
information. Smart phones and social
media gave birth to web 2.0, allowing
us to produce enabling and engaging
content and communicate with each
other. Till now, we have depended on
key players like the Facebooks and
Googles of the world, to help us navigate,
store, validate and distribute data and
information for users.

Now we’re surging towards the web 3.0 era
allowing computers to learn and understand us,
what we are interested in, and critically, recognise
the relationship between people, places, events,
companies, products among other things.

The ability of computers to interpret
information as (artificially) intelligently
as humans paves the way for connecting
data in a decentralised fashion, evening
the playing field for the latest generation
of application and service providers.
This opens countless opportunities for

organisations from all sectors, products
and brands and we think web 3.0 will be
the catalyst of what we think will be the
biggest change yet in how we all live,
work, consume and play for generations
to come.
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SO WHAT IS
THE METAVERSE?
While the term “metaverse” comes
from a 90’s science fiction novel, it now
alludes to the way we are interacting
with technology rather than a particular
technology itself.

In the metaverse we can build ourselves up,
or more correctly, our online avatars up, to be
stronger, better, more extravagant within our
online community by using our time and effort
(rewards) and / or our money (purchases).

More and more we find ourselves digitally
immersed in a community or game and
the largest companies in the world are
banking on this trend to help us engage as
realistically as we can with our virtual worlds.

The coming generations are growing up in
metaverse platforms like Second Life, Roblox,
Minecraft and Decentraland. All of which
make virtual interactions with strangers
or online only friends halfway across the
globe the new norm. Some of these games
or platforms are beginning to take shape as
virtual economies as money flows in and out
of them. Rather than seeing them as mere
games, it would be more accurate to think of
them as gamified digital experiences with fast
growing communities.

As recently quoted in the Financial Times,
Simon Powell, an Equity strategist at US
Investment Bank Jeffries, summed it up nicely
“Investors need to think about the metaverse
as nothing less than the digitisation of
human activity and the
disruption of everything that hasn’t yet
been disrupted”.1

1

Investors gear up for ‘gold rush’ in metaverse
hardware | Financial Times (ft.com)

Strategy, Product, Marketing and
Insights teams have been told to do
more with less for too long, so we see
a focus on traditional retention and
acquisition strategies, and trying
to innovate with whatever time and
money is left, primarily in digital or
CX. But being ready for the next phase
of consumerism needs to take a place of
importance in planning. If you haven’t
already it’s critical to start planning
for how consumption and lifestyle
behaviours are about to evolve.
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WHERE WE ARE SEEING IT ALREADY…
MAINSTREET IN THE METAVERSE
BRANDS DON’T HAVE TIME TO LET THE DUST SETTLE AND SEE
WHERE THE METAVERSE GOES BEFORE LEAPING INTO IT.
Justin Bieber and Ariana Grande
have held concerts in the metaverse
already. In October, Decentraland
hosted a four-day music festival in the
metaverse, saying “dress your avatar
in your very best wearables and jump
into an experience like no other.”. This
is youth culture, happening right now.
Mainstream adoption is only around the
corner.
Innovative firms like Diageo are closely
exploring metaverse opportunities.
Stewardship of one of the most valuable
portfolios of brands in their category
demands it. While the starting point
may be simple promotion via metaverse
locations and AR based tours and
education, more immersive experiences
are required for brand building.
While haptic gloves won’t allow us to
simulate the sensory act of drinking,
imagine what creative branding could
do in a virtually created 3D environment
without borders or constraints. Diageo
is likely considering a presence in AR
bars and concert events which align
with the brand position. It has also
been suggested that metaverse visitors
could participate in distilling and

creating their own signature blends.
An experiential event such as creation
of your own gin would be a powerful
response to the advent of innumerable
craft distilleries across the globe.
On Oct 27, 2021 Nike applied to protect
their trademarks for a virtual world
and selling virtual products. On top of
this they recently purchased a start-up
(RTFKT) that specialises in footwear
that combines NFTs with physical
shoes. This is not a brand readying
themselves through FOMO, or “just in
case” scenario. Nike is preparing for
a raft of competitors who may never
need to physically manufacture a single
product – but can shift from a metaverse
brand to a real world brand after finding
“meta-success”. Nike has recognised an
opportunity to succeed in the real world
and the virtual... and they aren’t alone.
This will help their revenue and branding
efforts for sure – but it’s also a defensive
move – because if they get beaten in the
virtual world, that may very well carry
back into the “real” world, just like it will
for retailers, banks, consumer goods
and other industries.

So now in the metaverse we can own digital
Nikes, buy concert tickets and spend real money
on items that aren’t constrained by physical
form and are as real, and significant a purchase
as your favourite pair of sunglasses or iPhone.
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These are only a few examples of how brands and platforms
are evolving how they connect with customers in the new realm.
From fashion brands to retail and FMCG, banks providing new
credit options and re-imagining savings/transactions accounts
to incorporate digital currencies, to service providers such
as design agencies having to re-think the fundamentals of
design for a virtual world, to universities hosting classes in the
metaverse, a complete re-framing of what brand experience
means for your customers in this new paradigm isn’t far away.
Afterall, what does, can and should a planogram look like in the
metaverse?

Bringing humans on the journey as your brand moves into the metaverse with
them builds affinity and alignment. Those brands which recognise the importance
of delivering to fundamental human needs at the core emotional level will achieve
the greatest success in the metaverse – which will likely reflect back to real life.
This means that the whole back-end operations of your business may need to
change to facilitate transactions, and the whole front end must change to align
with how consumers lives are about to radically change.
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A NEW TWIST ON CONSUMERISM
AND WEALTH CREATION
LIVING A LIFE OF META EXCESS
One of the starting points of ownership
and ultimately consumerism within any
new environment is luxury items. The Silk
Roads’ initial success came from delivery of
Chinese silk to Europe but evolved to deliver
a wide range of everyday commodities and
technologies including gunpowder. Similarly,
luxury brands were some of the first to invest
heavily in former socialist economies followed
quickly by mainstream brands.
The metaverse appears to be following
a similar path to the silk road with luxury
examples abundant including multi-milliondollar NFT artwork transactions and the
purchase of land in Decentraland for 7
figure sums. This is a huge opportunity for
existing brands to build presence early and
be creative in who they are, what they stand
for, brand positioning and connection to
consumer wants.
Think of the whitespace available for brands;
some created solely in and for virtual use,
and some, like Nike, H&M and Diageo, who are
looking to co-exist in both and leverage across
realities.
Take a moment to reflect on how the
birth of consumerism on the internet
changed all industries over the past 25
years and you can imagine how the
metaverse and blockchain technology
will go from something that needs to be
understood and explained to parents, to
changing our daily lives.
This isn’t just about tech companies, the
ramifications resonate to transportation,
retail, the arts, financial services, FMCG,
alcohol, construction, professional
services (inc. market research and strategy
consulting!) – the list goes on. Extreme
examples grab the headlines; however, the
most visible consumption in the metaverse is
presented by gamers. Reported expenditure

statistics vary wildly, yet it is commonly
reported that gamers spend upwards of
US $125 per month on in-game purchases
and currency with a significant proportion
exceeding US $500 per month. Just ask the
Singaporean father of a teenage daughter
who racked up a $20,000 credit card bill on a
game.1
This consumption is increasingly on in-game
purchases which can include branded
products and character enhancements,
signifying prestige in a gaming context.
Many brands recognise this potential and are
working to capitalise on its significant growth
to remain relevant. Others are in hot pursuit
with plays like early adopter DRESSX, which
generates images of the consumer wearing
outfits they have not physically purchased.
The primary vision is to provide an online
closet in the form of non-fungible tokens (NFT)
deemed for social media posts, with outfits
selling for anywhere between US $45 - US
$1,000. One of One
1
(https://tnp.straitstimes.com/news/
singapore/dad-saddled-20000-credit-card-billafter-daughters-game-spending-spree-genshinimpact)

This is one example of how your customers,
are about to start managing their own reality
and how they display themselves to the
world in this environment. This won’t be just
showing your best life on Instagram anymore,
this will be lived brand engagement in
an augmented reality. Not everyone
will sacrifice real world luxury for meta
luxury, but brands should be conscious of
the opportunity present in the metaverse,
and given how rapid the change, and the
wider range of fundamental human needs
delivered through the metaverse, those who
respond will benefit greatly.
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CREATING WEALTH UNLIKE
ANY PREVIOUS GENERATION
As is often the case, one of the early
industries to get disrupted is the industry
of money, because well, that’s where the
money is.

One of the rising spaces is in
digital art through non fungible
tokens (NFTs); a way to represent
anything unique as an Ethereum
based asset. These have come into
prominence of late after Christie’s
auction house auctioned the first ever
NFT by digital artist Beeple for a tidy
US $69.3 million. It’s not just art as NFTs
of sports memorabilia or Jack Dorsey’s
first ever tweet that are also fetching
high price tags. When it comes to
digital art it’s very easy to copy,
replicate and distribute but so are
the traditional masterpieces like the
Mona Lisa. Owning the NFT means you
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own the one and only original Mona
Lisa, giving you bragging rights and
any other rights in the smart contract
coded in the NFT.
It’s not just art that’s making a splash,
unsurprisingly, the gaming industry
also plays a big role. CryptoKitties
was one of the first blockchain games
developed on the Ethereum network
that allows players to purchase,
collect, breed and sell virtual cats.
In May 2021, Axie Infinity, a NFT
based online video game on the
Ethereum network represented the
most expensive collection in the world.

Players must buy at least three “axies”
which are digitalised NFT creatures
which can be collected, bred, raised,
battled and traded in the game. Some
players in the Philippines are making
a living off the game prompting
the government to introduce taxes.
This is where we will start to see
real blurring between games and
individual identities. If you can own
assets in a game, you can sell assets,
and the play to earn model raises the
valid question – is it even a game
anymore? Or just life?
So, if blockchain allows the transfer
of digital items, and if we digitalize
the ownership rights of everything,
then can blockchain facilitate every
transaction in the world? It certainly
seems like that could be the case as
we’re seeing frictionless new world
applications to old world assets.
Take the real estate industry
for example, which started with
homeowners accepting bitcoin
for payment on their real estate
transactions which has now evolved
to home ownership converted to NFTs,
wrapped with a legal framework with
KYC process which makes the current
processes and paperwork that are
required seem archaic.

Maybe our kids will be
talking about how we
should have geared
ourselves to our necks
and invested in “real”
estate in the metaverse,
just like millennials think
their Boomer parents
should have done so when
property was within reach
of the majority of young
adults.
Afterall – there is now a second
property market that may become as
hot as apartments overlooking Bondi
Beach and money is heading there
already. The likes of Ally Financial Inc
(NYSE: ALLY) have purchased digital
real estate in the form of an island in
Nintendo’s Animal Crossing to market
its millennial friendly digital banking
services. Who knows? Maybe instead
of an apartment, I’ll be able to afford
some ‘land’ in Decentraland? Or
maybe not, after all a plot of land on
fashion street just went for $2.4 million.
But if that location becomes the
metaverses equivalent of 5th Avenue in
New York, $2.4m is a steal.

The ability to own digital assets via NFTs, transact and build wealth via
blockchain based crypto, and even own land in Decentraland, delivers a
significant enhancement in the humanisation of the web.
These world changing technologies that allow for immutable and
decentralised transactions will enable us to own anything in the real world
and beyond. Be anything we want to be in the digital world, and live, learn
and work, across two realities”
Recognition of the ability to provide humans with new forms of ownership via
the Web 3.0 based metaverse is a starting point for brand monetisation in
this new environment.

Page 15 |

BUSINESS
NEEDS TO
FUNDAMENTALLY
RE-STRATEGISE

Page 16

If you had your time again
as a business, what would
you do at the start of the
last internet era to gain a
clear advantage over your
competitors?

The world we live in is changing. In response,
businesses are evolving, emerging or
disappearing. But what is the common
theme amongst those businesses achieving
the greatest level of success in this new
environment? They recognise that while
behaviour is adapting, humans remain
central.
Whether human behaviour drives technology
adaption and creation, or technology
drives behavioural change does not matter.
Recognising and understanding that humans
and their relationship with technology adapts
and evolves is critical to success.
.
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DISRUPTION OR
TRANSFORMATION? WHERE
SHOULD YOUR FOCUS BE….
DISRUPTION IS IMPACTING EVERYONE FROM
WALL STREET TO THE HIGH STREET.
At the time of writing, only the top five
companies on the US Stock exchange
currently have a ‘T’ for Trillion after
their market cap, but there’s another
‘T’ they share, T for Tech.
But they are not Trillion-dollar
companies because they are tech
companies, there are lots of tech
companies out there. They have
that ‘T’ because all these companies
(Apple, Microsoft, Alphabet, Amazon
and Tesla) have built their success
off a foundation of being market

disruptors as we moved into and
through the digital age. Microsoft’s
(relative) longevity means you may
not look at them as a disruptor but
dig a little deeper and you’ll see they
are taking a different approach –
just do a quick search on ‘Microsoft
acquisitions’ and you will see they
have been busy with strategic
acquisitions of those who can help
them stay ahead of the disruptors and
are heading towards what they call,
the “new version of the internet”.

These mega businesses all changed the rules
by disrupting the industries they are in, and
that’s why they are where they are now.

But this isn’t just about them. Even
though these businesses dominate
headlines so very few of us work
within these organisations.
Fed by the creation of a mainstream
metaverse, blockchain, and machine
learning, now is the time to look
deeply at the environment you
operate in with a disruptive lens. It’s
the reason why global consulting
firms are pivoting hard to be seen as
transformation and digital specialists
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rather than just auditors. A shift for
sure, but like banks they also know
where the money is.
But a transformation is often about
process improvement or trying to
be better/faster/leaner. It’s a noble
ambition for a business to be better
and something back offices of
businesses need to think about – but
it’s also a recipe for a faster horse, or
in modern parlance, a more efficient
petrol engine.

This approach, however, is not a recipe for long term success or the innovation that
is required to stay ahead of your inevitable disruptors. You can’t stay ahead of
disruption, unless you become a disruptor yourself…

Transformations are
great, and essential
in times of relative
market maturity – but
the changes that are
coming are disruptive and
earth shattering – and a
transformation to improve
current processes just
simply isn’t enough.

If you haven’t already been
leaning into your customers lives,
and now need to “transform” to
put your customers at the heart
of your strategy, they may not be
your customers for long. A longterm competitor, or a start-up,
will pull apart the paradigm you
are forcing your customers into
and your transformation will be
expensive, time consuming and
rapidly out of date.

Page 19

THE BEST FORM OF DEFENCE
IS OFFENCE DISRUPTION
A transformation can help you flourish
today, no doubt, but with the coming
wave of change and disruption the
next digital environment and rapidly
changing consumer expectations
are bringing, expect to be fighting
for survival, not incremental
improvements.
Tesla, Rivian, Meta and other true
disruptors are not transforming, but
rather they are changing the rules
that others need to follow, because
customers don’t care enough about
you to stick with a company playing
catch up.

is happening faster than ever, and
the chasm is fast approaching where
businesses need to innovate with a
disruptive mindset, or risk falling into
the abyss.
The metaverse is the next internet
era and the opportunities that this
presents to those companies at the
forefront is enormous. An example
from market research that highlights
this is that virtual reality qualitative
customer interviews have been around
for a while but soon clients will be
ready for augmented reality focus
groups and accompanied shops down
Fashion St in Decentraland.

As we head into the metaverse the
rules are changing again. Innovation

It’s better to be proactive
than reactive

Does your business have a Head of Innovation or
Chief Disruption Officer?
A team whose remit is to re-imagine how the business can mean
something more, new or different to customers in this new consumer
landscape. How to mind the gap on the s-curve as we move from one
world to the next. To understand what a metaverse driven future can look
like, and then how to optimize your place in this world. A team that has
the required support to be singular in their focus to create something
new, to act like a start-up.
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Performance/Adoption

This is the whole basis of a start-up approach – they need to disrupt and
innovate to break through and put distance between you and them on the
s-curve. So where does that leave your business? This is nothing new but the
scale of disruption possible now that is facilitated and empowered by the tech
and changing consumer behaviour means that every sector, every business is at
continued risk of having their very own Kodak moment and falling through the
cracks that are already opening ahead.

Internet 3.0/metaverse

Internet 2.0

Paradigm paralysis?
“You don’t want to be
stuck here”

Time/Improvement

Are we really doing different things or are we just doing things
differently? One thing is for sure, the world will be a totally different
place for subsequent generations, as technology advances at a pace
the semiconductor industry has struggled to keep up with. If the tech
hardware industry can’t keep up with the speed of tech it has to leave
you wondering where the other industries are on the s-curve.
This requires a new management paradigm. One that balances
current and future customer needs, investors who expect consistent
returns, and senior management who believes that their future must
be owned, driven and different.
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THE HUMAN
EXPERIENCE
IS CORE

Page 22

WHAT WILL DRIVE YOUR NEXT
DISRUPTION? IT’S NOT WHAT, BUT
WHO... YOUR CUSTOMERS WILL

As any market researcher will tell you, they’ve
heard a million times from those who believe
only their ideas are great ideas, that in general
customers can’t innovate for you. This is true if
you’re asking the wrong questions or not close
enough to your customers. That’s your job, not
theirs – but they can tell you how their lives are
changing, what their hopes, goals, and dreams
are, what they are doing differently today
compared to yesterday, what problems they
have with the customer journey your company
makes them go on to buy your products/use
your services and what they would like to be
better, easier, faster or just simply different.
Once you truly unpack and understand that,
you can then innovate and
create self-serving disruption
for growth.

articulation of the brands they use now, in a
virtual world?
Can your contact centre be staffed with
hundreds of AI driven avatars that interact
in digital human form with your customers
in the metaverse – meaning no wait times
for customers, ever? Is that a trade-off
customers actually want? This isn’t about
creating a computer game version of your
business for playtime in the metaverse. It’s
about reinventing what you do, the value
proposition you offer, the experience you
provide and how your brands are positioned
in a whole new operating environment.

And no – having a CX
interviewer speak to
5 ‘typical’ customers
This extends to the new
is not going to help
reality consumers are, and
you understand
in turn your business should
be heading towards – what
them – you need
People must be
fears they have about the
a considered and
at the centre of
metaverse, what excites them
meaningful approach
strategy whether
about it, and importantly,
that checks egos at
what is at the core of
they are changing
the door and listens,
who they want to be as
the
tech
or
tech
is
individuals, consumers and
learns and deeply
changing them
members of society (both
understands. Don’t
on and offline) – because
be that arrogant
this is who they will be
and remember.... you
in the metaverse without
aren’t your customer.
the constraints that abound in our physical
and internet-only enabled world. What is the
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“9 TO 5” BECOMES ANYTIME
METAWORK
PERHAPS THE GREATEST ENDORSEMENT
THAT THE METAVERSE IS HERE TO STAY
COMES IN THE FORM OF WORK.
Korean firms have already been
quick to adopt the metaverse in an
employment setting. Samsung has
conducted a virtual recruitment
fair while Hyundai is using VR app
Zepeto for employee induction.
Handpicking elements where the
metaverse delivers efficiencies
is only the first element of a
humanised metaverse based
workspace. Meta’s Horizon
Workrooms are operating in a
testing phase facilitating VR
based interaction between remote
employees.
With the COVID era accelerating
workplace transformation, the
adoption of technologies which
humanised remote working
has become a lot easier and
embraced.
Much has been written about how
we will live and work differently
coming out of COVID-19, and the

new landscape of digitisation will
facilitate change even further - so
long as human needs are central.
The small but growing green
change movement in Japan is an
example of humans prevailing in
one of the most technologically
driven economies in the world.
More and more, younger
Japanese citizens are departing
crowded cities and reclaiming
village and country life with
technology being the facilitator
of this change. Many of the
employment and entertainment
options available to Japanese
citizens are now portable. The
greatest future impact is likely
to be on network providers and
logistics firms which must now
expand presence in rural locations
in response to this change.
The lifestyle options available to
tree changing Japanese citizens
are largely a result of Web 2.0
capability.

Web 2.0 delivers an interactive
experience for users, allowing them
to collaborate socially and at work
while delivering entertainment and
e-commerce options.
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It was a quantum leap on the basically digitised information platform
and Web 3.0 is about to take us away further from the day-to-day we had
before early 2020.
The metaverse provides a deeper means of achieving this. In his recent
GatesNotes post , Bill Gates states that he believes we are only 2-3 years
away from most of our work meetings occurring in the metaverse. Like the
advent of the mobile and cell phone being driven by the business world before
mainstream adoption for personal use, the metaverse will likely follow suit1.

1
https://www.gatesnotes.com/About-Bill-Gates/Year-in-Review-2021” Reasons
for optimism after a difficult year | Bill Gates (gatesnotes.com)

Soon you may be able
to have meetings with
colleagues and clients
in your virtual office with
your avatar decked out with
a favourite photo, dressed in
a virtual Brioni suit, glancing
at your virtual Patek watch.
Or the brand of your next
favourite clothing is about
to emerge and there’s a new
metaverse status symbol to
replace the expensive watch.
Or maybe even those virtual
Nikes you saw in a virtual shop
window.
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WEB 3.0 IS CENTRED
ON HUMANISATION
WHILE WEB 2.0 HELPS HUMANS TO LIVE
BETTER LIVES, THEY CANNOT LIVE THEIR LIFE
WITHIN WEB 2.0. THE HOLISTIC EXPERIENCE
REQUIRED TO DELIVER THIS IS ONLY
POSSIBLE VIA WEB 3.0 AND THE METAVERSE.

By understanding these
consumer needs – what your
future customers are trying
to achieve in their 3.0 lives,
businesses will have a much
clearer understanding on how
to disrupt and differentiate.
Innovation can occur in backend business, supply chain
and commercial operations
transformations which are
essential so that a business
has the structural capability
to keep up with the disruptors
who are changing the
landscape you operate in.

At the end of the
day, sustainable
growth and
revenue will
be driven by
consumer
centric business
innovation
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The consumers who will be
earning disposable income
when the metaverse lands
have been living in Roblox,
Fortnite and Minecraft almost
their whole lives. They’ve
been skateboarding in headto-toe Vans gear in Roblox
already and will adapt to
the metaverse faster than
many brands will. These early
adopters will undoubtedly
drag other consumers with
them – their parents and not
long after, their kids. Seems
like a long way away? It isn’t.
According to a certain Mr
Zuckerberg it’s only 5-10 years
away. If this is true, we may
be as close to the metaverse
as we are to 2017. Children
who started primary school in
2017 are still in primary school
until 2023… that’s how fast
things are changing.

TECH AND CREATIVE MUST
BE GROUNDED IN HUMAN
CENTERED DESIGN
In the rush to deliver style
and new ideas that the
new tech and metaverse
can facilitate, it is critical
that human centered
design is at the heart of
what is taken to market.
The motor industry is a great
example of where companies have
sped past human centricity and
landed in tech centricity but has
now returned to its roots with tech
facilitating advances, but not
dictating them. This is no more
evident than in the shift to Electric
vehicles (EV) which provides clear
direction on how to do this well (or
not). Most major manufacturers have
dabbled in EV over the past decade.
However, their efforts produced a
lacklustre range of solutions with
low consumer appeal, often looked
strange, drew unwanted attention
and delivered poor performance and
range.
A quantum leap in adoption,
although still the tip of the iceberg,
was delivered by firms such as
Tesla with attractive vehicles,
performance, range and a vision to

show the world it could build electric
cars with superior performance
to gasoline-fuelled cars. Leading
with a great go to market strategy
targeting the affluent and vertical
integration, it also provided a
unique human-centric experience
and journey from the direct to
customer business model, to its
customisations, fully digital controls,
performance and upgrades.
Today, we are about to
hit the rest of the iceberg
and this is clearly on the
precipice with America’s
biggest selling vehicle
going electric, Ford’s F150 truck.
Ford, unlike Rivian’s R1T and Tesla’s
Cybertruck has taken electric trucks
mainstream with almost identical
styling to the gas version but
with even more performance and
features.
This is the sort of unmissable appeal
to human nature which will drive
success for the F150. Ford was
planning produce 15,000 electric
F150 trucks in 2022, 55,000 in 2023,
and 80,000 in 2024. By November
2021, Ford had received deposits for
160,000 trucks.

You can change the human behaviour and energy usage
of Americans just by responding to human nature with
an appealing version of the right technology.
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Americans don’t want a big gas guzzler, but
they do want a big, tough looking, powerful
truck that is a progression from previous
iterations and technology can deliver this.
You just need to understand the consumer
and connect what they want to the extent of
what you can do to achieve success.
This is relevant for a new brand positioning
and articulation in the metaverse as
it is for an innovative new take on an
existing product, such as the F150. If your
product or service uses tech to consider
and meaningfully adds to the consumer
experience, you are headed in the right
direction.

Page 28

Many elements beyond just the looks
and performance of Ford’s truck will
drive its success. These are heavily
driven by a UX focus on design and
intimately understanding the end
consumer.
Rivian’s likely success will stem from its
human centered design focus. From
the ground up, its vehicles have been
designed with what the driver does
and wants to do on an everyday basis.
Features like three lockable cargo
locations, built in exterior seats for
picnics and factory options including
a slide out kitchen for camping are
previously unheard of in the truck
market. But these features have been
enabled by the new tech and lack of a
large combustion motor allowing a rethinking of what the space can be used
for – by the consumer. The online buzz,
company valuation and pre-orders are
phenomenal in response.
Letting humans lead advanced
engineering and creativity has resulted
in a product destined to succeed, from
a brand which has never manufactured
a vehicle for public sale and has
disrupted what people expect in their
next vehicle.

A recent article by McKinsey stated that
“the future will belong to companies
that put technology at the centre
of their outlook, capabilities and
leadership mandate”. This may be
true – but it’s not everything – technology
that itself doesn’t have human needs at
the centre of how it operates and delivers
won’t win. In the same article it shows that
the best companies are using technology
to get closer to unmet customer needs –
and that’s the core of it.
Whether this be in or out of the
metaverse, at the end of the day (or
end of the s-curve) it’s still humans who
businesses need to deeply understand,
be aligned to and innovate to serve.
With the pace of change about to
further accelerate, your shareholders
will demand it and competitors (new and
future disruptors) will be trying to beat
you to it.

After all, it’s not too far away that
consumers will be able to virtually visit
the production line of their new electric
vehicle in the metaverse to select
components, colours and wearing
haptic gloves feel the vegan leather
of the steering wheel, before they
purchase the car they will drive when
they emerge from the metaverse.
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FRONT ROW TICKETS
TO PLAY IN THE METAVERSE
TRANSFORMATIVE CHANGES IN THE WORLD
OF HUMAN UNDERSTANDING

1.

Understanding
(re-understand understanding)
Understanding consumers and their behaviour has been a foundation
for success in the analogue and digital era, and this continues in the era
of the metaverse. Rich data captured within this environment will paint a
clear picture of consumer attitudes and behaviour.

Data captured within the metaverse may be complemented with new
applications of the traditional field of market research. Focus groups and
depth interviews conducted within an avatar led environment will reveal
deeper insights into the new paradigm your customers are experiencing.
But research techniques and technology need to evolve along with the
new environment consumers are living. In such a new frontier you really
must walk a mile in their shoes to understand them and discover new
opportunities no-one has yet found.

Oscar Wilde’s view that “man is least himself when he talks
in his own person. Give him a mask, and he will tell you
the truth” becomes a reality in an avatar driven research
world.

2.

Predicting
The data capture and analytical capabilities of the metaverse will
facilitate our greatest understanding of human behaviour to date.
The true power of this understanding comes from the ability to predict
behaviour based on a set of inputs.

While digital communication, social and commerce environments
have significantly enhanced the ability to predict and influence, it
still represents a piecemeal and disconnected approach to human
understanding. This is something Facebook knew all too well and a driver
of its transformation into Meta.
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3.

Personalising (or is it humanising?! Humanise,
don’t just personalise)
The metaverse is an environment where we can live and play individually
if we choose. Even with others present, we are there as individuals,
expressing who we want to be, or want to be seen as.

Some have termed this hyper-personalisation of the internet but in reality
it is the ability to be yourself in the metaverse with no limitations. But this
will be supercharged in the metaverse to become an expectation as soon
as the disruptors make hyper-personalisation a reality.

In actuality, and in line with Oscar Wilde’s perspective, we may actually see more of
the real person emerging in the metaverse than the tangible world. After all, if your
metaverse store rearranges as my avatar walks into it to reflect what your brand
knows about me, and even changes around me while I am in their depending on live
collected data, I’m pretty sure my avatar will spend more time and money living it’s/my
best life while there.

4.

Connecting

Firms currently perfecting the art of social media and other online
communication must now leap into a new level of engagement with
metaverse residents. This engagement must be seamless across a
growing and seemingly endless realm of metaverse linked platforms.

The brands which success in navigating this new
environment will capitalise on their offline equity and live
their brand values and purpose in the metaverse.
Early adopters including Nike have proven the ability to transition
existing equity but like the points above demonstrate, if you can
personalise your brand experience in a metaverse environment, there
is no doubt the connection between your brand and the metaverse
resident will extend to the real world.
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