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The Metaverse – What’s a Brand to Do?

As the buzz heightens around the metaverse, 
you’re likely to be inundated with content 
on this new, exciting, and somewhat elusive 
digital ecosystem. That’s where we come in! 
To help your brand look beyond the hype, 
here’s our perspective on how this “futuristic” 
opportunity can relate back to your business 
and ultimately impact your bottom line.
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The Metaverse – What’s a Brand to Do?

But First, What On Earth Is The Metaverse?
Simply put, it’s a virtual universe within the one we live 
in: a series of connected digital worlds and experiences 
for socializing, playing games, entertaining, shopping, 
and other online opportunities for interactivity with other 
online participants. Think virtual meeting places, virtual 
stores/merchandise, live (in real time) concerts and events, 
virtual real estate, and more.

Some of these spaces overlap and are compatible, but 
most are their own entities, at least for now. While some 
spaces can be accessed through virtual reality devices 
and augmented reality programs that you may have on 
a cellphone, others could be accessed through URLs and 
experienced through an avatar specific to the site – in 
short, there is no one entry point to the Metaverse. A few 
virtual worlds you may have heard of include: Fortnite, 
Roblox, Decentraland, The Sandbox, and Animal Crossing.

While there’s a fascination with the metaverse, its newness, and its idealized 
principles, the decision to jump in requires careful consideration. It is expanding 
faster than anyone expected, and like our universe, it may have its own version of 
black holes that could swallow up companies/brands and their resources. While 
big brands are marching in with big budgets, it’s important for smaller business 
(especially ones with an annual advertising spend of $10 million or less) to carefully 
explore when, where, and how it makes sense to enter the fray.
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Getting To Know The Metaverse
While it’s still in the early, 
formative stages, there are 
some primary guidelines:  

How will it work?
The metaverse will be powered by Web 3.0, a decentralized, machine learning/AI-driven technology that will be a 
blockchain-based internet, enabling a seamless fusion of virtual and physical life. Web 1.0 was static, read only; 2.0 
(our current iteration) is interactive but in two dimensions. Web 3.0 will be immersive, in three dimensions, using 3D 
graphics, and is a universe in which machines get along with users in content production and in decision-making. 
Web 3.0, however, is not the metaverse; it is/will be the engine that drives it. 

As venture capitalist and metaverse essayist Matthew Ball notes, 
there “will be no clean Before Metaverse and After Metaverse… It 
will slowly emerge over time as different products, services, and 
capabilities integrate and meld together.”  

The metaverse is also not virtual reality (VR). Virtual reality is one of 
the characteristics of the metaverse. We strongly believe that the 
metaverse is not the dot.com bubble of the early 2000s. We also are 
confident it will take years for the metaverse to blossom, and not 
all the companies jumping on the bandwagon today will end up 
carving out a place for themselves in the future. 

Currently most virtual assets (e.g., avatar, wallet) are tied 
to a given site/world. While comprising a mix of different 
platforms, which can grow or shrink, the Metaverse will  
be a self-contained and fully functioning universe once  
cross-platform compatibility is achieved, existing in real time 
and always active, where users/players have individual agency 
and can create content that other users can also enjoy.  

C - Consume   P - Produce   http://www.aquare.la 

The metaverse should be decentralized, 
with no walled gardens, and at some 
point in the future, one’s identity, 
possessions, and experiences will be 
interoperable; that is, they will be able 
to move unchanged and seamlessly 
across platforms.  
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Generation Portals  
(large organizations)

People, ONGs, and 
small companies

Agents  
(computers, tablets, 
and smartphones)

Virtue

Web 1.0 P C democratization of information access

Web 2.0 CP CP democratization of content production

Web 3.0 CP CP CP democratization of the capacity  
of action and knowledge

Looking to understand 
the basics of virtual 
reality aka augmented 
reality marketing? 
Check out our  
Keep It Simple  
series post. 

https://www.wundermanthompson.com/insight/the-metaverse-glossary
https://www.marketsmithinc.com/marketing-in-virtual-and-augmented-reality/


Currently, we have identified five groups in the metaverse, four of which are notably active.

approx.  
227 million players

38% 18-34 yrs.
14% 35-44 yrs.
12% 45-54 yrs.
9% 55-64 yrs.

7% 65+

Gamers
1 2 3 4 5

creating products 
specifically to meet 

needs of the metaverse 

Companies Speculators 
and Investors

dipping their toes into 
various manifestations 

of the metaverse 

building potential 
foundations for  
future growth

Brands/ 
Marketers both inside and outside 

the metaverse sitting on 
the sidelines waiting to 

see what happens

Observers
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Who’s In It?



It is worth our time to take a closer look 
at groups 1 and 5—gamers and those 
sitting on the sidelines.

Gamers - 
Gaming is popular, and Americans across all demographics participate.  
According to the Electronic Software Association (ESA), nearly 227 million 
Americans played video games in 2021, two thirds of adults 18+ and three 
quarters of those under 18 years old. The average age range of players is 31 to 
35 (varies by survey). During the pandemic gaming became more of a family 
activity, with 74% of parents playing games with their children in 2021, up from 
55% in 2020.

Gamers are a diverse population – 46% women, 20% Latinx, 15% Black,  5% Asian 
American; 16% are LGBTQIA+, 31% have a disability, with mental health being 
the most reported, per Newzoo.

It should be noted that gaming is a strong component of the metaverse as it 
exists currently, BUT gaming in and of itself is not only part of the metaverse.
Playing Candy Crush or Wordl does not mean you are in the metaverse,  
but you may be one step closer to it than someone who does not play  
any games.

The Metaverse – What’s a Brand to Do?
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https://www.theesa.com/resource/2021-essential-facts-about-the-video-game-industry/
https://newzoo.com/insights/articles/newzoos-gamer-sentiment-diversity-inclusion-gender-ethnicity-sexual-identity-disability/#:~:text=The%20study%20shows%20that%20a,and%2020%25%20in%20the%20U.K.


Observers
Observers both inside and outside the metaverse sitting on the sidelines waiting to see what happens. Interestingly, 
even though a large percentage of consumers play games online, they are not all interested in the Metaverse or even 
necessarily all that aware of it. Almost 40% of adults (18+) say they have seen, read, or heard “nothing at all” about the 
Metaverse and a quarter indicate “not much,” according to a survey conducted by Morning Consult (see below). Only 
a little over a third are interested to participate in it.

At the same time, it is likely a number of those who are not necessarily aware of the metaverse are, unbeknownst to 
them, already tied to it! According to Newzoo, 50% of Gen Z, 37% of Millennials, and 28% of Gen X players are already 
hanging out in game worlds without actively playing the game; they are attending virtual concerts, fashion shows, 
and/or other social events. Furthermore, 70% of Gen Z players, 63% of Millennials, and 53% of Gen X players say they 
will hang out in virtual game worlds in the future without playing the game. Publishers are organizing and creating 
these non-gaming experiences, while players are driving metaverse-like experiences by using games as a platform to 
express their identity, host social events, or create their own games and modes.
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How much have you seen, read, or heard about the 
following? The Metaverse, a computer-generated 

environment in which users can interact with each 
other via virtual reality.

Based on what you know, how interested are you in 
using each of the following? The Metaverse, a  

computer-generated environment in which users 
can interact with each other via virtual reality.

A lot Some A lot + 
Some Not much Nothing  

at all Very Somewhat Very + 
Somewhat

Not that 
interested Not at all

Adults 11% 25% 36% 24% 39% 12% 24% 36% 20% 43%

Gender: Male 17% 31% 48% 24% 28% 18% 28% 46% 19% 35%

Gender: Female 5% 20% 25% 24% 50% 7% 21% 28% 21% 50%

Age: 18-34 23% 32% 55% 21% 25% 23% 33% 56% 17% 27%

Age: 35-44 16% 31% 47% 25% 28% 20% 28% 48% 20% 32%

Age: 45-64 4% 24% 28% 26% 45% 6% 22% 28% 23% 49%

Age: 65+ 2% 13% 15% 25% 61% 2% 12% 14% 20% 66%

Gen Zers (1997-2012) 22% 33% 55% 19% 26% 20% 31% 51% 20% 29%

Millennials (1981-1996) 21% 32% 53% 22% 25% 24% 32% 56% 17% 27%

Gen Xers (1965-1980) 6% 27% 33% 25% 41% 8% 25% 33% 24% 43%

Baby Boomers (1946-1964) 1% 17% 18% 27% 55% 2% 14% 16% 21% 63%

https://morningconsult.com/2022/04/11/metaverse-interest-data-survey/?utm_source=newsletter&utm_medium=email_newsletter&utm_campaign=feature_story&utm_content=teale_brands_1_041122&mkt_tok=ODUwLVRBQS01MTEAAAGDt5fNSXY6LClGYp6XwYVgNnMk42vb_uvVzs41ancncB9oY8Xd1o_vbN8uP52EPQrshs5byJuEP5vHHFHvekkVZ2tIZerVF14XFUX5gaXtu9vt
https://resources.newzoo.com/hubfs/Reports/Newzoo_Gamer_Generations_Report.pdf?utm_medium=email&_hsmi=146460761&_hsenc=p2ANqtz-8YKtEgoDinbHmdYORy8J1lkozb7JU8yhqo5ysN-WZmKovCbjLYatmVvdPtyWoD-sAWQj6QDKxkUs4zS-YHE4juyY8xRoiHn0QAkuoevtKgOBWSPiM&utm_content=146460761&utm_source=hs_automation
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Marketing In The Metaverse 
So, what’s a brand to do?
Depending on your product/service category, it may be worthwhile to explore how to meld the virtual with the real to promote your brand OR it may make sense to wait and watch. 
Just because big advertisers are spending millions to set up restaurants, shoe stores, fashion shows, concerts, or any other virtual manifestation in these virtual worlds, does not 
necessarily mean that YOUR customers are likely to buy a house in Decentraland, attend a virtual concert, or be interested in any virtual manifestation of your product.  

Go where your target is. Maybe baseball fans will go to Iowa, but it is generally 
not safe to assume that if you build it, they will come to you. You want to start 
where your potential customers are to reach them. If they are already in the 
metaverse or in gaming worlds, it is reasonable to think about how to reach 
them there. But if your audience is older men, for example, you are better off 
looking at eSports than gaming. In any case, the metaverse would be only one 
medium or channel through which to advertise, as part of your integrated 
multichannel strategy.

Make sure your virtual promotion includes a way to continue having an 
interactive and meaningful relationship with consumers. You could offer 
something of value as part of an interaction; it could be some sort of game, for 
which to play one has to provide an email address or mobile phone number.  
It could be digital coupons for free or discounted products sent to a mobile 
phone to capture the phone number for future SMS messaging. It also could 
be tied to supporting a philanthropic endeavor. Consider dipping your toe 
into this relationship before you go full force in developing NFTs. The crypto 
world is too volatile, and it is not clear as yet the effect minting NFTs has on the 
environment, given the amount of electricity needed to support the intense 
computing power required to mint or transfer an NFT.

Tie whatever you offer to the real world. Be sure you are promoting  
real-world offerings and that your promotion can be executed in real life. 
Virtual or digital experiences or products do not necessarily translate into 
sales, unless you are specifically selling the virtual merchandise.

Make sure you are true to your brand values. Just as you are concerned 
about content placed near your digital ads, be sensitive to ad placement  
in virtual environments. This includes holding true to your brand mission  
and focus. 

1 3

4

2

https://www.marketsmithinc.com/deliver-ads-to-your-ideal-audience-with-hyper-targeted-media-buying-2/
https://www.investopedia.com/nfts-and-the-environment-5220221
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Look at how AR and/or VR experiences could be implemented on your 
website. Being able to try products on virtually or see how they might fit into 
your home can increase visitor engagement and potentially conversion. They 
also offer a way to become more comfortable with the technologies at play 
in the metaverse. As the graph below shows, at least a quarter of consumers 
are interested to use AR or VR to try out clothes, furniture, technologies/home 
appliances, and/or video games.

Create a 3D virtual store that customers can visit on your website.  
If you have physical retail locations, the one on your site could replicate a  
real-life store or specific aisles in the store with most popular products and 
related upsells.
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5

6

Product Categories US Internet Users Are  
Interested in Trying via AR/VR Before Making  
a Purchase, Feb 2021
% of respondents

Note: ages 18+
Source: YouGov, “International Omni-channel Retail Report 2021,” June 1, 2021

InsiderIntelligence.com

Clothes 27%

Furniture 23%

Technologies/home appliances 22%

Video games 18%
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Here are a few ideas for testing the waters 
without breaking the bank:

Start by advertising in the gaming marketplace. The gaming marketplace is opening up. This year the Interactive 
Advertising Bureau (IAB) ran PlayFronts, the first upfront media event dedicated to advertising in gaming. While 
gaming accounts for under 6% of current digital ad spend, there is a huge opportunity. Gamers include a wide range 
of audiences and demographics, as described above. If your customers and prospects are among those groups,  
in-game advertising is a great place to start. And there are also many different types of games where one can advertise, 
so you can choose environments that feel compatible with your brand. In general, gamers are very open to ads, 
particularly if watching ads gives free or continued access to the game. Nonetheless, the ads need to fit the game 
environment, so they do not distract at inappropriate times in the game. Recently, Gucci created an immersive art 
and garden experience for Roblox players connecting their history as a fashion brand to their target of today. They 
created a sense of urgency and excitement by having the garden open for 14 days only, and within the experience 
gamers could purchase exclusive items for their avatars that will keep the event relevant for months to come. 

l    eMarketer forecasts US mobile gaming ad revenues will experience double-digit growth through 2024, reaching 
7.876 billion, 2.5% of all digital advertising. While the spend is growing, it is still a fairly untapped marketplace, 
potentially amplifying the power of your ad because there is less competition for eyeballs.

l    Options to buy in-game ads include:  

 i.  For mobile games – Banner ads, interstitials that appear between levels, and ads that let players unlock 
in-game boosts or currency; and/or brands can also create their own branded mini-games.

 ii.  For online games, there are digital billboards or posters, as well as placements in the setting of the game. 

l    CPMs vary by audience and specific channel. We have seen prices quoted ranging from $6 to $23 CPM.

l     Several companies are working to develop metrics to measure attention/viewability, but there are no  
standards currently.
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Relevant factors to consider: 

https://www.marketsmithinc.com/tapping-into-gaming-advertising/
https://www.marketsmithinc.com/future-of-upfronts-and-newfronts/
https://www.marketingdive.com/news/gaming-advertising-marketing-Roblox-Fortnite-commerce/621675/
https://www.emarketer.com/content/us-mobile-gaming-ad-revenues-reach-6-billion
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Final Thoughts
Gaming participants are increasing, spurred by the pandemic. Every indication is that the number of consumers participating 
in gaming will continue to rise. Technology is evolving. There will be a Web 3.0. And just like social media took time to build 
and integrate into the everyday lives of consumers, the same will be true for Web 3.0, which means that the metaverse or 
metaverses are going to become more complex and pervasive. It/They are not going away (at least not until Web 4.0), 
so it is best to be prepared.  

There are still many issues and elements to be worked out. While Web 3.0 and the metaverse are being heralded as 
decentralized with no one entity or small group owning others’ data, it presents distinct challenges for interoperability.  
And there are no guarantees that in fact there will not be centralized owners of data, or that privacy can be protected, 
or there will be no cyber abuse. But none of those issues will keep the technology from expanding.

The metaverse will continue to grow and change. But we do not believe that means the current internet 
will shrivel up and be blown away. People will still need to do research, and find information, goods, and 
services.  There will still be an interest in sharing photos and videos of real people (as opposed to avatars).  
Everything web users want to do will not need to be supported by 3D graphics. 

While this white paper is by no means exhaustive, we hope to spark your imagination, increase your 
curiosity, and expand your openness to new ways of engaging with consumers. There are many paths 
to approaching the new technologies that will continue to present opportunities and caveats, and 
it will take many years of testing and revising to chart the course(s) that work(s) for your brand. And 
that roadmap will not be static, since the technology will continue to advance.
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The emphasis today appears to be on the technology. But access to technology and innovation 
will drive future marketing strategy and programs. This line of thought and innovation is critical 
to helping brands and consumers engage with each other in the metaverse. 
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As a marketer, you can’t shy away from new trends. The metaverse is continuing to grow in popularity, and what’s 
more, it could be super innovative when utilized in the correct way. A marketer must truly understand what goals 
they are attempting to achieve by incorporating the metaverse in their marketing plans between the costs associated 
and relevancy to the everyday consumer. The metaverse is not for everyone. While the metaverse’s place in marketing 
changes by the minute, if you’re looking for more actionable marketing intel, we’d be happy to provide it. 

Marketsmith is an award-winning full-service marketing agency with a proven history in driving growth for brands at all stages 
in their life cycle. From product launches to changing brand perception, we approach every campaign with transparency,  
end-to-end measurement, and ROI-driven goals.

l  973.889.0006 
l  letstalk@marketsmithinc.com 
l  marketsmithinc.com
l   110 Jefferson Road, Suite 202, 

Whippany, New Jersey 07981

About Marketsmith

LET’S TALKLet us help you take 
your marketing strategy 
to the next level with 
our out-of-the-box 
thinking on the latest 
marketing trends.

https://www.marketsmithinc.com/
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Appendix: Definitions
Reality
By expanding possibilities, technology has also altered and extended our perceptions 
of reality, starting with extended reality (XR), which is a “catch-all” term encompassing 
more specific realities: augmented reality (AR), virtual reality (VR), and mixed reality 
(MR). While there are some commonalities among these, each has different purposes 
and underlying technologies.

 l  XR feeds into the “next evolution of the internet” where real, digital,  
and virtual worlds converge  into new realities, accessed through some 
device – special glasses, cellphone, other TBD – that will facilitate the 
ability to use visual inputs such as object, gesture, and gaze tracking to 
navigate the world and display context-sensitive information.

 l  Augmented reality (AR) starts with our view of the real world and overlays it 
with computer-generated information, often through our smartphones, 
but it could also be through smart glasses.

 l  Virtual reality (VR) completely immerses the user in a totally new 
environment generated by a computer or VR devices such as the Oculus 
Quest 2 headset. VR devices that are self-contained will continue to be  
a main entryway into the Metaverse.

 l  Mixed reality (MR) is between AR and VR, “mixing” the real and virtual 
worlds using a smartphone or other device.

Web 3.0  
Sometimes used interchangeably with Metaverse, Web 3.0 is what will power the Metaverse.  
It is described as a decentralized, machine learning/AI-driven technology that will enable 
a seamless fusion of virtual and physical life.  

Blockchain 
Blockchain describes a process of recording data in a digital database that can be 
accessed only by users who have permission. All users have the same view of the data, 
and no single user or entity has control.  

NFTs 
Non-fungible tokens (NFTs) are unique cryptographic tokens that exist on a blockchain 
and cannot be replicated, which is what makes them non-fungible; one NFT cannot be 
exchanged with another NFT. It can, however,  be traded or sold.  

DAOs 
Decentralized autonomous organizations (DAOs) are community-led digital 
organizations that run on blockchain technology. The members of a DAO work together 
to deploy resources with a specific mission like investing, charity, supporting the arts, or 
purchasing products. 
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https://www.arm.com/blogs/blueprint/xr-ar-vr-mr-difference
https://www.investopedia.com/non-fungible-tokens-nft-5115211

