
3.0 The wider 
implications of the 
Metaverse

look how much we scroll for hours (2.5 hours every day in fact!) 
with no obvious gain – it acts as a distraction from the real world.

So, it’s likely that with time we will become addicted to the 
Metaverse and the generations after us will grow up in it. 

Research into the Gen Z population shows that generally, they 
believe cultural heritage experiences could benefit from 
immersive technology. This is backed up by research that validates 
immersive new brand experiences enabled by AR or VR positively 
influencing consumer responses. When it comes to experiences, 
it’s important to acknowledge this and understand that we need 
to move with the times, whilst making an obvious effort to always 
integrate real-world experiences with the virtual. Privacy in a parallel universe

Probably the most controversial and 
important factor to consider is data. The 
Metaverse in theory gives total control of 
our data over to big corporations. With 
the emergence of the Metaverse 
presents a pretty interesting dilemma. It 
provides an opportunity to translate 
everyday activities of playing games, 
travelling, socialising, shopping and even 
hanging out with friends at a bar into a 
parallel digital universe. Naturally, the 
Metaverse will require heightened 
real-time sensors to capture more data, 
resulting in a heightened propensity to 
cyber attacks. 

Similarly to how social media platforms 
consider privacy issues at the forefront 
of their processing, the Metaverse will 
need to do the same - but even more 
so. They’ll need to analyse how to 
prevent online attacks on individuals, 
particularly as the impact could be even 
greater in the Metaverse. 

Creating avatars that ‘co-exist’ in the 
Metaverse means that big companies 
have the opportunity to leverage data 
that could skew consumers towards 
individual user expectations that they 
haven’t knowingly consented to. The risk 
of data theft, confidential data misuse 

and data being sold to advertisers is huge and 
must be mitigated before the Metaverse becomes 
all-encompassing.

So, it’s important to acknowledge that more data 
will be produced with the rise of the Metaverse, 
and yes this of course requires more data 
prioritisation. Questions like whether or not 
Metaverse creators should be able to share, store, 
sell or monetise that data must be assessed by 
individual businesses - which is an even scarier 
thought. 

Where does that leave 
us? 

It’s important for each business to 
harness their understanding of the 
Metaverse and create appropriate 
policies and attitudes to positively 
impact the development of future 
immersive experiences. 

Among the world’s industries, the events industry 
has always been at the forefront of digital 
advancement. The demand for more immersive 
experiences in this space, both in the real world 
and the Metaverse, continues to grow. In an age of 
innovation, we must continue to ultimately design 
experiences that drive genuine and authentic 

connections that bring us closer together. Every single industry is raising the 
bar in an attempt to create more diverse, inclusive, and accessible virtual and 
hybrid experiences which the Metaverse may well help simulate. Hybrid events 
aren’t going anywhere, but the demand for novel physical experiences we are 
seeing from clients is huge. The good news is that the recent pandemic made 
us all more agile than ever before. So, it seems like the right time to be trying 
new things, and advance brand experiences in unique ways. 

It seems clear to us at Audience that the future of 
branded Metaverse experiences doesn’t lie in total 
transformation, it lies in adopting the necessary and 
exciting new principles of the Metaverse whilst keeping 
authentic human connection at the heart of each brand 
experience. 

Going forward, we need to look more closely at human-to-non-human 
value co-creation and explore how we can integrate real human 
touchpoints in a hybrid blend of the Metaverse and face-to-face contact. 
The key to adopting the Metaverse isn’t a headlong leap into the fray, it is 
more about taking the elements that will amplify our brand message, not 
to replace it with a totally virtual world. What’s important for us going 
forward is to keep the tricky balance between keeping up with the trends 
and being an industry leader, whilst not blindly following technology 
without any conscious regard for the risks.

Wondering how to raise the bar for your next experience? 
Speak with our innovation specialists today.

The implications of the 
Metaverse

There’s a lot of critical 
cha�er and healthy debate 
surrounding the Metaverse, 
AI and VR as a whole. 
Researchers have 
questioned whether these 
latest technological 
advancements are creating 
real value, or whether the 
concept may be overhyped. 
It’s hugely important when 
we’re analysing the future 
of Metaverse, that we 
assess all elements and 
potential impacts. 

It’s easy to get excited, put 
the blinkers on, and only 
see the positive in this kind 
of total immersion for 
experience satisfaction. 
However, particularly 
within the immersive 
experience industry, we 
must acknowledge the 
potential pitfalls, the 
benefits and the data 
implications of using the 
Metaverse.

Lack of personalisation

The entertainment industry is facing a dilemma - on the one hand, you 
have an incredibly powerful opportunity to transform your audience's 
relationship with your brand. On the other, with technological advances 
comes the risk of a lack of personalisation and dissociation from real-life 
feeling, not to mention the time and budget element to delivery. Whilst 
virtual events have their time and place (notably during the pandemic) 
recent studies are showing that an overwhelming 81% prefer face-to-face 
meetings, experiences and conferences, whilst 91% of people agreed that 
better relationships are built via face-to-face interactions. People have 
missed physical experiences. Virtual-only performances may feel like a bit 
of a cop-out and lack the same kind of consumer engagement that a 
blended, hybrid approach has. 

Toeing the hybrid line effectively

Similarly, it feels counterintuitive to create a physical space for networking 
while having people communicate via headsets in a VR world. Getting the 
line right between real and digital is incredibly important and there are 
definitely instances where the Metaverse concept could positively impact 
a brand activation. 

Cost and convenience

Cost and convenience are amongst the biggest 
implications for experience agencies to consider. From 
having to rent hundreds of headsets, charging them 
mid-event, considering breakages and having to navigate 
virtual world data privacy laws, it’s a mind-boggling new 
field. With the surge in new kinds of data capture, also 
comes the need for more sophisticated AI to analyse it 
which also comes at an added cost. For our consumers, 
ensuring these new technology fuelled events are 
accessible and comfortable for all is also a big ask. 
Particularly with VR, motion sickness and eye strain can 
cause real problems, the larger the event, the more 
thought needs to be given to these factors.

You can’t beat human presence 

Some studies that have looked at the impact of VR on 
advertisements have found that self-presence was more 
of a deciding factor than the impact of using VR 
experiences for engagement. Interestingly, this links back 
to feeling real human connection. For us at Audience, this 
is possibly the most important point to consider. The 
most celebrated brand activations have real people at the 
forefront, and if real people are removed from the 
equation completely and replaced with avatars it’s likely 
that an audience will struggle to ground what they’re 
seeing in the ‘real world’. Understandably, the point of the 
Metaverse is that the worlds will merge into one 
streamlined synergy. We’ve all seen the Black Mirror 
episode with the U.S.S Callister game that creates SIM like 
replicas of people in a virtual gaming world – if you 
haven’t, go and watch it. It gives a good overall feel for how 
the 3D world of Metaverse could feel to consumers if 
delivered in a high-spec way. However, getting that 
balance right is key to making the concept of the 
Metaverse come to life in brand experiences and not 
putting too much emphasis on keeping everything 
focused on the ‘new virtual world’. 

Technology does fully capture our attention as humans – How ‘Green’ is the Metaverse? 

The most straightforward environmental 
benefit of the Metaverse is that it allows 
physical events, products and activities to 
be available in a virtual form. For example, 
working remotely might become more 
productive in the Metaverse whilst also 
saving commuting emissions. VR also 
helps promote innovation and 
advancement in sustainable technologies, 
making it more accessible for people to 
understand. In order to analyse data 
produced in the Metaverse efficiently, 
there is a requirement to move from local 
data stores to the cloud which will use, in 
theory, less energy overall. However… it’s 
time for the big BUT.  Yes, theoretically it 
may use less energy, but in reality that’s 
not the case.

Energy Consumption

As the Metaverse will require complex AI 
applications to analyse it, the energy 
consumption overall of data usage is likely 
going to swell up significantly, which will 
have huge impacts on carbon emissions. 
This is in part due to the high-resolution 
imagery used and the massive number of 
users brought into the universe from 
different platform providers. A report by 
Credit Suisse makes the claim that the 
transition of a digital ecosystem to the 
Metaverse will push data usage by 20 times 

across the globe by 2032 - this is huge! 
Virtual experiences are predicted to 
skyrocket, and with that comes the need for 
more engaging content and content that is 
always available more importantly. This 
logically means more data usage, more 
complex infrastructure and more energy 
consumption. With the race on to become 
net-zero by 2050, it’s looking unlikely that 
this will go hand in hand with the rise of the 
Metaverse. 

Social Sustainability

Whether or not the Metaverse will threaten 
social sustainability is also controversial. It 
has the ability to be completely inclusive 
with a design that supports diverse groups 
of people, including those with disabilities. 
As it stands, only 2% of the Internet is 
currently accessible. It’s imperative that 
the Metaverse does not make the same 
mistakes. However, with the added 
financial impact of implementing 
technology into the Metaverse, we’re 
seeing that actually compared to the 
internet, the Metaverse is seemingly 
reducing the accessibility to other groups 
of people. We are already seeing examples 
of Metaverse products like games and 
social applications that have not included 
accessibility or these features within their 
products. Many of the videos are not 
retrofitted for accessibility purposes, they 
lack captions and audio descriptions. 

Here the physical blends with AR and VR. 
Here your Meta ‘me’ avatar lives, breathes, 
works, shops and interacts with others in a 
shared online universe. You aren’t just 
present in the real world, you’re actually 
present in the internet – not just a spectator. 

Exciting, right?
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Whether or not the Metaverse will threaten 
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has the ability to be completely inclusive 
with a design that supports diverse groups 
of people, including those with disabilities. 
As it stands, only 2% of the Internet is 
currently accessible. It’s imperative that 
the Metaverse does not make the same 
mistakes. However, with the added 
financial impact of implementing 
technology into the Metaverse, we’re 
seeing that actually compared to the 
internet, the Metaverse is seemingly 
reducing the accessibility to other groups 
of people. We are already seeing examples 
of Metaverse products like games and 
social applications that have not included 
accessibility or these features within their 
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has the ability to be completely inclusive 
with a design that supports diverse groups 
of people, including those with disabilities. 
As it stands, only 2% of the Internet is 
currently accessible. It’s imperative that 
the Metaverse does not make the same 
mistakes. However, with the added 
financial impact of implementing 
technology into the Metaverse, we’re 
seeing that actually compared to the 
internet, the Metaverse is seemingly 
reducing the accessibility to other groups 
of people. We are already seeing examples 
of Metaverse products like games and 
social applications that have not included 
accessibility or these features within their 
products. Many of the videos are not 
retrofitted for accessibility purposes, they 
lack captions and audio descriptions. 
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“the Metaverse has implications for almost all industries”

https://economictimes.indiatimes.com/tech/technology/metaverse-to-push-data-usage-by-20-times-in-next-10-years-report/articleshow/89657820.cms
https://www.marketingtechnews.net/news/2021/jun/01/virtual-events-set-to-grow-in-popularity-post-pandemic/
https://www.forbes.com/sites/cathyhackl/2021/08/22/fundamental-considerations-in-building-the-metaverse/?sh=4fd654807663
https://www.cnbc.com/2021/07/26/the-internet-is-far-from-being-accessible-for-all-people-with-disabilities-advocate-says.html
https://www.cnbc.com/2021/07/26/the-internet-is-far-from-being-accessible-for-all-people-with-disabilities-advocate-says.html
https://www.thedrum.com/news/2022/01/18/why-diversity-must-be-built-the-fabric-the-metaverse


look how much we scroll for hours (2.5 hours every day in fact!) 
with no obvious gain – it acts as a distraction from the real world.

So, it’s likely that with time we will become addicted to the 
Metaverse and the generations after us will grow up in it. 

Research into the Gen Z population shows that generally, they 
believe cultural heritage experiences could benefit from 
immersive technology. This is backed up by research that validates 
immersive new brand experiences enabled by AR or VR positively 
influencing consumer responses. When it comes to experiences, 
it’s important to acknowledge this and understand that we need 
to move with the times, whilst making an obvious effort to always 
integrate real-world experiences with the virtual. Privacy in a parallel universe

Probably the most controversial and 
important factor to consider is data. The 
Metaverse in theory gives total control of 
our data over to big corporations. With 
the emergence of the Metaverse 
presents a pretty interesting dilemma. It 
provides an opportunity to translate 
everyday activities of playing games, 
travelling, socialising, shopping and even 
hanging out with friends at a bar into a 
parallel digital universe. Naturally, the 
Metaverse will require heightened 
real-time sensors to capture more data, 
resulting in a heightened propensity to 
cyber attacks. 

Similarly to how social media platforms 
consider privacy issues at the forefront 
of their processing, the Metaverse will 
need to do the same - but even more 
so. They’ll need to analyse how to 
prevent online attacks on individuals, 
particularly as the impact could be even 
greater in the Metaverse. 

Creating avatars that ‘co-exist’ in the 
Metaverse means that big companies 
have the opportunity to leverage data 
that could skew consumers towards 
individual user expectations that they 
haven’t knowingly consented to. The risk 
of data theft, confidential data misuse 

and data being sold to advertisers is huge and 
must be mitigated before the Metaverse becomes 
all-encompassing.

So, it’s important to acknowledge that more data 
will be produced with the rise of the Metaverse, 
and yes this of course requires more data 
prioritisation. Questions like whether or not 
Metaverse creators should be able to share, store, 
sell or monetise that data must be assessed by 
individual businesses - which is an even scarier 
thought. 

Where does that leave 
us? 

It’s important for each business to 
harness their understanding of the 
Metaverse and create appropriate 
policies and attitudes to positively 
impact the development of future 
immersive experiences. 

Among the world’s industries, the events industry 
has always been at the forefront of digital 
advancement. The demand for more immersive 
experiences in this space, both in the real world 
and the Metaverse, continues to grow. In an age of 
innovation, we must continue to ultimately design 
experiences that drive genuine and authentic 

connections that bring us closer together. Every single industry is raising the 
bar in an attempt to create more diverse, inclusive, and accessible virtual and 
hybrid experiences which the Metaverse may well help simulate. Hybrid events 
aren’t going anywhere, but the demand for novel physical experiences we are 
seeing from clients is huge. The good news is that the recent pandemic made 
us all more agile than ever before. So, it seems like the right time to be trying 
new things, and advance brand experiences in unique ways. 

It seems clear to us at Audience that the future of 
branded Metaverse experiences doesn’t lie in total 
transformation, it lies in adopting the necessary and 
exciting new principles of the Metaverse whilst keeping 
authentic human connection at the heart of each brand 
experience. 

Going forward, we need to look more closely at human-to-non-human 
value co-creation and explore how we can integrate real human 
touchpoints in a hybrid blend of the Metaverse and face-to-face contact. 
The key to adopting the Metaverse isn’t a headlong leap into the fray, it is 
more about taking the elements that will amplify our brand message, not 
to replace it with a totally virtual world. What’s important for us going 
forward is to keep the tricky balance between keeping up with the trends 
and being an industry leader, whilst not blindly following technology 
without any conscious regard for the risks.

Wondering how to raise the bar for your next experience? 
Speak with our innovation specialists today.

The implications of the 
Metaverse

There’s a lot of critical 
cha�er and healthy debate 
surrounding the Metaverse, 
AI and VR as a whole. 
Researchers have 
questioned whether these 
latest technological 
advancements are creating 
real value, or whether the 
concept may be overhyped. 
It’s hugely important when 
we’re analysing the future 
of Metaverse, that we 
assess all elements and 
potential impacts. 

It’s easy to get excited, put 
the blinkers on, and only 
see the positive in this kind 
of total immersion for 
experience satisfaction. 
However, particularly 
within the immersive 
experience industry, we 
must acknowledge the 
potential pitfalls, the 
benefits and the data 
implications of using the 
Metaverse.

Lack of personalisation

The entertainment industry is facing a dilemma - on the one hand, you 
have an incredibly powerful opportunity to transform your audience's 
relationship with your brand. On the other, with technological advances 
comes the risk of a lack of personalisation and dissociation from real-life 
feeling, not to mention the time and budget element to delivery. Whilst 
virtual events have their time and place (notably during the pandemic) 
recent studies are showing that an overwhelming 81% prefer face-to-face 
meetings, experiences and conferences, whilst 91% of people agreed that 
better relationships are built via face-to-face interactions. People have 
missed physical experiences. Virtual-only performances may feel like a bit 
of a cop-out and lack the same kind of consumer engagement that a 
blended, hybrid approach has. 

Toeing the hybrid line effectively

Similarly, it feels counterintuitive to create a physical space for networking 
while having people communicate via headsets in a VR world. Getting the 
line right between real and digital is incredibly important and there are 
definitely instances where the Metaverse concept could positively impact 
a brand activation. 

Cost and convenience

Cost and convenience are amongst the biggest 
implications for experience agencies to consider. From 
having to rent hundreds of headsets, charging them 
mid-event, considering breakages and having to navigate 
virtual world data privacy laws, it’s a mind-boggling new 
field. With the surge in new kinds of data capture, also 
comes the need for more sophisticated AI to analyse it 
which also comes at an added cost. For our consumers, 
ensuring these new technology fuelled events are 
accessible and comfortable for all is also a big ask. 
Particularly with VR, motion sickness and eye strain can 
cause real problems, the larger the event, the more 
thought needs to be given to these factors.

You can’t beat human presence 

Some studies that have looked at the impact of VR on 
advertisements have found that self-presence was more 
of a deciding factor than the impact of using VR 
experiences for engagement. Interestingly, this links back 
to feeling real human connection. For us at Audience, this 
is possibly the most important point to consider. The 
most celebrated brand activations have real people at the 
forefront, and if real people are removed from the 
equation completely and replaced with avatars it’s likely 
that an audience will struggle to ground what they’re 
seeing in the ‘real world’. Understandably, the point of the 
Metaverse is that the worlds will merge into one 
streamlined synergy. We’ve all seen the Black Mirror 
episode with the U.S.S Callister game that creates SIM like 
replicas of people in a virtual gaming world – if you 
haven’t, go and watch it. It gives a good overall feel for how 
the 3D world of Metaverse could feel to consumers if 
delivered in a high-spec way. However, getting that 
balance right is key to making the concept of the 
Metaverse come to life in brand experiences and not 
putting too much emphasis on keeping everything 
focused on the ‘new virtual world’. 

Technology does fully capture our attention as humans – How ‘Green’ is the Metaverse? 

The most straightforward environmental 
benefit of the Metaverse is that it allows 
physical events, products and activities to 
be available in a virtual form. For example, 
working remotely might become more 
productive in the Metaverse whilst also 
saving commuting emissions. VR also 
helps promote innovation and 
advancement in sustainable technologies, 
making it more accessible for people to 
understand. In order to analyse data 
produced in the Metaverse efficiently, 
there is a requirement to move from local 
data stores to the cloud which will use, in 
theory, less energy overall. However… it’s 
time for the big BUT.  Yes, theoretically it 
may use less energy, but in reality that’s 
not the case.

Energy Consumption

As the Metaverse will require complex AI 
applications to analyse it, the energy 
consumption overall of data usage is likely 
going to swell up significantly, which will 
have huge impacts on carbon emissions. 
This is in part due to the high-resolution 
imagery used and the massive number of 
users brought into the universe from 
different platform providers. A report by 
Credit Suisse makes the claim that the 
transition of a digital ecosystem to the 
Metaverse will push data usage by 20 times 

across the globe by 2032 - this is huge! 
Virtual experiences are predicted to 
skyrocket, and with that comes the need for 
more engaging content and content that is 
always available more importantly. This 
logically means more data usage, more 
complex infrastructure and more energy 
consumption. With the race on to become 
net-zero by 2050, it’s looking unlikely that 
this will go hand in hand with the rise of the 
Metaverse. 

Social Sustainability

Whether or not the Metaverse will threaten 
social sustainability is also controversial. It 
has the ability to be completely inclusive 
with a design that supports diverse groups 
of people, including those with disabilities. 
As it stands, only 2% of the Internet is 
currently accessible. It’s imperative that 
the Metaverse does not make the same 
mistakes. However, with the added 
financial impact of implementing 
technology into the Metaverse, we’re 
seeing that actually compared to the 
internet, the Metaverse is seemingly 
reducing the accessibility to other groups 
of people. We are already seeing examples 
of Metaverse products like games and 
social applications that have not included 
accessibility or these features within their 
products. Many of the videos are not 
retrofitted for accessibility purposes, they 
lack captions and audio descriptions. 
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