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Key Characteristics
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Ecosystem & Investment Flows
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Infrastructure and Hardware

PASEHIT... TEFEROEAR

What we will NOT elaborate on... Key Tech Building Blocks
FENTINALS FiElk. #8. EFF)

(Non-marketing) Enterprise Use Cases

(e.g., manufacturing, education, healthcare, etc.)
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Through the Metaverse Mist

“TTFH" BANE...157?

Is the ubiquitous concept of “Metaverse” already in existence?
EBliR “joFE" B—RIANHS | (BIf—LEkEL ?
A barrage of debates inn existence, but which ones are for
certain?
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TTFHRAAMFAHT
“ToFH" NEXBRFREMIEIR

The truth is...
The metaverse - in its full form - does not exist.
Neither does its textbook definition.
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“However, it is important
‘metaverse does

UNIVERSITY OF
CAMBRIDGE

Image Credit: Cyber Surfing, Behance;
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BRZRa0LE , A FEEXMAEFRR “TwFH" BREETA

So what are they talking about when they talk about the metaverse?

Exhibit7 What metaverse activities are consumers interested in?

About 79 percent of consumers active on the metaverse have made a
purchase, mainly to enhance their online experience. While playing games is popuiar, consumers in each country have their own interests L]

The top 3 activities consumers interested in the metaverse say they're interested in doing

Purchases in the metaverse,' % of respondents Top 3 reasons for purchases in
the metaverse,? % of respondents interest 2™ interest 3 interest

Play games Watch TV/films Meet hew people
p— T
h\pn.va my in-game Watch TV/films Browse products Play games
escomarc s | > wpmiee

Just generally explore Watch live events (2.g. concerts) Play games
Real-world items® Just generally explore Browse products shop for products
Meet new people Meet up with friends/family Watch TV/films

Just generally explore Meet new people Piay games

| . Play games Watch TV/films Browse products
Acquire an asset

Just generally explore Watch TV/films Meet up with friends/fomity

are participating in activities in the metaverse, have you purchased any of the following products/services in past 12 months? (n=2.093},
m Wrat was the main reason for the purchasels) you mmm-t,sm Just generally explore Watch live events (e.g, concerts)
Saurce: Intell Metaverse Consumer Survey in Eurape, the Micdie East, and Asia (EMEA} and Asia-Pacific (APAC)Remesh Next Gen Consumer ~ Metaverse
Survey in United States
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RFHEPAFEESTIEER
551
tHERIS 3N HAIEM#FE AR EEHE

The Metaverse will seamlessly combine & persistently
interweave our digital and physical lives.

M
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WIFHFRE “FEFmTa"
’ \Hlﬁ% $E§EH/\ 28

The so-called “Metaverses” are at best proto-metaverse platforms
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HAp “EIREE" RE—RIE

The arrival of metaverse could spell the end of the “walled gardens”
landscape in China with its interoperability & “decentralization™”

Tencent g A.-a . BailEE hil ByteDance

ibaba.com

* With CN government still at the center;

M

14



M

{BXEEZ (ken ding) H&FE “tER" 5 “f&ih ,
(fERYERIE)

Assuming the Chinese government sees merit in the technology, the metaverse could in the future
be split into two: China and the rest of the world. Much like the internet, the world’s second
largest economy will likely shield its netizens from the rest of the global metaverse.
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Just like in 1994 we couldn't tell how big (the internet) was and what it was exactly,
this thing we are calling the Metaverse is a continuation of that...it is going to be
bigger than anything we have ever known.

— Rev Lebaredian, Vice President, Simulation Technology at NVIDIA
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To Act, Or Not to Act

NHEEBHA—TAMIRGELEREITTFERT | itmEEISEFHEIENE ?
BREAERAY ABRRER(ES MR ?
MITAIFTFER S S HED R SRR MR THRE ?

Are consumers in the space for brands to engage and create value for - in the first place?
What truths should brands take note?
Is the metaverse ‘right’ for you in the immediate & near term?

M
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A RIRER RSB T F BRI

Consumers are actively embracing the vision of metaverse

* @
70% 59%

A

Source : TMI, 2022; McKinsey,

M
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Hrp , Zit(XHEAFEZIAlphatt {0 E—(tBi]
CEEERATTFEIRARITTE.,

Gen Z and the even younger Gen Alpha™
are more readily adopting the components of metaverse.

+46% 57 % 52%

SEITISI M AFHSHZIEL Alphatt IS HERE L TR TT R
AT FE—R LB, e

Source : TMI, 2022; YPulse, 2022; Razorfish, 2022; * individuals born between 2010 - 2025; 20
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—BZAAY , BeIEERIE. .

TAiJRTTFEIIREIRS ISR | BIEAREA ?

What truths about them give roots to their gravitating towards the future
with metaverse?

M
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Source: GWI; YPulse, 2022; Entertainment Software Association, 2022; Razorfish
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MTAFRIR , HF2HBEEHDIESD "Fid”

Digital Identify has grown to be
equally important as Physical Identify

MIA
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XJFEE R NS RIBSFATEFNTR |
TAIAE “HSTH”

They are no longer “blissfully ignorant”
when it comes to data privacy and ownership.

M
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Source: Little Red Book, DT Finance, 2022;
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SEiEFEErI LAREIL 5K
TAIRFHFHEHR RN “Trikhm"
HIOTEEML MR RER “HHEEN"

With the seismic change brought by Covid-19 happening during their formative years, they will
continue to look to digital world for moments when | want no experience to be out of reach. But
will not cease to look to physical world for moments when | want vitality of “nearby”.

28
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MIA
FEFHEE - EXREHLERIEZE.

We might consider something if we can find a way to
convey a “Nintendo approach” to the metaverse that
many people can readily understand, but we do not think
that is the situation at the present time.

Shuntaro Furukawa, Representative Director and President 30
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XBRATAERINRE— “REiEE" l "IBEE" 28, BIIFEWE...

This is why before we rush to offer a “blueprint” or “roadmap”, we present you these questions...

RN RFERATEERESSRNmRSHES

Are you a right fit for today’s proto-metaverse?

M
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MIA

20NAIE

A FETmE RS E SR

INES “TTFEREATER" EHKE

g

A 2-faceted analysis to identify if your brand is a natural fit for using today’s
metaverse components in marketing

BirARfh%&

BEfrABFESEEHE, RER=MH?
HmRHSEERRRSR ?

Are they experience-driven or trend-conscious?

RFHRATERSUUBINGESTAMINEE DR ?

What are the occasions where metaverse components
can play a role (for the brand to engage)?

mhEEIELAZ

PR B A ARSI ek e 4EE R ELMNE ?
( BRfE vs. Ran/[EZ5 )

Are your products “virtuali-sable” through a sight-based or
hearing-based tech - if at all2

mhEE CEHBXENmE ARFTIRS| 7/t E
HEHRAESR~AHES ?
(FEFRIPGREE vs. (2iZHARNE )

Does your brand have a “treasure trove” of distinctive assets that
are “collect-worthy” to your community?

32
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Finding A Meaningful Foothold

NS ERER
ERAINOZ I T F EH I SERAT SRR EAF RPN R EEAIEREF?
How to leverage existing metaverse components and proto-metaverse platforms to
turbo-charge your marketing performance ?

M
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Framework for a kick-start in adopting metaverse components into your marketing practice

TTFHR S EE SR

EEHE

ERRATE

Rz FA B IE

AT,

HA Basic / 552 One-off

StHS
Brand Campaign

-

M

#13% Emerging / %22% One-off

AR L

New Product
Development & Launch

0 —

#HH Advanced / 1<% Long-term

tHEFX RIS

Community Experience

J

[ESRRtA SFARhREE
Reach & Engage

Penetrate the Gen Z and Gen Alpha
demographics who are appealed to metaverse

vision with a pioneering perception

MiRIg(E
Testing Ground

A new gateway to collect consumer
feedback before physical
manufacturing & incentive for purchase

FAlREIN “75”

Private Meta-domain
Enrich long-term immersive community
experience and content, fuel CRM
performance

J

AR

Proto-metaverse Platforms
N HFTE
Consumer Avatar
mhEEFEIA

Virtual Ambassador

.

HERNFTYE
Consumer Avatar
S AT
NFT/digital collectibles

RERBRTEE )
Proto-metaverse Platforms
HEENFTE
Consumer Avatar

aahBEIF A

Virtual Ambassador

£ ligtan

NFT /digital collectibles j
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About Us

McCann Worldgroup

McCann Worldgroup is the irrefutable leader in the business of c

employees, our core network includes a broad range of global practi

(advertising), MRM (social, digital, and relationship marketing), and gy and production).

MW Strategic Consultancy Suite & Advisory Services is MW's strategic’intelligence unit, with a mission to
g y y g g

create original research that unearths the macro-level truths dri\{‘in-g'people'é attittdes and behaviours

: , Y / V. 4
about life, brands, and marketing. ™ v/ M
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Contact Us

Consultancy Contact Media Contact

i M /‘.'-:"‘v
Q
—a/ N

Suzzane Zhang
Head of Planning, McCann Worldgroup China
VP, McCann Worldgroup Advisory Services, APAC

-Cormﬁ; ¢
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/-'/. 4

Email: , Enr I/
suzzane.zhang@mccann.com annie.yang@meccannwg.com
N
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