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1. What is the Metaverse

Overview (1/2)

Recently, the Metaverse has come under the spotlight across various industries. After Nvidia CEO Jensen Huang declared that “the

Metaverse is coming” in October 2020, the media at home and abroad have referred to the Metaverse as the next-generation internet.

However, the Metaverse is not an entirely new concept. Ever since the release of Second Life in 2003, various digital platforms have adopted

a Metaverse-oriented approach, and related research has proliferated. Due to the fact that the Metaverse lacked a clearly defined concept in

the early days and encompasses a wealth of technology and services, there are still ongoing discussions regarding its definition and

characteristics.

In this White Paper, we will define the Metaverse as follows: a virtual space existing independently of, or supplementary to, the physical

world, and which users can access as individuals with distinct personas to freely participate in social, economic, and cultural activities.

Based on this definition, we have utilized two axes, namely, “Freedom of Activity” and “Independence from Reality,” to create five categories.

Among Metaverses that have drawn attention are Fortnite, Roblox, and Zepeto, which are characterized by their high degree of Freedom

of Activity, and exhibit both independent and interactive relations to reality.

The recent rise of the Metaverse, which first emerged in the early 2000s, can be traced to 

technological advancements, changing consumer trends, and environmental factors. 

The Metaverse ecosystem requires not only companies that build platforms, but also 

infrastructure such as networks and clouds, interface technology such as VR and AR, and 

supporting technology such as AI and blockchains to maintain its socioeconomic system. 

The development of cutting-edge technology in the 2020s, the growth of the first digital 

native generation known as Gen Z, and accelerated digital activities due to the global 

COVID-19 pandemic have together ushered in the Metaverse era. 

3

M e t a v e r s e



1. What is the Metaverse

Overview (2/2)

Various business practices have been influenced by the commercialization of the internet and smartphone apps, and in the future, most

companies will utilize the Metaverse as a space for business. It is thus essential for companies to identify their positions, and develop

goals and strategies for success in the Metaverse era. Big Tech firms such as Google, Apple, and Facebook have focused on research and

development of VR and AR technology alongside commercialization of hardware, which they will utilize to build Metaverse platforms that

provide new user experiences. The greater immersion and higher degree of freedom enabled by advances in interface technology will

gradually encourage many companies to become tenants of the Metaverse, through which they will connect and communicate with

customers and consumers.

Companies preparing for the Metaverse must devise strategies to deal with the Paradox of Choice. While users can freely move and act

within a Metaverse, the vast number of options may make it challenging to identify and perform optimal tasks. In this case, the high degree

of Freedom of Activity can negatively impact user satisfaction, and worse, lead to user attrition. Metaverse platforms can prevent this

Paradox of Choice by providing customized guides for users to choose and perform optimal tasks.

TENTUPLAY is a solution that applies behavioral economics and AI to categorize user personas 

based on various behavioral data collected in a Metaverse, so as to support optimal 

exploration, communication, consumption, and creative activities. Already proven effective 

in increasing the user retention and profit conversion rates of games, TENTUPLAY shows 

promise as the backbone AI of future Metaverse platforms. With TENTUPLAY, users 

can find greater joy and benefits while engaging in activities within the Metaverse.
M e t a v e r s e
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1. What is the Metaverse
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Origin of the Term “Metaverse”

The Metaverse is a portmanteau consisting of the prefix “meta,” meaning transcending, and
“universe,” thus meaning a new universe that transcends reality.

This term was first used in Neal Stephenson’s 1992 novel Snow Crash. In the novel, the Metaverse
is described as a 3D virtual universe that users access by wearing goggles and earphones. Users,
via their avatars, can participate in socioeconomic activities such as construction and
advertisement. There were also areas where physical laws did not apply, which allowed for
activities impossible in real life.

Back in 1992, the concept was merely perceived as a fantastical idea. About a decade later in
2003, an online service inspired by the Metaverse in Snow Crash was released. It was none other
than Second Life. While Second Life enjoyed early success, issues such as technological limits,
difficulty of use, and the rise of social media including Myspace and Facebook led to an eventual
crash in popularity.

Recognized as a new industrial trend by the IT industry and media since 2020

1) The Metaverse: The New World of Gen Z

▲ A town hall meeting in Second Life
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Media Prediction of the Arrival of the Metaverse

On October 6, 2020, Nvidia’s CEO Jensen Huang announced
during his keynote speech for the GPU Technology
Conference (GTC) that “the Metaverse is coming.” Huang
described the Metaverse as a 3D virtual space in which
users, represented by their avatars, interact with software
agents.

In the first half of 2020, The Washington Post1 and Forbes2

had already predicted the rise of the Metaverse, pointing to
services such as Fortnite and Minecraft. Also, following
Huang’s speech, media organizations3 and investors began
to prepare for the coming age of the Metaverse.

1. The Washington Post(2020.4.18), ‘Silicon Valley is racing to build the next version of the Internet. Fortnite might get there first.’;  
2. Forbes(2020.7.5), ‘The Metaverse Is Coming And It’s A Very Big Deal’;  
3. The Economist(2020.10.3), ‘The Metaverse is coming’; WIRED(2021.1.2), ‘The Metaverse is coming’;  Chosun Ilbo(2021.3.10), ‘현실과가상의 경계가사라지는메타버스가온다‘;  

You have to have an avatar with a virtual identity. You can be everything 
from a rock star to a fashion model, and that’s one big draw of the 
Metaverse.    

(2021.1.27, ‘Roblox CEO Dave Baszucki believes users will create the metaverse')

The Metaverse is the next version of the internet. But instead of 
static webpages, it will thrust you into an immersive game-like world.

(2021.3.23, ‘Welcome To The 'Metaverse‘’)

The next version of the Internet is often described as the Metaverse(…). 
It will have its own economy, complete with jobs, shopping areas and media 
to consume. The Metaverse is inevitable.

(2020.4.18, ‘Silicon Valley is racing to build the next version of the Internet. 

Fortnite might get there first.')

Recognized as a new industrial trend by the IT industry and media since 2020 (Cont’d)

1) The Metaverse: The New World of Gen Z



1. What is the Metaverse

8

Metaverse Services With High Gen Z Participation

An online game platform that allows users 
to create and enjoy games

▪ 55% of Americans under 16 have a Roblox account

▪ Users spend 2.5 times the amount of time on Roblox than 
on YouTube

A social media platform where users make 
friends and socialize through their 3D avatars

▪ Teenagers account for 80% of the 200 million users as of February 
2021

▪ About 400,000 pieces of fan-made content were created in ten 
days following a virtual collaboration with Gucci

A survival shooting game that has recently 
evolved into a social and cultural platform

▪ 40% of Americans in the ages of 10–17 access Fortnite at least 
once a week

▪ BTS released their “Dynamite” music video choreography via 
Fortnite

A game platform where users can create their own 
worlds by stacking blocks

▪ Roughly 126 million monthly users, most of whom are teenagers or 
younger

▪ Certain schools, including UC Berkeley, have held student-organized 
graduation ceremonies in Minecraft

Recently trending metaverses take form of game-based virtual worlds that Gen Z users access through 
avatars

1) The Metaverse: The New World of Gen Z
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The Final Form of the Metaverse as Shown in Movies

Directed by Steven Spielberg, the 2018 film Ready Player One is set in 2045, and shows
an imagined final form of the Metaverse.

People, donned with goggles, gloves, and a special suit (bottom left image), can enter
a Metaverse known as “OASIS,” where their movements match their real-life
movements. There are also high-end rigs (center image) that allow safer and more
comfortable access to the Metaverse.

Some companies created work spaces in the Metaverse for employees to enter and
work in via access points installed on company grounds (bottom right image). Avatars
appear as holograms in the real world, enabling them to join business meetings with
actual people.

Currently, syncing physical movements between the two worlds and conveying
sensations are in the early stages of development. As such, discussions on their real-
world implementation and commercial availability are premature. While the final form
of the Metaverse shown in Ready Player One may not be possible in the near future, it
clearly hints at the vast potential of the Metaverse.

Recently trending metaverses take form of game-based virtual worlds that Gen Z users access through 
avatars (Cont’d)

▲ A Metaverse user 
equipped with goggles and gloves

▲ A shell-shaped access point
to the Metaverse

▲Workers working 
via the Metaverse

1) The Metaverse: The New World of Gen Z

▲ Friends gathered from the Metaverse 
as avatars
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Definitions of the Metaverse1

Since the 2000s, academia and organizations have offered many definitions of the Metaverse. Slight differences aside, they all point to a virtual
world characterized by avatars, socioeconomic activities, and interactions with the physical world. Various media organizations, Wikipedia, and
researchers tend to adopt the definition proposed by the nonprofit research group ASF2.

Defining Party Definition

Son et al.(2006) A virtual world where users participate in socioeconomic activities through their avatars

ASF(2006) A convergence of virtually-enhanced physical reality and physically persistent virtual space that is a fusion of both, while allowing users to experience it as either

Ryu  et al.(2007) A virtual reality that provides socioeconomic opportunities similar to real life

Seungeun Seo(2008) A 3D virtual space that allows socioeconomic activities while serving as a space and method actively engaged in mutual interaction with real life

Freitas(2009) An online virtual world in which users create avatars, and through such characters, can act freely without necessarily requiring purpose

IEEE(2014) A future iteration of the internet, made up of persistent, shared, 3D virtual spaces linked into a perceived virtual universe

Hai-Jew(2018) A computer generated virtual reality or environment

Korea Internet Corporations 
Association(2021)

A reality in which 1) I can exist and 2) is different from real life. That is, a space in which the me in said universe (avatar) can exist through interactions with a virtual wo
rld accessed via the internet

1. The definers and definitions have been summarized or quoted from their respective publications; 2. Acceleration Studies Foundation

Lack of clearly established conceptualization feeds ongoing discussions on the Metaverse’s characteristics 
and examples 

2) Definition and Categories of the Metaverse
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The Four Types of the Metaverse Characterized by ASF(2006)1

In the Metaverse Roadmap published in 2006, ASF utilized two axes (Augmentation-Simulation, External–Intimate) to divide the Metaverse into four
forms: Lifelogging, Augmented Reality, Mirror Worlds, and Virtual Worlds.

Lack of clearly established conceptualization feeds ongoing discussions on the Metaverse’s characteristics 
and examples (Cont’d)

2) Definition and Categories of the Metaverse

1. ‘Metaverse Roadmap Overview’   (http://www.metaverseroadmap.org/overview/)

Augmentation

Simulation

E
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Augmented Reality

Mirror Worlds

Lifelogging

Virtual Worlds 

▪ Layering content generated by computer graphics real life

▪ Ex) Pokemon Go, Universal Studio’s Jurassic Park, 
Ikea Plus,

▪ Creating digital spaces that are replications of spaces 
existing in real life, sometimes offering extra information

▪ ex) Google Earth, College campuses rebuilt in Minecraft
(UPenn, UC Berkley, etc) 

▪ Users recording, saving, and sharing daily logs online 
and communicating with other users 

▪ Ex) Facebook, Instagram, YouTube 

▪ Creating virtual spaces that do not exist in real life for 
users to perform activities in as avatars

▪ Ex) Second Life, Fortnite, Lineage, World of Warcraft
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Lack of clearly established conceptualization feeds ongoing discussions on the Metaverse’s characteristics 
and examples (Cont’d)

2) Definition and Categories of the Metaverse

The Seven Characteristics of the Metaverse 
by Matthew Ball (2021)1

① Persistent existence regardless of access by individual users

② Providing a synchronous and live environment

③ Infinite, simultaneous participation by users having individual 
existence

④ A fully functioning economic system that allows for the creation, 
commodification, and sale of value

⑤ An expansion of an experience that spans both the digital and 
physical worlds, and open and closed platforms

⑥ Interoperability of all applications and stores within the virtual world

⑦ The creation of value and operation by various contributors

The Three Characteristics of the Metaverse 
by Byungeun Park (2021) 2

① Deeply connected to events and people of the real world despite 
access through avatars

② Users create their own worlds and act freely instead of having to 
perform given missions

③ The existence of a virtual currency to support purchases and 
productive activities by users

2. ‘메타버스거대한기회와위협의 세계가동시에열렸다’
(https://fpost.co.kr/board/bbs/board.php?bo_table=fsp46&wr_id=3)

1. ‘The Metaverse: What It Is, Where to Find it, Who Will Build It, and Fortnite’
(https://www.matthewball.vc/all/themetaverse)

Characteristics of the Metaverse
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The Scope of Definitions of Metaverse Services

If we are to think of the Metaverse in the narrowest definition, the main services are Second Life (2003), Google Lively (2008), Roblox (2006), and Zepeto
(2018). While Roblox and Zepeto have recently gained popularity among Gen Z users, Second Life and Google Lively have been reduced in size or closed for
good.

If we are to think of the Metaverse in the broadest definition, it would include MMORPGs, social media services, AR and VR services. While they have rarely
been mentioned in wider discussions surrounding the Metaverse, services such as Facebook, YouTube, KakaoTalk, and Google Earth can all be seen as fitting
the criteria. Since broad definitions of the Metaverse include most online services, they can be ineffective when identifying certain trends or conducting
research.

Research surrounding the Metaverse has provided definitions, each from their own perspective, on the aforementioned spectrum. The ASF (2016) definition,
which is the most widely used, includes lifelogging as a type of Metaverse, and thus classifies Facebook and YouTube under Metaverse services.

The Metaverse can be defined narrowly as “a 3D virtual world that users access through avatars and act freely 
in” or broadly as “a digital space accessed by users” based on studies

2) Definition and Categories of the Metaverse

Narrowest Definition

Widest Definition

Avatar O X X O O O

Main Activity1 User’s Choice Lifelogging
Creation/consum

ption of videos
User’s Choice User’s Choice User’s Choice

Current Status Reduced activity Active Active Active Closed Active

O O O

User’s Choice
Game→

User’s Choice
User’s Choice

Active Active Active

〮〮〮

1. In the case of the Metaverse in the narrowest definition, the main activity is mostly free exploration and communication but different Metaverses focus on different activities and as time goes 
the range of activity expands and changes. Roblox focuses on user created games while Decentraland focuses on digital real estate.

2004

Facebook ZepetoGoogle Lively

20182008

Roblox

20062003

Second Life

2005

YouTube

2017

Minecraft

2011

Fortnite

2016

Decentraland
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The Characteristics of the Metaverse

Characteristics Description

▪ Designers are responsible for specifying the purpose of the Metaverse, and planning of the space, system, rules, etc.

▪ Up to now, IT/game companies have played key roles in Metaverse design

▪ Metaverse designers tend to utilize advanced technology such as VR, AR, and blockchains, so as to enhance efficiency and 

realness of Metaverse spaces and systems

▪ Individuals or companies who sign up for the Metaverse

▪ Depending on the Metaverse and user characteristics, Metaverse personas may be identical to actual users in the real world 

or be completely different

▪ Depending on the Metaverse, tenants may be visualized in 2D or 3D forms, and are generally referred to as “avatars”

▪ Activities that tenants can perform within the Metaverse

▪ Metaverse designers determine the scope of activities, which have shown a trend of encouraging profit-making through 

consumption and production

▪ Can be supplementary to the physical world i.e. an actual singer utilizing the Metaverse to hold a concert that the tenants can 

view, or be independent like an MMORPG

Metaverse Designer 
(Provider of Digital Space)

Metaverse Tenants

Metaverse Activities

This White Paper defines the Metaverse as follows: A virtual space existing independently of, or 
supplementary to, the physical world, and which users can access as individuals with distinct personas to 
freely participate in social, economic, and cultural activities

2) Definition and Categories of the Metaverse
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1. Freedom of activity can be increased in 2 ways, first by providing a wide variety of services (such as shopping, games, social media, etc all on one Metaverse), or increasing the freedom of tenants
(ex, allowing them to build or create spaces, events, or items); 2. The platforms which are currently being identified as "Metaverses" with strong Gen Z user bases (for explanations about Fortnite, 
Roblox, Zepeto, and Decentraland please refer to 2-2) Examples of Current Metaverses)

x-axis Independence From Reality:

A Metaverse that expands activities of the physical world (shopping, 
education, conferencing, etc.) is more dependent on reality, while one that 
allows for new activities (exploration of digital spaces, battling among 
characters) it is independent from reality

y-axis Freedom of Activity:

Metaverses with few, designated activities (conferencing, diagnosis, social 
networking) have low freedom of activity while Metaverses which allow for 
a wide array of services or allow for the users to widen their own range of 
activities can be said to have a high freedom of activity

z-axis
Immersion:

From being based in text, images, and video moving toward VR, AR, and 
3D, the more the Metaverse seems real the higher the immersion 
becomes

Metaverses can be divided into five types based on two axes of “independence from reality” and “freedom of 
activity” 

(A. Comprehensive Platforms; B. Emerging Metaverse Platforms; C. Digitization of Real-World Tasks; D. Social Media/Communication; E. Gaming/Entertainment)

2) Definition and Categories of the Metaverse

Independence From Reality

Fr
ee

d
o

m
 o

f 
A

ct
iv

ity

Low High

High
A. 
Comprehensive
Platforms

B. 
Emerging Metaverse Platforms2

C. Digitization of 
Real-World Tasks

D. Social Media/
Communication

E. Gaming/
Entertainment

Immersion VR, AR, 3D

Text, Image, Video

High

Categories of the Metaverses and Key Players
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Independence from Reality

F
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ity

A B 

C D E 

High

Immersion

High

HighLow
Independence 
from Reality

Fr
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do
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f A
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ity

Low

B 

C D E 

Immersion

A 

<Current Metaverses>

<The Metaverse of the Future>

✓ Example of increased closeness to reality: An avatar with the user’s 

exact measurements tries on clothes in the Metaverse shopping mall 

and, said clothes, when purchased, are delivered in real life

✓ Example of greater independence from reality: Traveling to medieval 

times, admiring life-sized dinosaurs, and exploring nature in its most 

pristine state within the Metaverse

Of the five categories, “B: Emerging Metaverse Platforms” is the closest to the final form of the Metaverse, 
and will continue to develop with increases in immersion, freedom of activity, and independence and 
connectivity to reality

2) Definition and Categories of the Metaverse

The Current Metaverse and Its Final Form

The concept of the Metaverse emerged in 1992, and was conceived as a service with the release of Second Life in 2003. More recently, the rise of 
Metaverse platforms such as Roblox, Fortnite, and Zepeto marked the start of the Metaverse’s move to its final form, as seen in Ready Player One.

In the future, the Metaverse will offer greater immersion following advancements in VR and AR technology. In addition, tenants can choose from a wider 
range of activities in the Metaverse. As for its relation to reality, the Metaverse will see an increase 
in both actions that supplement reality as well as those that are independent of and 
impossible in the physical world.
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2. Why the Metaverse Now

Technology that supports Metaverse designers in establishing and 
operating Metaverses in a user-friendly manner

Responsible for Metaverse establishment/operation through the 
internalization and outsourcing of infrastructure, interface, and system 
support technology 

Technology that enables tenants to act with greater utility within the 
Metaverse

Assists in facilitating communication and information exchange 
between users, stimulating production and consumption, and fair 
distribution of goods in relation to economic activities. 

Required technology for sustainable Metaverse operations

Users and companies active within the Metaverse. 

Companies are expanding participation to target the high number of 
Gen Z tenants

Required tech to enhance immersion

Release and widespread use of related hardware expected to be 
central in the competition to emerge as a key player of future 
Metaverses

18

The Metaverse Ecosystem

VR, AR, 3D Graphics, etc

Metaverse Platforms

Current Pioneers

Microsoft(Minecraft), Roblox, Epic Games(Fortnite), Naver Z(Zepeto)

Promising Companies

Facebook, Apple, Google, etc

Network Cloud Development Platforms/Tools

AI Blockchain

Amazon, Google, Microsoft, etc Nvidia, Google, Apple, Roblox, Unity, Epic Games, etcVerizon, AT&T, SoftBank, etc

Socioeconomic system support technology

Metaverse tenant users and tenant companies

Interface technology

Metaverse designers

Infrastructure Technology

1) The Metaverse Ecosystem

The Metaverse ecosystem is made up of not only designers and participants, but also infrastructure, next-
generation interfaces, system support, and related high-tech companies
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Changes in the Metaverse Ecosystem in the Past 20 Years

1. The years delineating generations differ by organization, this paper utilizes the Pew Research Center’s definition; 2. A portmanteau of producer and consumer

① Technological Advancements

③ Environmental Factors

② Changings Consumer Trends

Due to the global outbreak of COVID-19 in 2020, every realm of life has 

been rapidly digitized. Various attempts are being made to perform 

previously offline jobs in the Metaverse.

In the past 20 years, IT has improved 

exponentially. For example, network speeds 

have increased by 500 times from 3G (2MB/s) 

to 5G (1GB/s). 

Also, the proliferation of smartphones has 

allowed access to the internet everywhere. 

Although VR and AR technology are not as 

widespread, big tech corporations have jumped 

into the race to develop related technology and 

hardware. 

The use of AI and blockchain technology have 

also seen significant developments.

The aforementioned advancements enable the 

establishment and operation of the Metaverse, 

which is similar to reality but also a separate 

virtual space of its own.

While the main user base of Second Life who 

were active in the 2000s belonged to 

Generation X (born in 1965-1980), the main 

users of the Metaverse are Generation Z (born 

in 1996 or later)1.

Members of Gen Z are digital natives who have 

never experienced a life without smartphones 

or social media, meaning they are receptive to 

new technology. They are familiar with not only 

consuming content, but also participating in 

producing their own, expressing themselves 

and creating profit as prosumers2.

Seeing as how students have recently held 

graduations and other events in the Metaverse, 

we can expect Gen Z to utilize it as a central 

stage.

VR, AR, 3D Graphics, etc

Metaverse Platforms

Network Cloud Development Platforms/Tools

1) The Metaverse Ecosystem

Second Life, the representative Metaverse of the 2000s, failed despite early success; in the 2020s, future 
Metaverses will develop into sustainable forms due to ① technological advancements, ② changings 
consumer trends, and ③ environmental factors 

AI Blockchain
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Characteristics of Companies and Services

A
▪ Already provides a variety of services, but each operates individually and independently 

▪ Can be seen as falling under the broad definition of the Metaverse, but is currently not recognized

B

▪ Activities centered around free exploration and communication instead of being purpose-oriented

▪ Served as venue of real-life events such as concerts, election campaigns, graduation ceremonies, and 
commencement ceremonies

▪ Provides tools and systems for users to participate in creative activities, through which they derive profits

C
▪ Offline activities rapidly digitized following the global COVID-19 pandemic

▪ Ranges from simple digital transitions like video conferencing to cases applications that utilize 3D and VR 
technology

D
▪ Supports UCC and communication for the purpose of lifelogging or information exchange

▪ Users can each create a new, unique persona that fits their wants and needs

E
▪ Provides services for users to participate in and enjoy (usually online games including MMORPGs) in a 

virtual world independent from reality and having its own set of goals and rules

2) Example of Current Metaverses

Building upon technological advancements, changing consumer trends, and environmental factors, emerging 
Metaverse platforms have been designed for avatars to freely explore the virtual space and exercise creativity, 
and to derive profit from such activities

Independence from Reality

Fr
ee
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f A

ct
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ity

Low High

High A. 

C. D. E.

Immersion VR, AR, 3D

Text, Image, Videos

High

B. 

Characteristics of Emerging Metaverse Platforms

Some examples of emerging Metaverse platforms are Fortnite, Decentraland, Zepeto, Roblox, and Animal Crossing. Unlike existing social media and gaming
platforms, users can access the 3D space as avatars, and freely engage in various activities. While these emerging Metaverse platforms share some
similarities, they differ in terms of their world-view and primary services.
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Fortnite is an online TPS survival game released by Epic Games in 2017. It has drawn attention as the platform 
closest to and the most active in pursuing the Metaverse. It is characterized by social functions derived from 
Massively Multiplayer Online (MMO) games and cultural content that provides entertainment beyond gaming. 

Tim Sweeney, the CEO of Epic Games, stated in an interview that “the Metaverse is going to be some sort of real time 
3D social medium.” Fortnite actively supports social activities through Party Royale, a mode where users can freely 
interact with their friends. It also provides emotes as well as skins and accessories for avatars based off licensed 
characters from movies and animated works. Users can purchase these items to decorate their avatars, thereby 
expressing their individuality. The game is so engaging that it occupies 21% of free time of regular users.

Fortnite has not only focused on the social aspect, but also offers new user experiences by introducing cultural 
content enjoyed in real life. In 2019, the platform hosted a DJ Marshmellow concert, and in April 2020, a 15-minute 
Travis Scott concert attended by over 10 million. The profit raised by said concert is estimated to exceed USD 20 
million. The high number of users attending concerts where artists themselves are not present can be traced to the 
effects and events that are only possible in virtual spaces. Digital effects like a giant version of the artist breathing fire 
or flying in the air enhance immersion, while gaming items and emotes that can be won as prizes increase user 
satisfaction. In September 2020, the world-famous group BTS released a choreography music video of their single 
Dynamite on Fortnite, together with emotes for avatars to use and dance along. 

Also, in June 2020, Fortnite held an event called Movie Nite, during which users, through a giant screen in Party 
Royale, could watch Christopher Nolan movies from beginning to end in a virtual movie theater. 

As described above, Fortnite has been increasing content for users to enjoy diverse cultural experiences, thereby 
solidifying its position as no longer just a game but a Metaverse platform.

◀ A user who is using the Party 
Royale mode in Fortnite 

(Source: Epic Games)

◀ A screenshot of the Travis Scott
concert held in Party Royale.

Travis Scott’s avatar and effects 
was made large  enough to be 
seen anywhere in Party Royale 

(Source: Epic Games)

◀ Users watching a movie 
during the Movie Nite event 
in Party Royales

(Source: Epic Games)

2) Example of Current Metaverses

【Metaverse Example ①: Fortnite】

Evolved from a shooting game into a Metaverse platform with the integration of social activities and 
entertainment content
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Roblox is an online gaming platform and game production system developed by Roblox Corporation. Founded in 2004, Roblox Corporation released Roblox Studio, a tool that allows 
users to develop games without programming knowledge. Due to the convenience and ease-of-use of Roblox Studio, there are 1.27 million registered developers on Roblox, and over 50 
million games have been released. Users can sign up and create 3D avatars, choose a registered game in Roblox, and play the game through their avatars. 

Roblox does not have a clear distinction between users and developers, as the company derives profit from user-created content, similar to YouTube. This virtuous cycle gives it a 
competitive edge in terms of user/developer base. 

Users can utilize an in-game currency known as Robux to purchase items or enjoy pay-to-play games. To earn Robux by developing games or items, users must subscribe to a premium 
membership with a monthly subscription fee of USD 4.99 to 19.99. Users can exchange Robux for real-life currency. With 3D avatars performing in-game economic activities that are 
connected to real-world economic activities, Roblox meets the criteria as a Metaverse platform.

About 65% of American children aged 9–12 are Roblox users. The number of Roblox uses increased dramatically from 35 million in 2017 to over 150 million in 2020. Roblox generated a 
revenue of USD 950 million in 2020, an 111% increase from the previous year, and distributed USD 250 million to game developers. On March 10, 2021, Roblox Corporation was listed on 
the New York Stock Exchange. The company was valued at USD 3.93 billion as of April 6, 2021. 

▲ Images of popular Roblox games "Work at a Pizza Place" (left) and "Prison Life" (right) 
(3.1 billion plays and 1.8 billion plays as of April 6th, 2021)3

Roblox Revenue Roblox Users

Year Revenue Year Users

2017 $45 million 2017 35 million

2018 $335 million 2018 80 million

2019 $435 million 2019 100 million

2020 $920 million 2020 150 million

1. '42조원가치 '로블록스’… 게임 만들고친구와 즐겨’, Chosun Business(2021.3.22); 2. 'Roblox Revenue and Usage Statistics’, BusinessofApps(2021.3.16); 
3. The most popular game in Roblox is ‘Adopt Me!’ with 21.2 billion plays (Source: roblox.fandom.com) 

▲ The revenue and user numbers of Roblox from 2017 to 2020
(Sources: https://www.businessofapps.com/data/roblox-statistics/)

2) Example of Current Metaverses

【Metaverse Example ②: Roblox】

A Metaverse platform that users can access as 3D, Lego-like avatars to easily play and develop games
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Zepeto was released in 2018 by Naver Z, a subsidiary of Naver. Users can create avatars generated from selfies, and visit various 
spaces (maps) created within Zepeto. Avatars are personalized by purchasing items, and users can also create their own items and 
maps. Similar to existing social media services, a social feed is available for users to post photos and videos via their avatars. Many 
users have posted self-made music videos of their avatars dancing to songs. 

As of March 2021, Zepeto has over 200 million users, with more than 80% being Gen Z. Various industries, such as entertainment and 
high-end fashion, are active in Zepeto, hoping to create connections with and enhance brand recognition among Gen Z consumers.

As an example, Nike’s Zepeto sneaker item recorded about 5 million units in sales, and Unity Software opened a virtual exhibition titled 
“Unite Seoul 2020.” In November 2020, the Korea Tourism Organization recreated the Han River Park, which was chosen as the top 
Korean tourist attraction to visit through Zepeto. The virtual park attracted 260,000 users on the first day, and the map has had 4.9 
million visits by March 2021. Users can view the Namsan N Tower and the rainbow fountain of the Banpo Bridge, and take photos 
while riding a water taxi. 

▲ The Han River Park recreated in Zepeto
(Source: Korea Tourism Organization)

▲Unity's Unite Seoul 2020 Conference that was hosted 
on Zepeto (Source: MikkiPastel Studio's YouTube)

▲ Taking a selfie with a friend via Zepeto avatars
(Source: Zepeto official YouTube)

▲Motion capture of the girl group ITZY to create Zepeto avatars
(Source: Zepeto Official YouTube)

2) Example of Current Metaverses

【Metaverse Example ③: Zepeto】

A Metaverse platform where users can create self-resembling avatars and communicate with their friends 
while sharing photos and videos
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Decentraland began its development cycle in 2015. In August 2017, it received USD 26 million from 10,000 
investors within 35 seconds of starting their ICO, and was officially launched in February 2020. The famous 
cryptocurrency expert Barry Silbert described Decentraland as “Second Life + VR + crypto.” 

Users enter Decentraland as 3D avatars, through which they explore plazas and other sites, and communicate 
with other users while enjoying casino games and art viewing in the various spaces. Also, users can create 
their own space by constructing buildings on land purchased from the marketplace or opening social events. 
User-created spaces can be utilized for business, including games and advertisements, or leased/sold for 
profit. The Mana earned in Decentraland can be exchanged for dollars or other real-life currency according to 
exchange rate. As of March 28, 2021, 10 Mana is worth USD 9.8.

Unlike web domains, Decentraland’s land has location and physicality within the virtual reality of the Metaverse. 
As such, users with similar interests or hobbies can gather together and create communities. Similar to real 
life, land value increases in areas with a high floating population or well-equipped with facilities. On March 22, 
one user paid 300,000 Mana (roughly USD 280,000) for land in Decentraland.

Land in Decentraland is sold in units of “land,” where 1 land measures 16m X 16m, and the number of available 
units is a limited 90,601. The virtual currency Mana also has an issuance limit. Due to Mana being operated 
through a Decentralized Autonomous Organization (DAO), profits generated from user-created content are fully 
given to respective users. 

Decentraland hopes to more closely integrate their virtual economic system with real-life economy. In March 
2021, Decentraland hired a full time manager for their casinos, and the hired manager quit his real-world job as 
a bartender. The video game company Atari is collaborating with Decentraland to create a space where users 
can enjoy games, and the service is due for release in May 2021. There are also locations set aside for 
universities within Decentraland.

◀ A listing of land that has been listed to the
Decentraland marketplace. The green areas 
are publicly shared plazas that cannot be 
traded, the dark blue areas are business 
areas, the gray areas are roads, and the 
black squares are private areas that can 
buy or sell. 

The listing says the red square (-46, 77) is 
being send for 30,000 Mana. If you click the 
listing it is possible to view details of the 
area and explore it with an avatar.

There is a record that this land was 
previously sold on January 7th, 2021 for 
15,000 Mana.

(Source: Decentraland Marketplace)

▲ Decentraland’s Genesis Plaza (Source: Decentraland)

2) Example of Current Metaverses

【Metaverse Example ④: Decentraland】

A Metaverse platform where users can utilize a blockchain-based virtual currency called “Mana” for real 
estate transactions and business activities
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The Web, The App, and now The Metaverse

The internet, launched in the 1980s, and smartphone apps, which appeared in 2007 with the iPhone, are massively influencing all businesses regardless of 
domain. Business activities previously only possible in the physical world have expanded into e-commerce and mobile commerce, and other sectors such as 
finance, marketing, and education have all found new ways to stay connected with customers.

From the 2020s, the Metaverse will see an increase in user base and supported activities, making it an important space for business operations. In the case of 
apps, the duopoly of Google’s Android and Apple’s iOS is dominating the market, and many companies integrated and build their apps over the two platforms. 
Since the Metaverse is still in its beginning stage, it is impossible to determine which companies will rise and how the ecosystem will be actualized. 
Regardless, the companies that dominate Metaverse platforms will lead the Metaverse era, similar to the success of Google and Apple in the age of 
smartphone apps. 

Physical World 
(Reality)

World of the Web
(commercialization of the internet)

World of the Application
(commercialization of the smartphone)

Metaverse

Start Beginning of humanity 1980s 2007 (release of iPhone) 2000s (2003 release of Second Life)

Rise Always Constantly after mid 90s Constantly since the 2010s Expected in the 2020s

Central 
Corporations

Yahoo, Microsoft, Google, etc Google (Android), Apple (iOS) Currently expected to be game developers 

as seen by Fortnite and Roblox.

The possibility of big tech changing 

the ecosystem via commercialization 

of VR and AR, forming a hegemonic 

structure still remains

Many companies, which are operating digital services via the web and apps, will create a presence within the 
Metaverse to communicate with customers
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To Become a Designer or To Become a Tenant

Currently, the mobile app ecosystem shows a strong duopoly in OS between Android (72%) and iOS (27%). However, in the early stages of the app era, there 
was a wider variety of OS in competition. In 2010, Symbian accounted for 30% of the market, followed by iOS at 24%, Blackberry OS at 18%, Android at 14%, 
and Samsung at 4%. 

While it is still early to predict how the ecosystem of the Metaverse will develop, it may see multiple platforms initially, and then develop into an ecosystem 
dominated by two or three major players. This is because the Metaverse ecosystem has a strong network effect like the app ecosystem.

To prepare for the upcoming Metaverse era, companies must decide whether they will become platform designers or tenants of other Metaverses. 
Companies currently acting as designers include Fortnite, Roblox, and Zepeto, and big tech companies such as Google, Facebook, and Apple are expected to 
utilize their technological capacity and large user base to become Metaverse designers.

1. As of March 2021(Source: statcounter); 2. As of December 2010 (Source: statcounter); 3. The effect that larger user bases tend to bring in more users
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A 
✓Web portal companies 

such as Google

✓Has the business and 
technological capacity to 
be designers

✓Likely to design highly 
immersive Metaverses 
based on VR/AR tech that 
they are developing HW for

Likely Designers

✓Emerging Metaverses such 
as Fortnite 

✓Leading the current rise of the 
Metaverse while expanding 
business operations

✓Need to find tenant 
companies and services that 
will maximize use value for 
their users

✓Single-service business 
such as education, travel, 
and e-commerce

✓Need to develop 
strategies and content for 
Metaverses

✓More efficient to become 
tenants of large 
Metaverse platforms

✓Social media services such 
as Facebook and TikTok

✓Can attempt to design 
Metaverses based on their 
large user bases

✓Smaller companies may 
find it effective to be 
merged into a massive 
Metaverse 

✓Game developers

✓Can design a Metaverse by 
increasing freedom of 
activity

✓Becoming tenants of larger 
platforms may be efficient 
if lacking competitive edge 
over existing platforms

Leading Designers Recommended Tenants Can Choose Can Choose

A B C D E

Corporations need to identify the positioning of their digital services, develop goals for the new Metaverse era 
(designer or tenant), and devise entry/activity strategies
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Metaverse Design by Game Companies and Big Tech

Games such as Fortnite and Roblox, by giving their users 3D avatars and freedom of activity, have become front-runners in the field of Metaverse design. 
They support various activities supplementary to real life, and are establishing economic systems in virtual spaces. When the 2020 pandemic limited offline 
activities, these new Metaverses served as an alternative venue for events such as concerts and graduation ceremonies. Economic activities within these 
Metaverses have been increasing with users holding their own events or making new items for sale.

While Google, Apple, Facebook, and other big tech companies have yet to release Metaverse platforms, they are soon expected to do so using their 
technological capacities, capital, and user base.

Epic Games (Fortnite) Roblox Google Apple Facebook

Current
Positioning

Current  
Strength Frontrunners, Active participation of Gen Z Already owns multiple services for a metaverse they design, large preexisting user base

Future 
Orientation

Points
to Watch

▪ Can they increase their user base beyond Gen Z

▪ How will multiple designers of metaverses such as Fortnite, 

Roblox, Zepeto, Decentraland converge and coexist

▪ When and who will start the universalization of VR/AR gear to the level of smartphones

(Needs to not only offer immersion, but also comfort and affordability)

▪ How will they overcome the lead that frontrunning companies such as Epic Games, Roblox, etc

B 

C D E 

A A 

C D

B 

E C D E 

A B 

Creating a fiend which unifies their multiple services through VR/AR technologyIncreasing content supplemental to real life

1) Designers: Current Status and Future Prospects

ￜCurrent status of designersￜ While a few game developers are currently leading the design of Metaverses, 
big tech companies are focusing on developing related VR/AR technology and hardware for the purpose of 
Metaverse implementation

C D E 

A B B 

C D E 

A 
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The End Goal of Metaverse Design for Big Tech

Big Tech is preparing for the upcoming multiverse era by investing in new interface technology such as VR headsets and AR glasses. Similar to how Apple, by 
designing smartphones and OS, became a leader of the mobile ecosystem, Metaverse platforms with superior interface technology can gain a competitive 
edge in the market. The market for VR and AR hardware, respectively, is expected to grow from USD 1.3 billion and USD 1 billion to USD 45 billion and USD 130 
billion. These figures jump when considering the market for related software and content. 

The advent of the Metaverse in its final form will be determined by when and to what extent VR/AR is commercialized.

After VR/AR Technology Become Ubiquitous, Develop Technology, 
Construct Ecosystems, and Actualize the Final Form of the Metaverse

• Rise of the Metaverse as a place where once can work or spend 
their free time allowing the Metaverse to hold the same weight as 
the physical world, as shown in Ready Player One

• High levels of synchronicity between the movement and sensations 
of the avatars within the Metaverse and users in the physical realm

• New laws and policies to
prevent illegal activity/accidents
which could happen in the 
Metaverse  

• The socioeconomic systems of the
Metaverse having immense 
effects on real life

Increase Immersion via Popularization Of VR/AR

• Example: Google) Utilizing VR headsets to explore Google
Earth as a virtual space. Creating a virtual space to 
conference in Google Meet

• Example: Apple) Creating new user experiences by 
constructing content such as games and movies in VR/AR 

Provides Various Digital Services, Not 
Recognized As a Metaverse

• Lacks a location where all 
services are unified and available

• Users utilize services as their real 
life personas

To-Be (Short Term) To-Be (Long Term)

Independence from Reality
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B A 
Unify Separate Services in a Constructed Virtual Space Which 
Users Can Explore and Communicate In.  

• Instead of the current model of separate apps/websites for
individual services, create a unified virtual space

• Provide new content/services including user generated 
content

DC E 

A B 

1. ‘Big Ideas 2021’ (ARK INVEST), MR(Mixed Reality, a combination of AR and VR) is included within AR

1) Designers: Current Status and Future Prospects

ￜFuture prospects of designersￜ Big tech is expected to utilize VR/AR technology as a new interface and 
transfer/expand their user base to seize the hegemonic position of next-generation Metaverses, which have 
the potential to be as influential as the Internet and mobile platforms

29

As-Is
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Facebook has a Monthly Active User (MAU) count of about 2.7 billion based on 2020 statistics1. It is the largest social media company in the world, far ahead of its competition, when 
considering the MAU of Instagram (1 billion) and WhatsApp (2 billion). Facebook has continued to invest in VR in attempt to establish its position in the emerging VR market. With high 
sales figures of the Oculus Quest 2, released in October 2020, Facebook has started to focus on constructing a VR platform. The Oculus Quest 22 consists of a headset and handheld 
controllers, which are equipped with haptic feedback functionality to enhance immersion. While is the hardware is mainly compatible with apps and games, users can soon make avatars 
and communicate with their friends in the upcoming Metaverse platform named Horizon. 

Facebook is selling the Oculus Quest 2 at a much lower price than competing products because it aims to become a Metaverse platform designer. Facebook, Instagram, and WhatsApp 
boast large user bases, but being smartphone apps, they are dependent on platforms provided by Apple or Google (iOS or Android). With Apple and Google changing their privacy 
policies, Facebook is expected to see a sharp decline in ad revenue. 

If, in the future, Facebook can leverage its position in the VR platform market to become a Metaverse designer, it will be able to integrate its existing user base into the Metaverse. In doing 
so, it will rise to front-runner status of the Metaverse era—a future that the company is aiming for. 

▪ Users explore a VR world and communicate with 

others in the form of avatars via the Oculus Quest 2 

(in closed beta)

▪ Can communicate and play games with friends while 

physically apart, and participate in various creative 

activities, through which profits can be derived 

▪ Synced upper body movement between the user and 

avatar (avatar is shown as without lower body and 

moves by floating)

Horizon, Facebook’s New Social Media Based Metaverse

▪ A conceptual VR/AR-based 

office released by Facebook in 

Sept. 2020

▪ Designed for users to easily 

work anywhere and at any time 

▪ Can utilize a headset to view a 

screen while typing on a 

physical keyboard

Infinite Office, the VR/AR Office Space of the Future

1. Statista and media reports; 2. 1.1 million units as of April 2020 (Source: SuperData), similar numbers to iPhone sales when the iPhone was first released;  ※Image source: Official Oculus Website and YouTube

<Oculus Quest 2 user(left) his Horizon avatar(right)> <Working from home using Infinite Office>

1) Designers: Current Status and Future Prospects

<Ref> Facebook Is Attempting to Become a Metaverse Designer Via VR
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2) Tenants: Current Status and Future Prospects

ￜThe current status of tenantsￜ Given that Gen Z is the main user base of the current Metaverse, 
entertainment companies with a large Gen Z customer base and high-end fashion companies seeking to 
make connections with Gen Z were among the first to enter the Metaverse

Status of Entertainment and High-End Fashion Companies in the Metaverse

To more actively communicate with Gen Z, who constitutes a large percentage of their consumers, entertainment companies have been active on platforms 
such as Zepeto or Fortnite, modeling avatars after popular bands, and opening events such as concerts and meet-and-greets. Also, many high-end fashion 
brands have been releasing their products as accessories for avatars, thereby enhancing brand awareness among potential Gen Z consumers. 

Entertainment Industry High End Fashion Industry

YG HYBE(P.K.A. Big Hit Ent.) Gucci Valentino, Marc Jacobs

Platform
(Active Since) Zepeto (2020.06~) Fortnite (2020.09~) Zepeto (2021.02~) Animal Crossing: New Horizons(2020.05~)

Activities

▪ Released a dance performance of their 
new single via avatars of BLACKPINK

▪ Held a virtual meet and greet which over 
34 million users attended

▪ Premiered the choreography music video 
of Dynamite on Fortnite

▪ Released a Dynamite choreography 
emote

▪ Released over 60 cosmetic items based on 
their products including outfits and purses

▪ Allowed user to move to the Gucci Villa map 
to try on the items

▪ Allowed users to experience their 2020 S/S 
collection in-game

▪ Users had to visit the company’s online mall 
or social media to access the items

Results
▪ Video of the Zepeto dance performance 

of “Ice Cream” hit 100 million views
▪ Choreography music video of Dynamite 

records over 100 million views
▪ Increased brand value by allowing Gen Z consumers to experience a stylish and hip 

consumer experience

※ Image sources are from the Metaverse platforms (BLACKPINK on Zepeto, BTS from Epic Games), the company (Gucci), or the media (Chosun Ilbo’s image for Valentino on Animal Crossing New Horizons
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The Education Industry as Metaverse Tenants

Education is traditionally an offline industry. While internet lectures started gaining traction since the 2000s, they were mostly considered supplementary to 
offline education. However, in 2020, due to the COVID-19 pandemic, most educational institutions made the digital transition to online classes. 

Currently, the adoption of online classes is limited to the online delivery of classes exactly as they were offline. In the future Metaverse era, Metaversal
educational content that creates synergy with offline learning will emerge. The growth of the education industry will be propelled by the use of AI to provide 
personalized content for individual students and VR for hands-on learning experiences.

▪ Real time non-contact classes 
via services such as Zoom 

– At the level of users sharing 
their faces, voices, and lecture 
material
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▪ Building schools and lecture halls within 
preexisting Metaverse platforms and 
opening educational events

– UC Berkley created a model of their school 
in Minecraft and conducted a graduation 
ceremony in May, 2020

– U. of Pennsylvania are active on a 
Metaverse known 
as  Gather.town
where professors, 
TAs and students 
can communicate 
via avatars during 
office hours

A B

D EC 

▪ Can create content that is impossible to 
conduct in real life for subjects such as history 
or science

– Ex) Recreating ancient Rome within the VR 
Metaverse and experiencing the architecture, 
clothing, politics, war, etc of the era 

– Ex) Recreating extreme 
locations such as 
space or deep 
within the ocean 
for scientific 
education

A B

EC D

Why Metaverse Education?

✓ Interesting and realistic education

✓ It’s possible to collect more data about students in the 
Metaverse compared to offline classes

→Through analysis of this data, tailor made content
for the student can be made, increasing motivation

Metaverse Entry Strategy

✓ Creating immersive educational content using VR/AR

✓ Utilize gamification and edutech to increase students
involvement and activities

※ The darker the colors in the Metaverse map, the higher the level of immersion.

As-Is (Video Conferencing) As-Is (Early Level Metaverses) To-Be (Future Metaverse)

2) Tenants: Current Status and Future Prospects

ￜFuture prospects of tenantsￜ The education industry is expected to embrace the Metaverse to allow for 
more immersive online classes, not only increasing teaching and learning efficiency, but also delivering new 
experiences that were previously impossible and providing personalized content
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The Paradox of Choice Faced by Metaverse Users

The Metaverse is a platform that users access via avatars and freely engage in activities. Currently, e-commerce platforms are used for shopping, social 
media platforms for communication, and education platforms for learning. However, the Metaverse does not serve a single purpose. Metaverse users can 
enjoy the space itself, not unlike someone who is traveling to a new city or country, and choose from a vast number of activities.

While the variety of activities is a strength of the Metaverse, it can also be a weakness. Consumers tend to be less satisfied when presented with a high 
number of options, and may even give up choosing altogether. This is the proven theory of ”The Paradox of Choice” in behavioral economics. Similar to
tourists signing up for tours or asking their friends for recommendations, Metaverse users should be provided guidance so that they can make the most out 
of the available services. 

If Metaverse designers fail to provide optimal guidance, users may be overwhelmed in trying to identify what to do, and worse, leave the service.

1. A behavioral economic theory which has been proven via experimentation. When grocery shoppers were given 6 choices of samples 30% purchased the product whereas when shoppers were given 24 choices, only 3% purchased
the product. In similar experiments the results show that satisfaction increases when there are less options. The theory states that if a consumer is given too many options they either become overwhelmed trying to evaluate the 
optimal choice which lowers satisfaction or the consumer may give up altogether.
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Metaverse designers, even if the platform allows for N number of activities, must be 
able to recommend m number of activities. If all N number of activities are just given, 
the load of users wondering what activities they should do will increase, lowering 
satisfaction or in the worst case leading to users leaving the platform altogether.

As the optimal recommendations for every user will be different, Metaverse designers 
must both increase the maximum number of activities possible (N) while also 
increasing their ability to analyze and identify users to prevent the Paradox of Choice 
harming user satisfaction and retention. 

1) The Paradox of Choice Faced by Tenant Users

Unlike single-service platforms, the Metaverse offers a wealth of activities for users to choose from, leading 
to the Paradox of Choice →Metaverse designers should understand and provide guidance for their users

▲ Image Source: Pixabay ▲ Graph of the Paradox of Choice and the Resulting Metaverse Strategy
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Differences Between the Metaverse and the Current World

There are limits to collecting and analyzing data on consumer economics in the real world or through internet/app usage. It is often impossible to collect 
data when it comes to offline activities. While more data is offered online or by apps, users utilize different platforms in each step of the customer journey, 
thus preventing integrated analysis of individual experiences. 

However, the Metaverse supports a wide variety of activities, and all user data are recorded in time series. This allows for comprehensive analysis, and in 
turn, improves understanding of user behaviors.

Advocacy  RetentionDecisionConsiderationAwareness

Recommending the service
/product to other users

Identifying their satisfaction and 
continuing to utilize or purchase 

the service/product

Utilizing in the service 
or purchasing the product

Considering what a certain 
service/product is and if it will be 

beneficial to the consumer

Identifying the existence 
of a product/service

2) The Differences Between the Metaverse and the Real World

Since the Metaverse collects data across the customer journey, in-depth AI analytics grounded in behavioral 
economics can be employed to identify hidden needs and wants of customers

Data 

Collection

―――

User

Analysis

Physical World
Difficult Difficult Partially Possible Difficult Difficult

mostly unable to make tailor made offers based off data analysis

Internet/Apps
Partially Possible Partially Possible Possible Partially Possible Partially Possible

only partial and fragmented analysis is possible

Metaverse
Possible Possible Possible Possible Possible

possible to make tailor made offers to individual users
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Main Characteristics of TENTUPLAY and Expected Effects When Applied to the Metaverse

TENTUPLAY can analyze users via 
AI grounded in behavioral economics

Behavioral economics applied to AI 
to conduct in-depth analysis 

that goes beyond identification of patterns 
→ The more the data provided, as is 
possible with a Metaverse, the more 

effective the analysis becomes

TENTUPLAY can categorize users into 
28 detailed personas

Users categorized into persona groups 
based on learning style, resource use, 

communication, priorities, etc. in games 
→ Can be modified for use in the Metaverse

TENTUPLAY can identify the 
motivations and contexts of users’ 

actions, purchases, and attrition

Can analyze and help understand when and 
why a user performed certain actions 
→ Required for the Metaverse 

due to its high freedom of activity

TENTUPLAY can offer stores and 
strategic content personalized for 

individual users

Can provide continuous support and 
guidance for users so that they can find 

greater joy and benefits 
→ Can fill the role of a personalized and 

intelligent guide of the Metaverse

Solving the Metaverse’s Paradox of Choice

TENTUPLAY can automate steps 
① through ④, enabling more efficient 

Metaverse operations 

TENTUPLAY SDK can be easily installed to 
automatically collect and analyze data, 

and offer personalized stores and 
recommendations for users

TENTUPLAY can increase user retention, 
revenue conversion rates, and LTV 

Achieved increase in user retention by 10–90% 
and in-app purchases by 8% when applied to 

multiple games

TENTUPLAY can increase network effects, 
thereby contributing to higher Metaverse 

activity

Established users investing more time in the 
Metaverse will draw new users and companies to 

the Metaverse platform

3) TENTUPLAY as the Backbone AI of the Metaverse

TENTUPLAY utilizes user activity data to categorize user personas within the Metaverse, so as to support 
optimal exploration, communication, consumption, and creative activities → Extending usage time and range 
of activities

1 2 3 4

5 6 7
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