


is this seemingly endless enigma that everyone and their (soon to 
be virtual) dog are trying to get their head around. 

Truth be told, we don’t have all the answers yet. However, this idea of 
the next stage in the expansion of the digital revolution, and the sub-
sequent confluence of both modern and postmodern technologies, 
is getting marketers REALLY excited. 

Whilst the road ahead remains relatively foggy, a wide array of 
big brands are beginning to build their metaverse infrastructure 
through the well-established world of gaming and the development 
of NFTs (Non Fungible Tokens). Scratching the surface, recent activity 
includes: 

• Disney has appointed a new ‘metaverse leader’
• Gucci has been digitally dressing Gen Z in Roblox
• Balenciaga has brought high-end fashion to Fortnite
• Coca-Cola have been auctioning their own NFTs
• Nike has teamed up with RTFKT to produce virtual sneakers
• and Sotheby’s have opened their own virtual art gallery in   

De-centraland

Disney describe their upcoming metaverse activities as “next gen-
eration storytelling”, whilst Meta (previously Facebook) described 
their reason for rebranding as the “next chapter in social connec-
tion”. From these statements alone, it is abundantly clear to see why 
so many younger demographics are gravitating towards this rapidly 
evolving phenomenon, but more importantly, engaging with the 
brands who are already present. 

All this considered, there is one industry who have not been so quick 
off the mark: Banking. 
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After the 2008 Financial Crisis, rebuilding public trust has been a top 
priority for the banking industry. In recent years, they’ve been trying 
to keep up with digital transformation as challenger banks such as 
Revolut and Monzo continue to fight for market share. Alongside 
this, the emergence of Defi (Decentralized Finance) platforms 
threaten to completely change the foundations of the ‘centralized’ 
financial system. 

As Millennials flock towards Defi, with it’s more attractive APY’s 
helping to combat rising inflation concerns, and as challenger banks 
continue to capture the attention of younger audiences, I can’t help 
but feel like traditional banks are missing a trick. 

Brand loyalty is arguably the hardest brand asset to attain, but for 
banks it is crucial - not only due to the nature of their products, but 
because loyal customers are likely to spend more with a bank they 
trust and the retention of customers is generally less expensive than 
the acquisition of new customers. However, findings from Deloitte 
show that building loyalty among Gen Z and Millennials is becoming 
increasingly difficult as they have a much higher likelihood to switch 
from their primary bank:

Why banks are 
struggling to 
engage Younger 
Audiences

Moreover, a recent report produced by Brandwatch shows that the 
most significant reason customers stay loyal to their banks is “con-
venience”. This provides rationale for why challenger banks have 
been so successful: digital is becoming more and more convenient, 
especially for younger demographics. However, as we look towards 
the next stage in ‘digital convenience’, the metaverse presents a 
clear opportunity for traditional banks to reposition themselves in 
the realm of digitalization. 

How the Metaverse 
is Engaging Youths
Gen Z, Gen Alpha and Gen M are understood to be the generations 
that will benefit most from the metaverse. That said, they will be 
responsible for deciding which businesses make it in the metaverse, 
which is why brands from all different sectors are currently fighting 
for their attention. 

A study conducted by Obsess found that “nearly 75% of gen Z 
shoppers have purchased a digital item within a videogame and 
that 60% of these young shoppers think that brands should sell their 
products on metaverse platforms”. 

The study also states that “the majority of consumers who shop in 
a 3D virtual store find it highly engaging: Among respondents who 
had previously shopped online in a virtual store, 60% indicated that 
they are likely to do so again, including 54% of Gen Zers, 68% of 
millennials and 67% of Gen Xers”.

That said, it is important to acknowledge that these levels of 
engagement, are not sector specific. In an article published by 
Forbes, David Kleinman (Managing Director of Giantstep) parallels 
this point:

“ ”
No matter what the ‘brand’ is, 
the intent is clear: instill brand 
loyalty through real-world AND 
virtual engagements.

Source: Deloitte



Arguably, virtual engagement is already a fundamental practice of 
modern businesses; throughout the progression of Web 2.0 we have 
seen engagement become a crucial element for brands, marketers 
and influencers to actively adopt and maintain across their social 
platforms. For banks, it is important to recognize that engagement 
(the forming and nurturing of long-term relationships) is a crucial 
part of rebuilding brand trust and brand loyalty (Aaker 1991). 

How Banks can 
Monetize the 
Metaverse
For the most part, I am in agreement with Ron Shelvin (Chief 
Research Officer at Cornerstone Advisors) when he suggested that 
“bank branches in the metaverse are a silly idea”, as I too feel they 
are rendered almost entirely pointless from a fundamental use 
perspective. That said, I can see banks using their digital plots more 
creatively to entice younger audiences; for example, JP Morgan’s 
implementation of a virtual tiger in their recently developed 
metaverse lounge (we will come back to this later). 

Instead, Shelvin points towards the rapidly expanding market of 
virtual real estate as a key area of opportunity for banks. To expand 
on this, blockchain-based metaverses are independent worlds/
economies, and the ‘land’ assets in these metaverses are conceived 
as virtual real estate. 

According to a report produced by Republic Realm, the average 
price of a parcel of land doubled within a timeframe of 6-months 
in 2021. The average price across the four “Pioneer Metaverses” 
(Decentraland, The Sandbox, Cryptovoxels and Somniun Space) went 
from $6,000 in June to $12,000 by December. These price hikes are 
said to be due to a culmination of ‘The Meta Effect’ and perceived 
‘land scarcity’. Following Facebook’s rebranding announcement in 
late October 2021, which amassed a huge amount of awareness for 
the metaverse space, subsequently lead to an immediate increase in 
the volume of virtual real estate sales. Moreover, price hikes were 
also driven by perceived ‘land scarcity’, which is caused by each 
metaverse having a fixed number of land parcels which are outlined 
in their respective whitepapers. 

This considered, real estate in the metaverse is already proving to 
be an costly asset to obtain, with one fan already paying £340,500 
to become Snoop Dogg’s neighbour. Therefore, Shelvin highlights 
an evident opportunity for banks to take a more active role in 
financing the building of the metaverse, by leveraging their lending 
capabilities. 

Source: Forbes

“ 
”

Much like early movers into the 
metaverse are trying to estbalish 
their ‘metaverse brand’, early lenders 
will be able to establish themsevles 
as ‘metaverse lenders’.



I feel like we can’t speak about the metaverse without mentioning 
the experience economy. Firstly, let’s look at “The Progression of 
Economic Value”:

Experience
Economy 

For years, businesses have succeeded in the first three stages of 
economic value, extracting raw materials (commodities), then 
turning them into products (goods), before being delivered to the 
consumer (services). However, in recent years the staging of unique 
‘experiences’ has become just as (if not more) important. Where a 
‘service’ aims to be efficient, an ‘experience’ aims to be memorable; 
thus, driving further perceived value and market differentiation by 
resonating with consumers hedonic needs.

That said, consumption of experience is said to be far more 
important than the consumption of utilitarian goods in 
hypermodern society (Rendtdorff 2018), a statement that certainly 
supports the success of the metaverse. In fact, this is why brands 
are paying it so much attention. The metaverse opens up new 
opportunities for brands to transform their customer experience

enable consumers to co-create with their favourite brands and offer 
new ways to personalize the customer’s brand journey. 

Unsurprisingly, the financial services sector was late in entering 
this young economy, and that is understandable as their products 
and services aren’t directly geared towards providing memorable 
experiences. However, in the EFMA Infosys Finacle Innovation in 
Retail Banking Study, we can see that when members were asked 
about where they would be increasing investments during 2021, 78% 
named customer experience as a top priority. 

Moreover, research submitted by SuperOffice details three primary 
reasons why businesses invest in customer experience: 

All this considered, let us go back to brand loyalty, with a quote 
from Erin Hutchinson (Global Chief Marketing and Communications 
officer at Merkle):

“ ”
Loyalty is powered by emotion. 
Consumers want more than just 
convenience; they want immersive and 
engaging experiences that allow them to 
form meaningful emotional connections 
based on share values

Source: Forbes

Source: SuperOffice



Experience is a key factor in generating brand loyalty, improving 
customer retention, bettering customer satisfaction and building 
on cross-selling/up-selling opportunities. Now, what better way 
for banks to create an “immersive” and “engaging” experience for 
younger audiences than in the metaverse? 

Follow the Leader 
(J.P. Morgan)
The first bank making waves in the metaverse is J.P. Morgan, 
with the recent grand opening of their “Onyx Lounge” located in 
Decentraland; of which visitors are greeted by a virtual tiger and a 
portrait of the bank’s CEO, Jamie Dimon. The name is derived from 
the company’s blockchain-based platform Onyx, which was formed 
in 2020 to service the “exchange of value, information and digital 
assets”.

J.P. Morgan Chase’s recent shift towards blockchain has come as a 
surprise to many. This is because in 2017, Jamie Dimon seemed to be 
rather ‘anti-crypto’, even stating that “Bitcoin is a fraud. It’s just not a 
real thing. Eventually it will be closed”. 

That said, in a recent interview, Christine Moy (Global Head of Liink, 
Crypto and the Metaverse at Onyx) suggests there has been a total 
shift in attitude:

“ ”
Now we are focused on 
driving value externally by 
providing infrastructure”

Source: Bloomberg

This change in attitude was confirmed by the publication of J.P. 
Morgan’s “Opportunities in the metaverse” report, whereby they 
estimate the metaverse as a $1 trillion opportunity. They also 
highlight that $54 billion is spent on virtual goods per annum, the 
current market capitalization of the NFT market is $41 billion and 
there have been 200 strategic partnerships with The Sandbox. If you 
are yet to read the report, I highly recommend it. 

All this considered, I think J.P. Morgan is a prime example of how 
banks should be utilizing this space. Not only are they capitalizing on 
the experiential element of the metaverse, but they are also adding 
value to the metaverse (and those who inhabit it) by playing an 
integral part in building its infrastructure. The only question now is: 
what bank will be next to join them?
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