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LEADING LUXURY
CONSULTING FIRM
We are the pure player in Luxury Consulting, launched in 2009.
We are a multicultural team of 50 consultants, based in Paris and Shanghai.
We exist to enable the Luxury ‘Maisons’ and people
to shine to their full potential in the Client Age.

OUR 3 PRACTICES

S T R AT E G Y

T A L E N T

ACADEMY
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Strategy Consulting

Executive Search

Transformation Learning
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EXECUTIVE

SUMMARY
2022 marks the beginning of the adoption
curve for Web3, which could have 1 billion users within the next 8 years, as
could Metaverses. Technology may not be
the driving force of the Luxury product sector, which is primarily propelled by creation,
yet all our clients are asking themselves
which approach they should adopt: waitand-see? Pioneer? Opportunist?
The tech world has certainly struck a
chord with the Luxury sector, heralding
the advent of ownership, scarcity and
social status in the digital sphere via
NFTs.
Venturing into Web3, however, implies
doing so with awareness and the principle of protection is essential. It’s
about protecting the brand from a legal point of view, but also by controlling
the experience of selling NFTs. To protect the client, the cybersecurity of the
Web3 environment must be secured. To
protect the planet, Luxury has a role to
play in supporting the energy transition of
blockchains. Finally, on a political level,
the decentralisation of data management
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permitted by these technologies responds
to the issue of protecting society in the
face of GAMAM dominance.
Specifically, NFTs present 2 major opportunities for Luxury.
The first is the strengthening of the
CRM/Clienteling tool. Getting NFTs into
the wallets of clients and followers for
good allows the ‘Maisons’ who don’t sell
directly to their clients to create a direct
relationship with them. For all of those involved, it’s an opportunity to cut out the
middlemen, simplify the management of
brand access rights, stay in touch with
successive owners, create and nurture
communities, offer traceable and transparent sourcing, and combat counterfeiting
by guaranteeing product authenticity.
The second opportunity corresponds
to the digital objects market – yet to
be invented, and estimated at €50 billion. Are the current actors of the Luxury
product sector in a position to pre-empt
it? The value of craftsmanship is central
to the Luxury product sector, and creativity is not expressed under the same
constraints as in the digital world (the
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EXECUTIVE

SUMMARY
drape of a fabric, the ageing of a leather,
the performance of a unique engine). The
creativity of the digital world already exists
in video games, for example, but the talents involved are not the same. A brilliant
artistic director in Fashion may impress
on Instagram, but does that necessarily
make them a genius in digital creation?
Talents are the beating heart of the Luxury
sector, so if the talents required are different in Web3 and Metaverses, today’s key
players may not be those of the future.
In contrast to NFTs, Metaverse technology is still in its infancy, despite
being the next natural stage in the digital Client Experience. Technologies
that overlay the digital on the real world
have not yet progressed beyond gimmick
phase. Moreover, the standalone Web3
digital worlds available for Luxury in 2022
will probably be transformed or superseded within 3 years. Finally, Metaverses
will take a particular form in China, built
by Chinese tech giants and controlled by
the government. Nevertheless, Metaverses
already invite to imagine 3 powerful uses:
the reinvention of e-commerce, the am-
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plification of physical stores, and gamified 3D communication experiences that
effectively foster a sense of belonging to
a brand.
The cultural ecosystem of Luxury also
has good reason to seriously investigate
Web3 and Metaverses.
In 2022, the organisational challenge
for Luxury is the cultural adaptation
of their teams to the new world, both
to avoid a dissonance with the creative
standards set by video games, and to
avoid creating an internal ‘Web3 and Metaverses’ silo that is disconnected from
the organisation’s other teams. While the
paradigm of omnichannel approaches is
yet to be adopted by all Luxury ‘Maisons’,
Web3 and Metaverses are already outlining the next world to explore.

Many thanks to Luxury Web3 leader
for its technical expertise in our
ongoing conversations.
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INTRODUCTION
WHEN LUXURY
FACES DIGITAL:

SAY YES TO PRAGMATISM
WHEN THE LUXURY SECTOR OPERATES
IN THE DIGITAL LANDSCAPE, THE ADVICE
AND LESSONS COME POURING IN.
Yet Luxury company leaders are characterised by a
two-fold approach that might well serve as a compass
in the media deluge surrounding Web3 and Metaverses: “shoot for the stars but keep your feet on
the ground.”
In other words, dream big to imagine the possibilities
Web3 and Metaverses offer up, while drawing on the
same pragmatism that once allowed Luxury to foresee that Web 2.0 would have a profound impact on
the sector, but would not, in fact, sweep away all the
founding pillars at the heart of the Luxury business
model.
In this respect, you’ll find no tech scaremongering
here, nor will you see us whipping up any false sense
of urgency, although naturally, presenting an initiative
labelled ‘Web3’ or ‘Metaverse’ at the moment enables
you to benefit from the hype!
Instead, the following pages offer an analysis of the
concrete opportunities and pitfalls of the technological tools available, alongside a forecast for the next five
years, in an ever-shifting landscape.
All with a single goal in mind:

TO FACILITATE THE STRATEGIC
DECISIONS REQUIRED IN 2022.
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1.

WEB3 AND METAVERSES:
A THREE-HEADED MONSTER
From the outset, we should note that the
synchronous appearance of Web3 and
Metaverse technologies goes a long way to
explaining why this topic is so complex.
Luxury brands can indeed tap into Web3
without getting involved in Metaverses,
or experiment with Metaverses without
touching on Web3. A brand might also
launch initiatives that combine both Web3
and Metaverses.

WEB3
WEB3
METAVERSES

WEB 2.0
METAVERSES

To tame this ‘three-headed monster’, let’s
start by taking a closer look at what
exactly Web3 and Metaverses are.
Here’s a straightforward formula that
crops up again and again:

Web 1.0: READ-ONLY
Web 2.0: READ-WRITE
WEB3: READ-WRITE-OWN
Web3 is tantamount to the emergence of possession and, consequently, of scarcity in the digital
world, a knock-on effect of the way in
which blockchains (Bitcoin, Ethereum,
Polygon, Flow, Solana, etc) are decentralised and encrypted.
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Decentralisation:
THIS TERM LIES AT THE HEART OF EVERYTHING
WEB3 STANDS FOR –
IT’S NO COINCIDENCE THAT ONE OF THE LEADING
METAVERSES IS CALLED DECENTRALAND.
Proponents of Web3 decry the centralised nature
of online platforms run by a handful of multinationals,
with the GAMAM leading the way. To Web3 supporters,
decentralising the web means...
...sharing the database on users’ and independent participants’
servers, ensuring all involved become guardians of its integrity
...and, in so doing, cutting out the intermediaries,
aka the big tech companies
...thereby returning power to Internet users in the broadest
sense of the term, i.e. end clients and brands alike.

“Web3 is a battle
for our digital life.”
Pierre-Nicolas Hurstel, CEO, Arianee

ULTIMATELY,
the number-one defining characteristic of
any Web3 initiative is the connection to
the experience using an online wallet. The
wallet is a digital safe used to hold all your
digital possessions (and maybe one day
your ID documents and digital euros, too).
Your wallet is stored on the blockchain and
is independent of the platform being explored. New applications are used to access it (Metamask, Arianee, Rainbow, Trust
Wallet, and even brands’ own applications,
designed to make the user experience more
seamless).
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THE DEFINITION OF
A METAVERSE IS
MORE NEBULOUS.
In simple terms, a Metaverse refers to immersive technology, somewhere between
video games, AR/VR and 5G, which covers
a huge range of possibilities, to say the
least!
A Metaverse can refer to a standalone digital world or a digital overlay on the real
world; a standalone digital world can be accessed both via a good old-fashioned 2D
screen, or a 3D device; and a Metaverse
can be Web 2.0 (Fortnite, Roblox, etc), or
Web3 (Decentraland, The Sandbox, etc).
In symbolic terms, the word ‘Metaverse’ has
come to refer to the next age in the digital Client Experience. Just as the iPhone
once swept the board thanks to the superior
sensory experience it offered its users, we
instinctively sense that – as foreshadowed
by iconic sci-fi films such as The Matrix and
Ready Player One – 3D, full immersion, the
feeling of presence of others, and organic
browsing are on their way.

METAVERSES ARE THE NEXT
NATURAL, INESCAPABLE STEP,
THE ONLY QUESTION IS WHEN,
EXACTLY, WILL THEY BE
ADOPTED ON A MASS SCALE?
THIS WILL VERY MUCH DEPEND
ON HOW THEY ARE EXECUTED.
Finally, in the context of Luxury, Metaverses play into the digital status quo.
To date, digital has proven incapable of
creating a truly mesmerizing Client Experience – between Instagram’s one-size-fitsall grid, and online stores that offer little more
than seamless browsing through product
catalogues.
Now that the introductions are done, it’s time
to tackle the burning question: where are
we on the adoption curve for Web3 and
Metaverses?
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AT THE START OF THE
ADOPTION CURVE,

2.

A CLIENT BASE THAT
BODES WELL FOR LUXURY

The following graph provides an interesting parallel,
by comparing the adoption rate of cryptocurrencies
with that of the Internet. Because the adoption curves
for Web3 tools and for cryptocurrencies should follow
each other, 2022 roughly corresponds to 1998...

AND WEB3 COULD BOAST A BILLION
USERS WITHIN THE NEXT 8 YEARS.
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For Metaverses, the timeline is more or less the same.
Take a look at Mark Zuckerberg’s predictions when announcing Meta:

“Our hope is that
within the next decade,
the Metaverse will
reach a billion people.”
Mark Zuckerberg

However, it should be noted that although both lines end at a similar point,
they start off in significantly different places:

/ 350 million

number of Fortnite players (Web 2.0 Metaverse)

/ 30 million

current number of wallets (Web3)

/ 500,000

number of monthly Decentraland users (Web3 Metaverse)

The Web3 community is thus still relatively small and characterised
by crypto natives and professionals from a range of different
industries looking to test the tool.
...But, whether in terms of Web3 or Metaverses,
the landscape is clearly a fertile one for the Luxury sector:
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11%

of Ultra-HNWIs have
already invested in NFTs

50 000
wallets contain over 100 ethers
(> €100,000 according to June prices)

The Gucci Vault server on Discord gained

28 000

20%

new members in 2 days

45%

of Roblox players
update their avatar daily

of gamers are women
(roughly the opposite of Instagram and TikTok)
In the United States,

the wealthier the user,
the more eager
they are
to have the chance to try out an AR/VR headset

ULTIMATELY, AS THE ADOPTION CURVE TAKES OFF,
THE LUXURY SECTOR NEEDS TO START EMBRACING
WEB3 AND METAVERSES.
13
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3.

A FOUR-FOLD PROTECTION:
PLANET/SOCIETY/CLIENT/BRAND
Because Luxury embodies a set of values, there’s
one key principle to bear in mind when making a first
foray in this new world: Luxury must make protection
a priority, particularly when it comes to Web3.

PROTECTING
THE PLANET
As the Ethereum blockchain generated
as much CO2 as Singapore in 2021...
... Luxury has a responsibility to support
blockchains in transitioning over towards
more energy-efficient systems (for example,
shifting from a proof of work to a proof of stake
system).
Some have been quick to spring into action:
the V2 of the Ethereum mainnet uses less
energy and is currently in development.

PROTECTING
THE CLIENT
Web3 can sometimes be
a predatory environment...
...and Luxury brands need to
make sure that the launch
of an NFT collection won’t be
hijacked by those seeking to
attack their clients.

PROTECTING
THE BRAND
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...BY MOBILISING
THE LEGAL DEPARTMENT

...BY KEEPING CONTROL
OVER THE CLIENT EXPERIENCE

In February, OpenSea – the leading NFT
marketplace – announced that 80% of files
created were copies, counterfeits or spam.
And let’s not forget the ‘MetaBirkin’
case, either.

Let’s take two examples:

While we wait for the authorities to complete
Web 2.0 legislation, Luxury companies must
protect their brands at the very least.

/ Does it feel ‘Luxury’ to be able to resell
access rights to a brand
(such as an invite to a fashion show)?

/ Does it feel ‘Luxury’ to sell NFTs on an
external platform, when one could create
their own platform?
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BLOCKCHAINS
THEMSELVES ARE AN
OPPORTUNITY FOR

PROTECTING
SOCIETY
At a time when keeping control over the supply chain is increasingly
complex beyond first-tier suppliers, with the risk of condoning
unacceptable working conditions or animal abuse...
...the blockchain offers Luxury brands the ability to ensure
traceability and transparency for clients seeking it.
Now that we’ve covered how crucial the protection aspect is,
let’s take a closer look at the first tool available to the Luxury sector: NFTs!

Gucci Vault’s inspiring ‘educational’ approach
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4.

NFTS, AKA CRM/

CLIENTELING WITHOUT BORDERS
‘Owning a unique digital object’
is synonymous with ‘owning an NFT’.

THERE ARE 3 TYPES OF NFTs
ISSUED BY LUXURY BRANDS:

1.
2.
3.

An NFT generated when a client
buys a physical product from the
brand, aka the item’s ‘digital twin’.
An NFT obtained by ‘socializing’
with the brand: by attending one of
the brand’s events (physical or digital), or by becoming a member of a
programme or a community created
by the brand.
An NFT purchased as a digital
creation in its own right: this might
be an artwork, a PFP (profile picture),
a digital outfit, etc.

THEREFORE, OWNING AN NFT FROM A
BRAND IS A MARKER, A SIGN THAT YOU
BELONG TO THE BRAND’S COMMUNITY.
Depending on the NFTs issued by the brand, this
community may be limited to clients who are also
active buyers, or might also include non-buyer ‘fans’.
The stakes here are clear: to rethink the CRM/
Clienteling approach in light of the NFT age!
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BUT WHAT EXACTLY DO NFTs
BRING TO THE TABLE
IN TERMS OF MANAGING
THE CLIENT BASE?
Firstly, for Luxury players
operating a primarily

WHOLESALE

model – Wines & Spirits, Beauty,
Watchmaking, Cars... – this is an
unprecedented opportunity to
connect with end clients by getting
NFTs into their wallets for good.

In the context of

SECOND-HAND

purchases, the possibility for the
brand to connect with successive
owners – a revolutionary opportunity,
provided you make sure an owner
cannot sell their physical product
without the NFT that contains the
access rights to the brand...
Take Breitling: it became the first Luxury
watchmaker to pair each of its watches
with its own NFT ‘digital passport’.

Regarding Instagram

FOLLOWERS

for example, the prospect to place
NFTs into their wallets in order to
interact with them freely, without
having to deal with the ‘taxes’
and algorithm changes imposed
by the platforms.

The ability to

TARGET

specific NFT owners:
for instance, those who attended Paris
Fashion Week.

The possibility for clients

TO CONNECT

with one another, and go on
to form a community.

...AND ALL THIS BEFORE THE CLIENT
HAS EVEN DECIDED WHETHER THEY WANT
TO SHARE THEIR PERSONAL DATA YET.
.
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IN ADDITION TO DATABASE MANAGEMENT,
NFTs OFFER 2 NOTEWORTHY BENEFITS:

1.

Firstly, certificates of authenticity: probably
one of the most powerful tools ever created
to combat the counterfeiting that affects
the Luxury sector. If you systematically link
each physical product sold to an NFT, there’s
nowhere for the fakes to hide!

2.

Secondly, an easier management of brand
access rights.
How? Because the number and types of
NFTs you have in your wallet reflect the
depth of your relationship with the brand,
and whether or not you might be entitled
to a drop invite, a trunk show preview, etc.

IN SHORT, WELCOME TO TECH THAT CREATES
TANGIBLE VALUE AND THAT EXISTS
RIGHT HERE, RIGHT NOW!

A private party held in Los Angeles
for Gucci Grail NFTs owners
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5.

€50 BILLION IN
PRODUCT DIVERSIFICATION...
FOR THOSE WHO WILL SUCCEED
NFTs offer Luxury brands even more than a reinvention of CRM/Clienteling: they allow for product diversification via the third category of NFTs described
earlier: ‘digital creation’.
In November, Morgan Stanley estimated that NFTs and
collaborations with the video game industry could
potentially generate €50 billion for Luxury in 2030,
i.e. 10% of the Luxury goods market.

50 billion

is roughly equivalent to the
Home market in 2021, and more
than twice the Jewellery market.
It’s a market opportunity that is available
to both Web3/Metaverse natives and
existing brands alike.
Let’s note that for existing brands,
generating an extra 10% in sales,
even with high EBIT, represents an
additional growth driver, rather than
a revolutionary new business model.

But what is that product
diversification, concretely?
The first thing that springs to mind is kitting out
Metaverse avatars – clothes, accessories, jewellery,
watches, make-up, or even visual representations of
fragrances or skincare, items that could be digital twins
of existing products as well as purely digital creations.
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In 2022,

because Web3 Metaverses currently offer
low-quality graphics, customising avatars
mostly takes place in Web 2.0 Metaverses,
such as Honor of Kings. Rather than NFTs,
avatars are personalised with skins that the
buyer cannot ‘extract’ and add to their wallet.

Burberry skins – Honor of Kings

Balenciaga skins – Fortnite

By 2030,

that product diversification is a category to invent.
From selling art films, to selling tables for virtual offices,
anything goes as long as the perceived value follows suit!
This raises another question: how can we tell when a digital
Luxury item has value?
From a brand perspective, the financial value is
straightforward: the expectation of a high gross margin,
and very lucrative ‘smart contracts’ that generate royalties each
time an NFT is resold!

NFT
SALE

NFT
RESALE

ROYALTIES PAID
TO THE BRAND

€
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NFT
RESALE

...

ROYALTIES PAID
TO THE BRAND

€
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FROM A CLIENT’S PERSPECTIVE,
VALUE IS BASED ON AT LEAST
THREE KEY ATTRIBUTES:
1.THE REINFORCEMENT
OF SOCIAL STATUS:
Reminiscent of Andy Warhol’s silkscreen
prints, the Bored Apes phenomenon and
the way its mind-blowing valuation has dominated the Web3 debate is well worth a
mention here. As Marcel Duchamp’s Fountain once proved, the value of what is perceived as ‘contemporary art’ can’t always be
explained.

Decentraland

However, these ‘art NFTs’ are a hard-hitting sign that the concept of flaunting social status is already alive and kicking in
the digital world, even if it’s just in terms
of profile pictures... and wherever there is
social status, there can be Luxury! There is a
simple test: if users of a given digital environment (such as social media or Metaverses)
feel that they have something to prove socially, selling digital assets there is relevant.

2. STYLE AND CREATIVITY:
In the physical world, Luxury products are
supported by a holy trinity: craftsmanship,
style and creativity. However, in the digital world, Luxury brands are stripped of
their craftsmanship in the sense that digital dresses from Zara and Chanel are both
made using the same expertise. This plunges
Luxury’s creativity into a much wider competitive landscape, where the challenge lies
in producing a piece with intrinsically superior creativity.

3. SCARCITY:
What’s more appealing: a collection of
10,000 identical NFTs, or a collection of 100
completely different NFTs?

21

“The team
prioritises
community,
scarcity
and creativity.”
Marco Bizzarri, CEO, Gucci
(March 2022, Vogue Business)
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6.

THE METAVERSES
AVAILABLE TO LUXURY IN 2022:
GAME OVER IN THREE YEARS?
Let’s move on to immersive technology,
and how it might come to disrupt Luxury over
the next five years. Unlike Web3, Metaverse
technology is still in its infancy!

IT’S IMPORTANT TO DISTINGUISH
BETWEEN TWO TOOLS:

1.
2.

Digital overlays on the real world
i.e. the physical world layered with digital content,
via smartphones or smartglasses such
as Ray Ban Stories.

Standalone digital worlds
(such as Decentraland, The Sandbox, Cryptovoxels
or Zepeto), where users can generally move around
using virtual reality headsets and controllers like Meta’s
Oculus Quest, or with a screen and a keyboard.

THE FIRST TOOL
hasn’t yet reached technological maturity. We’re
still at gimmick stage, with virtual try-ons that don’t
convince yet, and experiences with no added value
– as things currently stand, it typically involves whipping your phone out in the street or in a store and being
somewhat underwhelmed to see a digital bird fly by on
your screen. But judging by the latest announcements
from Snapchat and its peers, this technology could be
ready soon.

THE SECOND TOOL
– standalone digital worlds – in a way isn’t
revealed yet...
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KEY METAVERSES
ARE IN THE WORKS

At first glance, Decentraland and The
Sandbox have burst onto the scene... but
the games have just begun, as a plethora
of Metaverses are in the works.
Big names are carving out a space for
themselves, such as Meta with its Horizon
Worlds, currently still in its beta version – and
of course Microsoft, which bought the iconic Activision Blizzard in January for almost
$70 billion.
Let’s also mention Garou with its photorealistic Metaverse, and Otherside, the Metaverse
developed by Yuga Labs, parent company
of the Bored Apes and Cryptopunks.

It seems likely that in the end, there will be
‘one Metaverse per use’, considering that
the Web has always fostered a winner-takesall model in terms of platforms.
But what will market segmentation look
like here? A go-to Metaverse for Luxury
and Fashion? A Metaverse for the corporate
world? A Metaverse for the medical sector?
Or brands with their own dedicated Microverses?
It will all depend on how those involved
put their creative and marketing prowess
to work. It’s highly likely that there will
be a few burst bubbles along the way...

Photorealistic Metaverse Garou

“Watch out for
bubbles.”
Bernard Arnault,
Chairman and CEO, LVMH
(January 2022, Presentation of annual results)
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CLIENT EXPERIENCE
IN TODAY’S
METAVERSES

IS PROBABLY A FAR CRY
FROM WHAT WILL
HAVE BEEN SHOWN TO
WORK IN FIVE YEARS’ TIME
Note that the dream Client Experience, THE
Metaverse, does not yet exist, since full
interoperability (aka the ability to use the
content of your wallet in any Web3 Metaverse)
isn’t yet available.
Plus there’s the loading times, desynchronisations and clunky browsing experience to contend with... Ready Player One
and brain-computer interfaces are still a long
way off.
Above all, will Metaverses continue to
merely replicate the rules that govern the
real world?
As things currently stand, space is sold by the
square metre. You walk around at a set pace.
And the presence of other users is altered – in
some Metaverses, when there are too many
avatars in a single space, they find themselves scattered around in several parallel realities! Is this really the best way forward?

24

INJECTING
METAVERSES
INTO EVERYDAY LIFE
IS A CHALLENGE

Web 2.0 took off thanks to its devices. What
started with mp3 players ended with smartphones, which have taken over our lives
by filling empty spaces: a walk down the
street, a train ride, a gym session. Each and
every second is accounted for in an economy
based on monetising attention and users’ ad
intake.
The difference is that in Metaverses, the current Client Experience requires users to be
active: it’s impossible to stroll around a
Metaverse while walking down the street!
In other words, the Web 2.0 approach won’t
work if Web3 is to become part of adults’
everyday lives. The notion of wandering
around Metaverses will probably be secondary, with the focus more on the destination: getting to pre-determined experiences.
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7.

METAVERSE
OPPORTUNITIES,

FROM E-COMMERCE TO STORES

Immersive technology is thus
a work in progress.
One strategic angle does need to be examined for the
next five years: will it be capable of reinventing certain touchpoints between a client and a brand, as well
as the overall client journey?

E-commerce
IMMEDIATELY COMES TO MIND.

Kivisense

Imagine a perfectly photorealistic and responsive virtual try-on. Sitting in your living
room, you could pull on your headset, grab
your controllers, and try on products inside
the latest fashion show setting, that would
be ‘gamified’. In this 3D online store, a stylist might come up to you to give you some
advice... and you could head over to the
‘workshops’, a new spin on the traditional
call centre, to discuss that watch you need
repairing.

“The Metaverse will
be the e-commerce
of the future.”
Pietro Beccari, Chairman and CEO, Dior Couture
(March 2022, L’Express)
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Uses could also be invented for physical stores.
An example might be creating photorealistic models
of Ultra Luxury products (Haute Couture, High Jewellery, etc). Thanks to their headsets, clients would be
able to feel the product, which is inherently difficult to
convey around the world.
Immersive technology also has advantages in terms
of communication campaigns, as demonstrated by
Louis The Game, which illustrated just how a ‘gamified’
3D experience can boost the sense of belonging to
a brand.

“A communication tool”
Axel Dumas, CEO, Hermès
(April 2022, General Meeting of Shareholders)

Balenciaga – Afterworld: The Age of Tomorrow
An immersive, musical journey through the collection

Marni – WEARWEARE

The possibilities are endless. There is one thing on
which we’re betting, though: Luxury immersive experiences will be characterized by their ability to
bring a touch of human relationship to each client.
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8.

CHINA AS
SELF-SUFFICIENT AS EVER
IN THE DIGITAL WORLD

Following on from everything we’ve looked at
so far, it should be noted that China is different when it comes to Web3 and Metaverses.
As a digital pioneer, China is of course
falling in step with the online Client Experience as it evolves.

Xirang

However, the concept of decentralisation
does not align with state policy, hence the
2021 ban on cryptocurrencies.

The future is clear:
a standalone Chinese ecosystem, built
by homegrown tech giants – Baidu, for example,
has already unveiled XiRang, its very first Metaverse –
and controlled by the government.

In other words,
China says yes to
Metaverses, but no to Web3
as defined by the West.
At this stage, the most stand-out difference concerns
Chinese NFTs, known as ‘Digital Collectibles’.
Reselling them is forbidden, as a way of protecting
the public from speculation.
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9.

KEEPING AN EYE ON POP
CULTURE PLAYERS,
WHO COULD SET THE
PACE FOR LUXURY

Culture is central to Luxury, which is why no
analysis of Web3 and Metaverse opportunities
would be complete without reflecting on
Luxury in its cultural context.

THE PAST 15 YEARS HAVE BROUGHT
LUXURY AND POP CULTURE
CLOSER TOGETHER THAN EVER
in a bid to connect with GenZers and Millennials...
...and key names on the pop culture scene have
good reason to back Web3 and Metaverses.

LET’S START WITH
THE GAMING INDUSTRY:
Fortnite already generates significant revenue from selling digital goods and would benefit from integrating
wallets, NFTs and smart contracts, rather than simply
selling skins restricted to the Fortnite environment itself.
Let’s not forget that through special effects, these video
game stakeholders are forging ever-closer ties with
Hollywood, which could also benefit from pushing digital merchandising for its blockbusters. The same is
true of streaming platforms, with Netflix already declaring its ambition to sell physical merchandising.
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THEN, THERE ARE

POP STARS,

for whom virtual concerts are already
proving a lucrative model.

Travis Scott’s famous (recorded)
gigs on Fortnite fetched
$20 million in April 2020...
worth comparing to the $53.5 million
generated by his Astroworld
Tour in 2019.
Travis Scott – Concert on Fortnite

A special mention goes to
Justin Bieber’s live gig with Wave
in November 2021, a technologically
awe-inspiring affair that offered a
glimpse of the full experiential
potential offered by Metaverses.
Justin Bieber – Concert with Wave

IN A NUTSHELL,

should clients’ cultural icons and figureheads all
make the jump over to Web3 and Metaverses, an
absence of Luxury would be all the more striking.
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10.

THE ORGANIZATIONAL
CHALLENGE OF WEB3
AND METAVERSES IN LUXURY:
CULTURAL ADAPTATION

AS WE FIND OURSELVES AT
THE BEGINNING OF THE ADOPTION CURVE,
THE CHALLENGE IS TO GET THE
ORGANIZATION READY TO NOT MISS OUT
ON THE ACCELERATION PHASE.
The first responsibility for internal teams tasked with
overseeing Web3 and Metaverse developments is clear:
ensuring teams culturally adapt. Indeed, when dealing with
a topic as sprawling as this, the aim is to equip everyone
with the tools needed to reflect on how these technologies will impact their own work and departments.
To give but one example, Metaverses offer up
exciting possibilities in the field of Learning...

The Sandbox
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Cultural
adaptation

starts with getting to know the culture, literally.

Mugler – Haute Couture FW 97-98

Luxury and Fashion’s first forays into this
world reveal the stark contrast between
the ‘Maisons’ that throw themselves
into Web3 and Metaverses with little
knowledge of the creativity standards
as defined by the gaming industry, and
the ‘Maisons’ that master these codes.
Dolce & Gabbana’s inspiring Collezione
Genesi deserves a round of applause
here!
Luxury needs to grasp the fact that video
games have been fostering creativity in
clothing and architecture for more than 25
years, with designs that sometimes defy
the possible. Fashion designers like Thierry
Mugler have visibly served as sources of
inspiration for iconic franchises such as Final Fantasy.

THERE IS AN ARTISTIC
CULTURE WITHIN THE VIDEO
GAME SCENE
– AND LUXURY KNOWS
JUST HOW DANGEROUS
CULTURAL DISSONANCE
CAN BE FOR A BRAND.

Final Fantasy VIII (1999)
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Cultural
adaptation

also means raising understanding
of Web3 and Metaverse skills.

THE GAMING INDUSTRY ALONE
boasts talented designers, storytellers, experience shapers,
and talents mastering the financial, legal and organizational
aspects. These talents are people that warrant a meeting, in order to identify the skillsets that should eventually be developed internally.

This mission
to evangelise
companies would benefit from a playful
approach – involving group Metaverse
expeditions, monitoring the most inspiring NFTs, and so on.
Taking such a playful approach would
also prevent the emergence of Web3
and Metaverse ‘silos’ cut off from the
rest of a brand’s teams...

Elden Ring
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CONCLUSION
ENTREPRENEURS
AND INVESTORS,
IT’S OVER TO YOU!
TO CONCLUDE,
a brand new world is taking shape before our very eyes.
For the next five years, the main goal for established
Luxury brands will be to embrace Web3 and Metaverses
and make them their own, harnessing them for
their current business models, which are underpinned
by two generations of managers.

Blanca Li’s Bal de Paris

But this is a tale as old as time itself:
Tesla wasn’t dreamt up by a traditional car manufacturer, after all.
While entry barriers are piling up in the physical
world for potential new brands, Web3 and Metaverses
may just offer up a brand-new breeding ground for
a whole new generation of Luxury giants underpinned by native business models. Could this be the
beginning of new experiential Luxury brands, offering
paid artistic immersive experiences?

ENTREPRENEURS AND INVESTORS:
IT’S OVER TO YOU!
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