


WHAT IS OMNI-VERSE ?

Metavers

e

in Omnichannel



Evolution of Marketing
Where are we today, and where will we be in the future?

Offline Marketing -
the traditional 

way

Newspapers,
booklets, billboards,

television, etc.

Online Marketing -
the current way

O2O Marketing 
-

the way forward

Brick-and-mortar
stores, 

supermarkets, 
department stores, 

etc.

Web-based, such 
as Google, social 

media, online 
influencers, etc.

E-commerce 
websites, such as 

Amazon and Shopee

A merger of the two, with 
each supporting each other 

to maximize conversion 
and brand loyalty

The Metaverse

We are 
here.



“A scaled and interoperable network of real-time, 3D virtual worlds 
where we can work, live, connect, and collaborate.”

What really is the Metaverse?

Sense of 
immersion

Real-time 
interactivity

User agency



Technologies integral to the Metaverse:

What really is the Metaverse?

VR and AR AI technology Internet of Everything

Blockchain
Enhanced

computing power



Estimated market value of 
$5 trillion in 2030

Approx. more than 15% of 
corporate revenue in the 

next five years

What really is the Metaverse?

“The metaverse represents a strategic inflection point for 
companies, and it presents a significant opportunity to influence 

the way we live, connect, learn, innovate, and collaborate.”



Customers and the Metaverse: The Truth

77% of surveyees can define the metaverse with relative accuracy, with only a 
handful demonstrating confusion when the concept is mentioned.

Source: McKinsey & Company



Customers and the Metaverse: The Truth

Source: McKinsey & Company

Although interest and excitement around 
the concept is concentrated in Gen Z and 
Millennials, the older generations have 
also started to show interest and the 

nature of the metaverse itself is designed 
to suit every need from every segment.



Customers and the Metaverse: The Truth

Source: McKinsey & Company

Metaverse-based purchases are catching up to regular product 
expenditure, and the trend is bound to continue into the future.



Customers and the Metaverse: The Truth

Source: McKinsey & Company

Technological advances drive prices down, 
thus permitting Metaverse-allowing 

equipment to be accessible in time for 
the Metaverse boom - much like how 

smartphones' costs have become quite 
affordable to the public.



Customers and the Metaverse: The Truth

*Source: Wunderman Thompson

77.8% of the population uses 
the internet with an average of 

9.06 hours per day

Thailand ranks as the 22nd-largest 
market in e-commerce with a growth 

rate of 28% in 2021.

A yearly e-commerce growth rate of 
8% - in contrast to the global 
average of 6% - is projected.

92% of shoppers stating that they’d 
continue shopping online after the 

pandemic.

*95% of respondents reckon retailers 
need to step up in terms of products, 
services and shopping experiences.



WHY OMNICHANNEL? 

34%70%

CUSTOMER SHOPPING CUSTOMER SPENDING

ORGANIC SEARCH

Compared with pure-offline shoppers

pure-online players

Source: McKinsey

2x

WHAT IS IT?



WHAT IS OMNI-VERSE ?
Using Metaverse to strengthen Omnichannel

Omni-verse gives better experience to customer 

• Virtually try products with their own avatar

• See more product's details

• Virtually interact with sale representatives

AR & VR must be cooperated to 
ensure better customer 

experience



HOW OMNI-VERSE ENHANCE YOUR CUSTOMER JOURNEY

• Metaverse allows you to 
wonderfully decorate your 
store in low cost  

Awareness Appealing Ask Act Advocate

• Customer can search for 
more information just by 
themselves

• Because Metaverse can 
provide enough product 
detail, sale 
representative and more.

Ease of purchase by 
using cryptocurrency 
and then waiting for 
delivery• Definitely interest your 

customer with new world 
experience

• Omnichannel is best known for 

increasing commitment (Ask to Act)

• Omni-verse can do so better











FOREVER 21 SHOP CITY
"to  broa den  how  we  eng a g e  with  c us tome rs ,  enha nc e  our pre s enc e , pre s ent our produc ts  in  a  
new  wa y  a nd  a llows  fa ns  to  c onne c t with  the ir c ommunity  a nd  bring  to  life  the ir own  v is ion of 

F ore ve r 21 "

49 .4  million da ily  a c tive  
us e rs  
a fte r a  month  of its  la unc h

• ‘Forever 21 Shop City’ on  R ob lox  with  pa rtne r, 
V irtua l B ra nd  G roup

• Collab with some of Roblox’s mos t fa s h iona b le  
U G C  c re a tors a nd  R ob lox  in flue nc e rs

• P la ye rs  run  a nd  c us tom iz e own  v irtua l 
s tore s w ith  us e  of N P C s  to  mana g e  s tore

• P la ye rs  c a n ea rn  po in ts a nd  us e  to  
upg ra de  the ir s tore s  a nd  c ompe te  fo r the  
“top shop”

• C loth ing  a nd  a c c e s s orie s  in  phys ic a l 
s tore s  a re  a ls o  a va ila b le  on  meta ve rs e

• S oc ia liz e  with  othe r p la ye rs  a nd  your 
fa vorite  in fluenc e rs  in  the ir pe rs ona liz e d  
s tore s

H ig h lig ht fe a ture s :
• F ore ve r 21  D a y

• Y e llow  C a rpe t Z one  
• F ore ve r 21  F la g s h ip  S tore



Degrees of freedom for each user are high and so 
does the amount of data the system must update, 
store and load every second and for all users 
simultaneously. 

The captivating retail environment would appeal 
to a customer’s senses better as the virtual 
reality is limited to visual and sound.

Brands would need to adopt marketing tactics 
like tester products to let customers try them out 
risk-free and encourage their purchase.

The unique rules, currency, file formats, data 
architecture, and programming languages of each 
metaverse hinder the seamless experience for 
users upon transition.

Metaverse stores a huge data mine from all users 
and thus they need to be assured about their 
personal data security and information privacy.

Wearing VR glasses for a long period may be 
tough for the general public and some may feel 
motion sickness upon navigating a virtual world.



THANK YOU


