
Immersive technologies have a high impact on 
the consumer journey 

internal operations

Consumer interest propels the metaverse 
to the fore

training and education valuable and impactful

internal operations

the metaverse

interaction and commerce

impactful and valuable 

valuable in the sector stated 

Percentage

Source: Capgemini Research Institute, Immersive Technology Consumer Survey, July–August 2022, n=8,000 consumers. The above numbers 

Source: Capgemini Research Institute, Immersive Technology Consumer Survey, July–August 2022, n=8,000 consumers. The above numbers 
represent the average of consumer responses from the various stages of buying cycle – awareness and consideration, selection and 
purchase, usage and support.

Source: Capgemini Research Institute, immersive technology - executive survey, July–August 2022, n=640 organizations globally, n=158 CPRD, n=73 

Source: Capgemini Research Institute, Immersive Technology Consumer Survey, July–August 2022, n=8,000 consumers.

total
immersion

HOW IMMERSIVE EXPERIENCES AND 
THE METAVERSE BENEFIT CUSTOMER EXPERIENCE 
AND OPERATIONS

75%

61%
57% 57%

48%
43%

37% 36%

Retail 
shopping

Training & 
education

Life sciences 
– healthcare, 

medical 
devices, etc.

Consumer 
products and 

household 
packaged 

goods

High-
engagement 

products

Banking and 
insurance 

Media and 
content 
(movies, 

streaming, 
TV shows)

Telecommunicati
on services

Metaverse 
experienced, 4%

I have used the 
metaverse but am not 
using it currently, 1%

I am currently using the 
metaverse and plan on 
doing so, 3%

I'm curious but would 
not use the metaverse in 
its current form, 11%

I would not use it until 
my friends and family 
use it, 31%

I would adopt the 
metaverse when it is 
accessible to me, 51%

Metaverse skeptic , 
3%

Metaverse 
curious , 93%

Interacting with 
friends and family

Interacting with work 
colleagues

Gamification

Metaverse commerce 
and purchasing

Trying and experiencing 
products and services

Exploring new ideas, 
concepts, people, and art

Visiting/exploring virtual 
concerts and shows

Purchasing virtual real estate

Purchasing NFTs

43%

39%

33%

25%

22%

20%

18%

28%

27%

features they are interested in

Source: Capgemini Research Institute Immersive technology – consumer survey, July–August 2022, n=7,426 metaverse-curious consumers.

Source: Capgemini Research Institute, immersive technology – consumer survey, July – August 2022, n=335 metaverse-experienced consumers.

The metaverse is 
hostile to women, 

people of color, and 
sexual and gender 

minorities

I have been personally 
cyber-stalked, bullied, 
harassed, and/or have 

faced hostile actions in the 
metaverse

I know friends or 
family that have been 
cyber stalked, bullied, 
harassed, and/or have 
faced hostile actions in 

the metaverse

27%
29%

67%

internal operations

Delivering 
immersive 

experiences

Identify and select use 
cases based on value 
delivered while 
maintaining consistency 
in brand presence

Build a center of 
excellence to drive 
the immersive 
initiatives at scale 

Design measures to 
promote consumer 
privacy and safety from 
the beginning

Leverage external 
agencies, partners, 
and end users to 
co-create and 
establish a presence 

Enrich the 
community aspect in 
order to build 
customer retention

Strengthen digital 
assets and 
omni-channel 
integration

Source: Capgemini Research Institute analysis.

CONSUMER PRODUCTS, 
RETAIL AND 
DISTRIBUTION

Retail 
floor planning

Remote 
operations

Financial advising 
and support

Process-flow 
visualization

Using immersive 
technologies to develop 
facial and movement 
tracking for characters

On-field support

Training employees on 
safety, product features,
and processes

Logistics and 
operations visualization

Testing and 
digital prototyping

Financial 
data visualization

Training and education of 
medical professionals

Using AR/VR to develop set 
designs, avatars, and 
costume production

Remote assistance

Recruitment
Employee 
on-boarding

DISCRETE 
MANUFACTURING

FINANCIAL 
SERVICES

LIFE 
SCIENCES

MEDIA, 
ENTERTAINMENT, 
AND CONTENT

TELECOM

ALL SECTORS

During product/ service 
awareness and 
consideration

During product/ 
service selection and 

purchase

During product/ 
service

 usage and support

48%

58%

49%

33% 
24% 21% 

17% 

5% 

WHAT IS THE METAVERSE?

Percentage of respondents  

CONSUMERS FIND IMMERSIVE EXPERIENCES 
VALUABLE AND IMPACTFUL

Any immersive 3D 
digital environment 

The experience 
interface for 

Web3 

It's a marketing 
buzzword for 
alternate and 
virtual reality 

(AR/VR) 

A catch-all term for 
everything from 

blockchain to virtual 
reality to 

geospacing 

I have no idea 

75%

61%
57% 57%

48%
43%

37% 36%

Percentage of consumers who state immersive experiences 
might be impactful and valuable in the sector stated 

Source: Demystifying the metaverse madness could be maddening, HfS Research

Source: Total immersion: How immersive experiences and the metaverse benefit 
customer experience and operations< Capgemini Research Institute

Retail shop-
ping

Training & 
education

Life sciences 
– healthcare, 

medical 
devices, etc.

Consumer 
products and 

household 
packaged 

goods

High-
engagement 

products

Banking 
and 

insurance 

Media and 
content 
(movies, 

streaming, 
TV shows)

Telecommunication 
services

IMMERSIVE
EXPERIENCES

( Real time, 3D, 
AR, VR, and XR content, 

multichannel )

(Digital twin, shared, 
persistent, identities)

(Web 3.0, blockchain, 
DeFi, and tokens)

DECENTRALIZED 
TECHNOLOGY

VIRTUAL WORLDS

THE METAVERSE WILL EVOLVE AS A BUSINESS PLATFORM 
THAT CONNECTS VIRTUAL WORLDS, IMMERSIVE 

EXPERIENCES, AND DECENTRALIZED TECHNOLOGY

THE INTERACTION BETWEEN REAL AND 
VIRTUAL WORLDS/DATA WILL ENABLE 

DIFFERENT TYPES OF METAVERSE

THE METAVERSE WILL DRIVE IMMERSIVE, AUGMENTED 
EXPERIENCES ACROSS THE ORGANIZATION TO DELIVER 
ENHANCED, MORE CONNECTED BUSINESS OPERATIONS

POTENTIAL CHALLENGES ORGANIZATIONS 
MAY FACE IN USING THE METAVERSE

FOCUS AREAS FOR ORGANIZATIONS WISHING 
TO HARNESS METAVERSE TECHNOLOGIES

THE DIFFERENT TYPES OF METAVERSE 

AUGMENTED REALITY HEADSET VIRTUAL REALITY HEADSET

MIXED REALITY 

Interaction with the 
virtual objects

MIRRORING
Represent real data in the 

virtual world

VIRTUAL NATIVE
Creation of new virtual 
elements in the virtual 

world

SIMULATION
Test different simulations

THE REAL WORLD

AUGMENTED REALITY 

Adding virtual data in 
the world environment

DIFFERENT DEVICES (PHONES, COMPUTERS, ETC.) + WEB 3

REAL-WORLD 
ENVIRONMENT

VIRTUAL-WORLD 
ENVIRONMENT

REAL-WORLD DATA

VIRTUAL 
DATA

Metaverse environment
Immersive experience with persistency and  

interactions with other users at the same time

Percentage of consumers who state the following 
challenges in their use of the metaverse

76%

72%

60%

56%

51%

41%

38%

There is far too much personal information being collected

There is a lack of control over personal assets 
(avatars, digital personas) and data

There are considerable concerns about the use of social 
media, which would prevent me from using the metaverse

Like social media, immersive experiences have the possibility 
of creating "echo chambers" and polarizing populations

I do not want to invest in and get 
locked into a certain ecosystem

I do not want to experience any more 
advertisements or promotions

I would not be willing to allow 
children to use the metaverse

Source: Total immersion: How immersive experiences and the metaverse benefit 
customer experience and operations, Capgemini Research Institute

THE 
METAVERSE

HUMAN 
RESOURCES

CUSTOMER 
OPERATIONS

FINANCE 
& ACCOUNTING

SUPPLY CHAIN 
& PROCUREMENT

Download the report
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Fig.24

Delivering immersive experiences 

Delivering 
immersive 

experiences

metaverse applications are only now emerging. To complicate 

organizations should make a carefully and comprehensively 

organizations to develop and harness these technologies (see 

Enrich the 
community aspect in 
order to build 
customer retention

Build a center of 
excellence to drive 
the immersive 
initiatives at scale 

Strengthen digital 
assets and 
omni-channel 
integration

Design measures 
to promote 
consumer privacy 
and safety from 
the beginning

Leverage external 
agencies, partners, 
and end users to 
co-create and 
establish a 
presence 

Identify and select 
use cases based on 
value delivered 
while maintaining 
consistency in 
brand presence

Source: Total immersion: How immersive experiences and the metaverse 
benefit customer experience and operations, Capgemini Research Institute

THE METAVERSE
THE OPPORTUNITIES FOR 
BUSINESS OPERATIONS

DRIVE IMMERSIVE, AUGMENTED EXPERIENCES 
ACROSS YOUR ORGANIZATION

https://www.hfsresearch.com/research/demystifying-the-metaverse-madness-could-be-maddening/
https://www.capgemini.com/insights/research-library/immersive-experiences/
https://www.capgemini.com/insights/research-library/immersive-experiences/
https://www.capgemini.com/insights/research-library/immersive-experiences/
https://www.capgemini.com/insights/research-library/immersive-experiences/

