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Dear valued clients,

It wasn’t too long ago when self-driving cars and commercial trips to space 
were thought to be things of a distant future. 

Today, we find ourselves at the cusp of another technological leap. Soon, 
virtual worlds will become as real as the physical world we are in - as we 
live, work, and play in the Metaverse. 

The Metaverse heralds the arrival of a virtual community where we are 
avatars, and a digital economy powered by blockchain technology. The 
concept of the Metaverse has taken centre stage lately, with Facebook 
rebranding to Meta to highlight the company’s new focus, and Microsoft 
Teams enabling the creation of digital avatars.

In this latest edition of CIO Vantage Point, we examine three driving forces 
propelling the Metaverse to the fore – that of social media, remote work, 
and video gaming. With 61% of the world’s population already online and 
actively engaged, it is only a matter of time before we transition to working 
and socialising in a fully virtual world. 

We also take a deep dive into the key players of the Metaverse, and detail 
why game engines, semiconductor, and Big Tech companies will be the 
big winners.

With technological prowess ready to bring a boundless digital world to life, 
the Metaverse is coming. I hope you enjoy the read and I look forward to 
our avatars meeting for coffee very soon!

Hou Wey Fook, CFA
Chief Investment Officer

I N T R O D U C T I O N

The Metaverse
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Companies will increasingly 
divert more advertising 
budget from the offline/online 
world to the virtual economy. 
New research on consumer 
behaviour in the virtual world 
is set to gain importance.

Metaverse
Snapshot

Introduction

Converging physical, augmented, virtual, and mixed reality, the Metaverse is where real life meets digital 
life, a world where the “digital twins” of yourself, your friends, and your home co-exist in a parallel universe. 
The rise of the virtual community will have significant implications on how companies advertise, create retail 
experiences, and enable remote work in the near future. In this report, we examine the driving forces bringing 
the Metaverse to the fore, and unpack who will be the frontrunners in turning the Metaverse into a reality.

The Internet of Senses (IoS) 
takes virtual reality beyond 
the realm of sight and sound 
by expanding them to other 
senses like taste, touch, and 
smell. This makes virtual 
interaction more immersive for 
the user.

3

Revolutionising 
advertising

The Internet of 
Senses (IoS)

Cryptocurrencies 
& NFTs

From gaming to 
digital art

To be a true parallel universe 
with its own fully functioning 
economy, the technology 
surrounding payments and 
ownership is paramount; this 
is where cryptocurrencies and 
NFTs come in. 

As NFTs enter the mainstream, 
the technology behind it is 
now widely used in gaming 
and digital art. NFTs provide 
the necessary proof of 
ownership in the Metaverse. 

Time to go 
“Phygital”

The word “phygital” refers 
to the blending of physical 
experiences with digital ones 
and this is how retailing 
in the Metaverse will take 
place, allowing consumers 
to capture the best of both 
worlds.

Beyond Zoom

Virtual meetings are set to 
undergo revolutionary change. 
Gone are the small screens 
and one-dimensional images. 
Instead, virtual reality will 
provide users with a “sense of 
space”.
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Is this the real life? 
Is this just fantasy?  

The Metaverse: From fiction to fact. First coined 
in Neal Stephenson’s 1992 novel Snow Crash, the 
term “Metaverse” is a portmanteau of “meta” – which 
comes from ancient Greek meaning “beyond” and 
“verse” – an abbreviation of “universe”. Converging 
physical, augmented, virtual, and mixed reality, the 
Metaverse is where real life meets digital life, a world 
where the “digital twins” of yourself, your friends, 
and your home will co-exist in a parallel universe. In 
short, the core characteristics of the Metaverse are: 

 � “Live” and continuous, with events happening 
24/7

 � Provides an experience that spans across the 
real and virtual world 

 � Possesses its own fully functioning economy 

Back in the 80s, the world had already seen early 
iterations of the Metaverse through VPL Research 
(a company founded by computer scientist Jaron 
Lanier in 1984) which created the DataSuit – a full-
body sensory outfit that provided intuitive feedback 
to the user. In 1993, SEGA (a major gaming company) 
introduced a prototype VR (virtual reality) glasses at 
the Summer International Consumer Electrics Show. 
These developments planted the seeds for future 
development in VR. 

What started out as a novel idea from science fiction 
is fast becoming a reality today. The onslaught of the 
Covid-19 pandemic and the rise in social distancing 
have driven more and more activities online – from 
work to education to basic social interactions. 
Shared human experiences in a digital environment 
will be the new normal and this is already happening 
in the gaming space (think Fortnite, Animal Crossing, 
and Roblox). A new digital society is on the way, 
bringing a paradigm shift to global civilisation.

Dylan Cheang
Strategist

Benjamin Goh
Analyst

Daryl Lim
Analyst

*lyrics extracted from ‘Bohemian Rhapsody’ by Queen

*

Source: iStock

https://www.epicgames.com/fortnite/en-US/home
https://animal-crossing.com/
https://www.roblox.com/
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Rising Metaverse – Revolutionising 
commerce, social, and work

With the arrival of the Metaverse, the world – as we 
know it – will no longer be the same. 

Just take a step back and imagine yourself in a 
world where humans enter the Metaverse as “digital 
avatars”. In this virtual world, humans will do everyday 
activities like play games, meet up with colleagues, 
or watch a movie. Virtual products – be it the digital 
versions of actual products, or products that exist 
only in the virtual world – will have their own unique 
worth in the Metaverse with ownership secured by 
an NFT (non-fungible token). 

In the Metaverse, humans can build virtual 
relationships, set up virtual homes, and essentially, 
create a new virtual identity. The lines separating real 
life and virtual life will become increasingly blurred as 
consumers begin to derive similar gratification from 
spending and consuming in the digital world (such 
as purchasing a virtual bicycle for virtual cycling or 
purchasing a virtual watch to celebrate a friend’s 
birthday). 

The rise of the virtual community will have significant 
implications on how companies operate in the years 
to come, for instance: 

Source: iStock

Source: iStock
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 � Retailing – Time to go “Phygital” and 
capture the best of both worlds. Traditionally, 
consumers visit brick-and-mortar stores to 
purchase the things they need. This retailing 
format allows consumers to feel and try on the 
actual physical goods in person. However, the 
disadvantages here are: a) Time wasted on 
commuting and b) The unavailability of sizes 
and colours for consumers to make an informed 
purchasing decision.  

The arrival of e-Commerce was a game changer. 
Instead of spending time on commuting, 
consumers can now view a product conveniently 
in their homes via the Internet, advised by their 
favourite influencers (think “social commerce”). 

The convenience provided by e-Commerce 
explains why the market surged 25.7% in 

Global digital advertising market

Source: eMarketer, DBS

50%

55%

60%

65%

70%

0

100

200

300

400

500

600

700

2019 2020 2021 2022 2023 2024

Global digital ad spend (USDb, LHS)

% of total media ad spending (RHS)

 � Advertising – Even better than the real thing: 
The rise of the Metaverse means that companies 
need to divert an increasing proportion of their 
advertising budget from the offline/online world 
to the virtual economy. Importantly, companies 
need to conduct new research on consumer 
behaviour in the virtual world given how humans 
behave in the Metaverse will differ from real life. 

The foray into virtual advertising has already 
began. Today, it is not uncommon for luxury 
brands to allow virtual consumers to try out 
virtual versions of their luxury products even 
before the actual product launch. Alternatively, 
there are also brands that release digital-only 
versions of their fashion collection. 

Take Gucci for instance. The fashion house 
released a collection for Roblox earlier this year. 
In it, one would see avatars sporting Gucci 
products and moving around in a virtual “Gucci 
Garden” (similar to the actual one in Florence). 
Louis Vuitton, meanwhile, went one step further 
by releasing “Louis the Game”, which sought to 
introduce the brand to audiences who are new 
and unfamiliar with the company. 

Clearly, these are powerful brand building 
exercises aimed at consumers who may not 
be able to afford the actual products now, but 
might be able to sometime in the future. This 
shift in consumer behaviour, meanwhile, has a 
huge bearing on how companies spend their 
advertising expenditure (ad spend). 

In 2020, while global ad spend underwent its 
worst year on record, digital advertising stood out 
as a silver lining – growing 12.7%. As consumers’ 
attention shift towards digital mediums, brands 
and companies will start directing more of their 
advertising dollars towards search and display 
advertising. 

https://blog.roblox.com/2021/05/gucci-garden-experience/
https://blog.roblox.com/2021/05/gucci-garden-experience/
https://ap.louisvuitton.com/eng-sg/stories/louis-200
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Global e-Commerce market

Source: eMarketer, DBS
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2020 while the penetration rate rose 4%, as 
consumers stuck in pandemic lockdowns turned 
to e-Commerce for their shopping needs. But 
the latter has one significant downside: Unlike 
physical store retailing, consumers cannot see 
and feel the physical products before pulling the 
trigger. 

Retailing in the Metaverse – by going “Phygital” 
– will allow consumers to capture the best of 
both worlds. The word “Phygital” refers to the 
blending of physical experiences with digital 
ones and retailing in the Metaverse can take 
place in the following fashion: 

“Consumer A”, wearing a TESLASUIT and VR 
headset, enters the Metaverse to visit a virtual 
lululemon store on 5th Avenue in New York. 
He sets his eyes on a shirt and proceeds to 
try it on. The TESLASUIT allows Consumer A 
to experience the exact sensation of how it 
feels wearing the shirt in real life. Happy with 

it, he purchases the shirt which comes with a 
free digital twin meant for his digital persona. 
Consumer A continues his virtual shopping trip 
while the shirt is shipped to his real-life address. 

Sounds like a scene from science fiction? No. 
With the arrival of the Metaverse, such “Phygital” 
shopping experiences will be the new reality for 
future generations. 

Source: iStock

https://teslasuit.io/
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the 
Metaverse 
is where real
life meets 
digital life



9

C I O  V A N TA G E  P O I N T  |  N O V E M B E R  2 0 2 1

THE METAVERSE
Source: AFP Forum



1 0

C I O  V A N TA G E  P O I N T  |  N O V E M B E R  2 0 2 1

THE METAVERSE

But with the Metaverse, virtual meetings will 
undergo another revolutionary change. Gone are 
the small screens and one-dimensional images. 
Instead, VR will allow users to have a “sense of 
space” and instead of being constrained by a 
flat screen, users will be able to share multiple 
screens in a virtual meeting place. 

Early adopters of the Metaverse – Big 
Tech + Gaming Companies

Growth of the AR/VR market – The tip of an 
iceberg. These are still early days for the Metaverse 
and there is no clarity, at this juncture, on how big this 
industry will eventually morph into. However, a quick 
look at the near-term growth trajectory of the Virtual 
Reality (VR)/Augmented Reality (AR) industries will 
shed some light on this. 

 � Remote Work – Moving beyond Zoom calls: 
The onslaught of the pandemic saw rising 
adoption of video calls as opposed to physical 
meetings. While this worked well during the 
early days of the pandemic, a common refrain 
of “Zoom fatigue” is setting in. Humans, after 
all, are social beings and interactions via online 
platforms can never fully replace actual physical 
interactions.

This puts companies in a Catch-22 situation. 
Managers are getting tired of communicating 
with their staff on a small screen, however, 
the tremendous cost savings from reducing 
office space cannot be ignored. And this is the 
primary reason why companies are increasingly 
embracing the “hybrid mode”, with employees 
spending half their time in the office and half at 
home.

Exponential growth of Zoom participants 

Source: Businessofapps, DBS
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of 37% between 2019 and 2030. The AR segment 
will account for the bulk of the contribution at 71% 
while the remaining 29% comes from VR. 

Apart from being a major boost to the global 
economy, the VR/AR industry is also a major job 
creator. According to PwC, job creation by the 
industry is expected to increase from 824,634 in 
2019 to 23,360,639 by 2030, constituting a CAGR 
of 36%. Geographically, the majority of job creation 
will take place in China (at 29%) and the US (at 10%) 
by 2030. 

VR and AR comparative economic 
contributions

Source: PwC, DBS
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According to PwC, the VR/AR market is poised to 
boost the global economy by USD476.b in 2025, 
a 927% increase from the USD46.4b level seen 
in 2019. By 2030, the industry is slated to boost 
the global economy by USD1.5t and overall, this 
constitutes a compound annual growth rate (CAGR) 

Source: iStock

Source: iStock
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Satya Nadella
Chairman and CEO, Microsoft

“The Metaverse 
is here, and 
it’s not only 
transforming 
how we see the 
world but how 
we participate 
in it – from the 
factory floor 
to the meeting 
room.”

Source: AFP Forum
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“All of our 
products, 
including our 
apps, now 
share a new 
vision: to
help bring 
the Metaverse 
to life.”

Mark Zuckerberg
Co-founder and CEO, Meta Platforms

Source: AFP Forum
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Big Tech vs Gaming Companies: Who will be the 
frontrunner in creating the Metaverse? One has 
to be mindful that the AR/VR market represents just 
a small fragment of the Metaverse – the tip of an 
iceberg. At this juncture, no one knows for sure what 
the Metaverse will eventually look like and who will 
be the frontrunner for its creation. 

Big Tech, without question, sees huge potential in 
the Metaverse as the latter is widely deemed as the 
“next version of the Internet”. Companies like Google 
and Facebook have made significant investments in 
cloud computing and virtual reality, anticipating for 
the arrival of the Metaverse. But gaming companies 
like Epic Games are not far either. In the initial phase 
of development, we believe the Metaverse will be 
driven by the following: 

 � Driver I   : Social Media 

 � Driver II   : Remote Work

 � Driver III  : Video Gaming

Driver I: Social Media

Big Tech jumping on the Metaverse bandwagon. 
The technology world was set abuzz with news 
that Facebook, the world’s largest social media 
company, is pivoting to become a “metaverse 
company” for the future. Indeed, the company has 
recently rebranded itself to “Meta Platforms” and 
CEO Mark Zuckerberg has outlined the company’s 
plan to make its headsets affordable so that more 
users can get into the Metaverse and accentuate the 
size of the digital economy inside. 

Clearly, Big Tech is jumping onto the bandwagon 
of setting up a “beta version” of the virtual world. 

The announcement by Facebook is of particular 
significance given its dominance in the social media 
space. One could only imagine that if Facebook – 
the world’s largest social media company – gets 
involved in the Metaverse, will the others follow suit? 
The answer is an obvious yes. 

Social media usage set to grow on the back 
of rising Internet penetration. According to 
Datasocial, there is a total of 4.7b Internet users in 
the world (as of April 2021) and this constitutes 61% 
of the world’s population. Among Internet users, 
93% of them are active social media users (at 4.48b) 
and this accounts for 57% of the global population. 
Recent trends suggest that the trajectory for growth 
is huge, for instance: 

 » Global Internet users are growing at 5.7% per 
annum and the rate of growth is expected to 
increase in a post-pandemic world.

 » Over the past 12 months, the number of social 
media users has increased by 13.1%. 

Source: iStock
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With the global Internet penetration rate remaining 
low at 61%, there is certainly a long runway for 
growth in the coming decade.

Transitioning from social media to the Metaverse. 
Currently, 93% of Internet users have access to 
social media and as global Internet penetration 
continues, the number of social media accounts 
will grow in tandem. This augers well for the outlook 
of the Metaverse. Take Facebook for instance. 
The company currently has 3.5b monthly users. If 
it is successful in selling affordable VR headsets to 
users and entices all of them into the virtual world, 
Facebook alone will (hypothetically) drive almost half 
of the world’s population into the Metaverse.

Driver II: Remote Work

Corporate life reimagined – The rise of remote 
work in a post-pandemic world. The pandemic 
has brought seismic change to how humans live, 
work, and play. On the office front, after years of 
objection to granting remote work for employees, 
companies have come to the realisation that WFH 
(work from home) can actually be very effective. 
Research from PwC shows 83% of employers 
surveyed view remote work as a success (vs 73% 
in an earlier survey). Moreover, more than half of 
employers (52%) feel that productivity has improved 
with remote work (vs 44% in an earlier survey).

Top 10 Most Popular Social Networks

Source: Bloomberg, DBS
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In October 2020, In October 2020, 
digital artist, digital artist, 
Beeple, sold an art Beeple, sold an art 
piece “Everydays – piece “Everydays – 
The First 5000 The First 5000 
Days” for USD69m.Days” for USD69m.



1 7

C I O  V A N TA G E  P O I N T  |  N O V E M B E R  2 0 2 1

THE METAVERSE
Source: AFP Forum



1 8

C I O  V A N TA G E  P O I N T  |  N O V E M B E R  2 0 2 1

THE METAVERSE

These findings suggest that remote work is not a 
transitory trend that will fade when the pandemic is 
over. Instead, the phenomenon is here to stay and 
it is our new reality. Apart from rental cost savings, 
remote work is also a boon for workers’ productivity. 
Unsurprisingly, this phenomenon is expected to 
gain wider acceptance in coming years. According 
to Ericsson, 40% of the work time for white-collar 
small-medium business (SMB) employees are 
currently conducted remotely and this is going to 
increase to 58% by 2030.  

The recent release of Horizon Workrooms by 
Facebook is, perhaps, the earliest iteration of how 
a remote workplace will look like in the Metaverse. 
Attending corporate meetings in VR could gain rising 
acceptance in future as the quality and standard of 
VR headsets improve. 

Separately, Microsoft has also announced the release 
of its own Metaverse via its Teams conferencing 
programme which will feature digital avatars. This 
service is expected to be launched during the first 
half of 2022, and it will provide users with virtual 
access to Microsoft programmes like Excel and 
PowerPoint. Through the usage of Mesh software, 
users are able to access both virtual and augmented 
reality experiences with AR/VR goggles (such as the 
HoloLens by Microsoft).

The Internet of Senses (IoS) – A new paradigm 
shift for remote work. In the Metaverse, virtual 
meetings are no longer conducted in front of a small 
computer screen. Instead, users will have a full 
sensory experience around them and this is where 
“The Internet of Senses” (IoS) comes in. Coined 
by Ericsson, IoS basically takes online experiences 
beyond the realm of sight and sound by expanding 
them to other senses like taste, touch, and smell. This 
makes remote work more immersive for the user. 

Productivity improved over prolonged 
work-from-home periods

Source: PwC, DBS
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https://about.fb.com/news/2021/08/introducing-horizon-workrooms-remote-collaboration-reimagined/
https://www.microsoft.com/en-us/hololens
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Global videogaming revenue outpacing 
global film and North American sports

Source: IDC, Motion Picture Association, PWC, DBS
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Research from Ericsson suggests that a fully 
“dematerialised” office will take hold by 2030. By 
then, a user can experience actual warmth or 
coldness while working or enjoy the “digital taste” 
of coffee during a break in the virtual pantry. The 
possibilities are limitless. In a survey conducted by 
Ericsson, 81% of the urban early adopters are open 
to the idea of the IoS, while 68% want at least one 
IoS application to be made available by 2030. 

Development on the IoS front will play a pivotal role in 
driving the growth of remote work in the Metaverse.

Driver III: Video Gaming

Video Gamers leading the charge – Earliest 
version of the Metaverse starts here. The video 
gaming industry has been growing from strength 
to strength. Data from Newzoo show that there 
were c.2.7b gamers worldwide in 2020 and this 
is expected to grow to 3.1b by 2023. Gamers are 
no longer regarded as “the minority” as more than 

Source: AFP Forum

half of global Internet users now fall into this camp. 
According to IDC, revenue from the video gaming 
industry grew more than 20% to USD180b in 2020. 
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GAME ON: let the metaverse begin

Source: iStock

Source: iStock
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let the metaverse begin

Source: iStock

Source: iStock
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This puts the gaming industry well ahead of the 
global film industry in terms of revenue generated.

Given the enormous growth potential of gaming, it 
is therefore interesting that the earliest form of the 
Metaverse starts here. Indeed, in popular games like 
“Roblox” and “Fortnite”, apart from gaming with one 
another, gamers also interact and do other social 
activities within the game. For instance:

 » In multiplayer online games like Fortnite (which 
has over 350m users), users are allowed to enter 
into a “party royale” mode – a violence-free social 
space where users can gather to watch concerts 
on a big screen. 

 » In May 2021, Roblox (an online gaming 
platform with over 199m monthly active users) 
collaborated with Gucci to host a “Gucci Garden 
Experience” in the game. Players were able to try 
on or buy in-game Gucci fashion accessories for 
their in-game avatars.  

The above examples demonstrate the ability of games 
in acting as a platform for blockbuster events to turn 

millions of gamers into a ready pool of customers. 
As the global gaming population continues to grow, 
the industry will play a pivotal role in setting the 
foundation for early versions of the Metaverse. 

Blockchain – The heartbeat of the 
Metaverse

In order for the Metaverse to function, the technology 
surrounding payment services and ownership is of 
paramount importance. Afterall, the Metaverse is 
meant to be a parallel universe with its own fully 
functioning economy. The technologies driving these 
services in the Metaverse are cryptocurrencies and 
NFTs. 

 � Payment function – Cryptocurrencies leading 
the way. Payments in the Metaverse can be 
made via cryptocurrencies – decentralised, 
peer-to-peer networking systems that operate 
without the need for a central authority (such as 
a government or central bank). The “asset” here 
is a digital token which exists on a shared ledger 
known as the “blockchain”. 

Total cryptocurrency market cap 

Source: Coinmarketcap, DBS
*as of Oct 2021
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Cumulative NFT sales since June 2017

Source: Nonfungible, DBS
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In cryptocurrencies, individual transactions are 
made publicly available. However, individual 
identities are masked behind a “public key” (a 
random string of alphanumeric cryptographic 
code functioning like an “email address” in 
sending/receiving cryptocurrency). 

Today, the entire cryptocurrency market 
capitalisation stands at USD2.5t. Bitcoin 
accounts for 46% of it while the remaining is made 
up of more than 6,500 other cryptocurrencies. 
Apart from its dominance in the crypto space, 
Bitcoin has also recently surpassed the Swiss 
Franc in market capitalisation, making it the 13th 
largest currency in the world. 

 � Ownership function – NFTs providing the 
necessary security. Ownership in the Metaverse 
is secured by NFTs  – unique, non-divisible, and 
non-interchangeable units of data stored on the 
blockchain. Before the arrival of NFTs, digital 
assets were unable to store value as they could 
be easily replicated. NFTs have since resolved 
this issue by attaching a unique identifier to 
prove ownership of an asset cryptographically. 

With NFTs, the owner of a digital asset can now 
prove its ownership as well as guarantees the 
asset’s origin. So, while many copies of a digital 
asset may exist, there is however only one true 
owner and this can be proven on the blockchain. 

Certification of ownership is important when 
one tries to sell the asset in the resale market 
and this explains the astronomical growth of 
NFTs over the past year. Cumulative NFT sales 
shot to USD36b in October 2021 (vs. USD0.9b 
in October 2020) as the technology gained 
popularity.

From gaming to digital art – The rising global 
footprint of NFTs. As the use of NFTs gain traction, 
the technology is now widely used in the following 
areas: (a) Gaming and (b) Digital Art & Collectibles.

a. Gaming: Gaming has massive followings and 
with the proliferation of smartphone usage, 
the number of gamers worldwide is expected 
to undergo further expansion. One of the 
most popular ways for gaming developers to 
monetise is to enable microtransactions (such 
as selling in-game items). 

Indeed, game developers will try to extend a 
game’s longevity by keeping gamers engaged 
through the sale of in-game items. NFTs play 
an important role here as the blockchain-based 
proof of ownership prevents the buyers of these 
items from reselling the products. 

b. Digital Art & Collectibles: Digital art has been 
around for years. But it was only with the arrival 
of NFTs that this space started commanding a 
value. This situation is not surprising considering 
that digital art can be easily duplicated and 
hence, NFTs are needed to provide the 
necessary proof of ownership. 
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Meanwhile, apart from digital art, there is also 
massive demand for digital collectibles, ranging 
from digital trading cards (for sports leagues 
like the NBA and MLB) to celebrity tweets. The 
amount paid for such items is enormous, for 
instance:

 » In October 2020, digital artist, Beeple, sold 
an art piece “Everydays – The First 5000 
Days” for USD69m. 

 » In August 2021, Visa bought CryptoPunk 
#7610 for c.USD150,000 to signal its 
support for NFTs as well as “to understand 
the infrastructure requirements to purchase, 
store, and leverage an NFT”.

Collectibles remain the most popular 
type of NFT

Source:  Nonfungible, DBS
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Source: iStock
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Game On – Key players in the Metaverse

Game Engines & Developers

Being “Architects of the Metaverse”, game engines play a foundational role here. Every pixel, asset, and 
interaction in the virtual world would have to be crafted with a game engine. The two most dominant leaders 
in this space are Unity Software (48% market share) and Unreal Engine (13% market share).

Unity Software

 � As the only public-listed game engine company, over 50% of the top games 
played across all platforms are made with Unity’s software. 

 � In 2019, Hong Kong International Airport commissioned a digital twin of its 
airport to be built using Unity Software. 

Roblox

 � Roblox is gaming platform that allows users to create their own games for 
other gamers to play. Today, it is one of the closest representations of a 
functioning Metaverse. 

 � Extreme popularity among Gen-Z and Gen-Alpha has allowed Roblox to 
find success in both gaming and social networking. 

Big Tech

Big Tech (FAAMG - Facebook, Apple, Amazon, Microsoft, and Google, commonly referred to as ‘Big Tech’) 
collectively has a combined market cap of c.USD9t. If market cap is compared side-by-side with gross 
domestic product, Big Tech would be ranked third globally – right behind the US (USD21t) and China 
(USD15t). With its huge cash reserves and access to the best talents and cutting-edge technology, Big Tech 
is in a unique position to pour billions of dollars into the research and development of the Metaverse. 

Facebook

 � Facebook has announced plans to transition from a social media company 
to a Metaverse company (recently renaming itself “Meta Platforms”). 
The company has made investments in software that allow AR-powered 
“teleportation” as well as hardware relating to VR headsets (under Oculus). 

 � Since acquiring VR firm Oculus for USD3b in 2014, Facebook has managed 
to capture 2/3 share of the global VR headset market (as of 1Q21). 
The company plans to sell 10m active units to create a self-sustaining 
ecosystem.  
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Microsoft

 � Microsoft has announced plans to develop the enterprise Metaverse, a new 
layer of enterprise infrastructure stack where users can “start with the digital 
twin to build a rich digital model of anything physical or logical, whether 
it’s assets, products, or complex environments spanning people, places, 
things, and their interactions”.  

 � The initial move into the Metaverse will be via its Teams conferencing 
programme which will feature digital avatars. Through the usage of Mesh 
software, users are able to access both virtual and augmented reality 
experiences with AR/VR goggles.

 � Microsoft’s exposure to the gaming space includes the (a) Xbox gaming 
platform which currently attracts 100m monthly active users and (b) Mojang 
Studios which produces Minecraft (the best-selling video game of all time 
with over 140m monthly active users). 

Tencent

 � Tencent registered two trademarks in September 2021 for “Timi metaverse” 
and “Kings metaverse”.  “Timi” refers to Tencent’s Timi Gaming Studio, the 
creator of Call of Duty Mobile and Honour of Kings (two immensely popular 
mobile games that generated USD10b revenue in 2020).  

Infrastructure Providers & Hardware Manufacturers

These companies provide products and services that are essential for the great migration into the 
Metaverse (eg. cloud and edge computing companies, AR/VR hardware makers, chipset producers). 
Most of these companies are already doing well in today’s world. But expect them to outperform as the 
evolution of the Metaverse takes hold.   

Fastly

 � Fastly is a cloud platform that solves latency issues by bringing servers as 
close as possible to the data source. Brands like BuzzFeed use Fastly’s 
platform to reduce load time by 50%. 

 � Load time reduction is essential for the migration to the Metaverse as huge 
amounts of data have to be transmitted to create a virtual world where 
users interact in real time.   

Nvidia

 � From the world’s fastest supercomputers to the chipset inside your device, 
Nvidia has been developing some of the most critical chips over the last 
three decades. The company accounted for 83% of the global GPU market 
as of 2Q21.  

 � Apart from hardware, Nvidia has also released the “Omniverse” which 
simulates shared virtual 3D worlds. 
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Strong outperformance from the 
Metaverse theme over global equities

Source: Bloomberg, DBS

96

98

100

102

104

106

108

110

112

114

116

Jun-21 Jul-21 Aug-21 Sep-21 Oct-21

Ball Metaverse Index

Global Equities

Metaverse-related companies possess 
strong operating margins…..
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Robust outperformance for Metaverse 
theme underpinned by strong 
fundamentals

Using the Ball Metaverse Index (BALLMETA Index) 
as proxy, the Metaverse theme has outperformed 
global equities substantially since 18 June. We 
expect the strong momentum to persist given its 
exposure to innovative and disruptive companies 
in the Technology space. In aggregate, the theme 
possesses stronger operating margins and higher 
return-on-equity (ROE) than the broader market. On 
a segmental basis, we believe that the eventual mass 
migration into the Metaverse will be a significant 
growth driver for: (a) Game Engines, (b) Big Tech, 
and (c) Semiconductors. 
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Disclaimers and Important Notice

This information herein is published by DBS Bank Ltd. (“DBS Bank”) and is for information only.  This publication 
is intended for DBS Bank and its subsidiaries or affiliates (collectively “DBS”) and clients to whom it has been 
delivered and may not be reproduced, transmitted or communicated to any other person without the prior 
written permission of DBS Bank.  

This publication is not and does not constitute or form part of any offer, recommendation, invitation or solicitation 
to you to subscribe to or to enter into any transaction as described, nor is it calculated to invite or permit the 
making of offers to the public to subscribe to or enter into any transaction for cash or other consideration and 
should not be viewed as such.

The information herein may be incomplete or condensed and it may not include a number of terms and provisions 
nor does it identify or define all or any of the risks associated to any actual transaction. Any terms, conditions 
and opinions contained herein may have been obtained from various sources and neither DBS nor any of their 
respective directors or employees (collectively the “DBS Group”) make any warranty, expressed or implied, as to 
its accuracy or completeness and thus assume no responsibility of it. The information herein may be subject to 
further revision, verification and updating and DBS Group undertakes no responsibility thereof. 

All figures and amounts stated are for illustration purposes only and shall not bind DBS Group. This publication 
does not have regard to the specific investment objectives, financial situation or particular needs of any specific 
person. Before entering into any transaction to purchase any product mentioned in this publication, you should 
take steps to ensure that you understand the transaction and has made an independent assessment of the 
appropriateness of the transaction in light of your own objectives and circumstances. In particular, you should 
read all the relevant documentation pertaining to the product and may wish to seek advice from a financial or 
other professional adviser or make such independent investigations as you consider necessary or appropriate for 
such purposes. If you choose not to do so, you should consider carefully whether any product mentioned in this 
publication is suitable for you.  DBS Group does not act as an adviser and assumes no fiduciary responsibility 
or liability for any consequences, financial or otherwise, arising from any arrangement or entrance into any 
transaction in reliance on the information contained herein.  In order to build your own independent analysis of 
any transaction and its consequences, you should consult your own independent financial, accounting, tax, legal 
or other competent professional advisors as you deem appropriate to ensure that any assessment you make is 
suitable for you in light of your own financial, accounting, tax, and legal constraints and objectives without relying 
in any way on DBS Group or any position which DBS Group might have expressed in this document or orally to 
you in the discussion. 

If this publication has been distributed by electronic transmission, such as e-mail, then such transmission cannot 
be guaranteed to be secure or error-free as information could be intercepted, corrupted, lost, destroyed, arrive 
late or incomplete, or contain viruses. The sender therefore does not accept liability for any errors or omissions 
in the contents of the Information, which may arise as a result of electronic transmission. If verification is required, 
please request for a hard-copy version. 

This publication is not directed to, or intended for distribution to or use by, any person or entity who is a citizen 
or resident of or located in any locality, state, country or other jurisdiction where such distribution, publication, 
availability or use would be contrary to law or regulation. 
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Dubai International Financial Centre 

This publication is distributed by the branch of DBS Bank Ltd operating in the Dubai International Financial Centre 
(the “DIFC”) under the trading name “DBS Vickers Securities (DIFC Branch)” (“DBS DIFC”), registered with the DIFC 
Registrar of Companies under number 156 and having its registered office at units 608 - 610, 6th Floor, Gate Precinct 
Building 5, PO Box 506538, DIFC, Dubai, United Arab Emirates. DBS DIFC is regulated by the Dubai Financial 
Services Authority (the “DFSA”) with a DFSA reference number F000164. For more information on DBS DIFC and its 
affiliates, please see http://www.dbs.com/ae/our--network/default.page.

If you have received this communication by email, please do not distribute or copy this email. If you believe that 
you have received this e-mail in error, please inform the sender or contact us immediately. DBS DIFC reserves the 
right to monitor and record electronic and telephone communications made by or to its personnel for regulatory or 
operational purposes. The security, accuracy and timeliness of electronic communications cannot be assured. While 
DBS DIFC implements precautions against viruses, DBS DIFC does not accept any liability for any virus, malware or 
similar in this email or any attachment.

This publication is provided to you as a Professional Client or Market Counterparty as defined in the DFSA Rulebook 
Conduct of Business Module (the “COB Module”), and should not be relied upon by any client which does not meet 
the criteria to be classified as a Professional Client or Market Counterparty under the DFSA rules.

Hong Kong 

This publication is distributed by DBS Bank (Hong Kong) Limited (CE Number: AAL664) (“DBSHK”) which is regulated 
by the Hong Kong Monetary Authority (the “HKMA”) and the Securities and Futures Commission. In Hong Kong, 
DBS Private Bank is the private banking division of DBS Bank (Hong Kong) Limited.

DBSHK is not the issuer of the research report unless otherwise stated therein. Such research report is distributed 
on the express understanding that, whilst the information contained within is believed to be reliable, the information 
has not been independently verified by DBSHK. 

Singapore 

This publication is distributed by DBS Bank Ltd (Company Regn. No. 196800306E) (“DBS”) which is an Exempt 
Financial Adviser as defined in the Financial Advisers Act and regulated by the Monetary Authority of Singapore (the 
“MAS”).

Thailand

This publication is distributed by DBS Vickers Securities (Thailand) Co., Ltd. (“DBSVT”). 

United Kingdom  

This publication is distributed by DBS Vickers Securities (UK) Ltd of Paternoster House, 4th Floor, 65 St Paul’s 
Churchyard, London EC4M 8AB. (“DBS Vickers UK”) which is authorised and regulated by the Financial Conduct 
Authority (the “FCA”).








