
Immersive technologies have a high impact on 
the consumer journey 

Immersive experiences also benefit organizations’ 
internal operations

Consumer interest propels the metaverse 
to the fore

A majority of consumers find immersive experiences in retail, 
training and education valuable and impactful

Most implemented immersive use cases for 
internal operations

Nine in ten consumers are curious about 
the metaverse

Consumer interest in the metaverse focuses on social 
interaction and commerce

The small group of metaverse-experienced consumers have 
faced hostile environments and experiences

Percentage of consumers who say immersive experience might be 
impactful and valuable 

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

Percentage of consumers and their experience with the metaverse

Source: Capgemini Research Institute, Immersive Technology Consumer Survey, July–August 2022, n=8,000 consumers. The above numbers 
are the average of consumer responses from eight different categories of products and services including banking and insurance, consumer 
products and household packaged goods, healthcare & medical devices, high engagement products, media and content, retail shopping, 
telecommunication services, training & education.

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 
media and content, n=213 discrete manufacturing, n=58 life sciences, n=64 telecom, n=74 financial services organizations.

Source: Capgemini Research Institute, Immersive Technology Consumer Survey, July–August 2022, n=8,000 consumers.
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HOW IMMERSIVE EXPERIENCES AND 
THE METAVERSE BENEFIT CUSTOMER EXPERIENCE 
AND OPERATIONS
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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
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Percentage  of metaverse-curious consumers (93% of sample) and the 
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%

Percentage of metaverse-experienced consumers who have stated the following 
(N=335 metaverse-experienced consumers)

How can immersive technologies help 
organizations reimagine the customer journey and 

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
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During product/ service 
awareness and 
consideration

During product/ 
service selection and 

purchase

During product/ 
service

 usage and support
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