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Introduction

The tourism industry, with travel and hospitality as two of its major 
components, is no longer the same as it was. Consumer behaviors 
toward tourism have significantly changed, influenced by the desire 
for safety and social contact and the accelerated shift to digital. Travel 
planning now happens with just a few clicks — from selecting a travel 
location and checking safety protocols to receiving information on flights 
and lodgings. For businesses, this means tougher asks from customers 
and greater competition for wallet share, especially as digital evens out 
the playing field between small and large companies.

Fueled by pent-up demand and the ubiquity of digital connectivity, the 
travel and hospitality business did see a fairly successful rebound in 
2021 and 2022, tempered to some extent by climate change, geopolitical 
tensions, and persistent, high inflation. To reach new markets, meet 
expectations for customer-centric experiences, and outmaneuver 
industry turbulence, tourism brands must reinvent themselves in a truly 
differentiating way — and the metaverse may very well be that enabling 
factor.

When we talk about the metaverse, we think about stunningly realistic 
3D digital worlds centered on social connections, such as virtual 
reality (VR) experiences and augmented reality (AR) overlays of the 
real world. Here, users often have control over a digital avatar, which 
is used to interact with other users. Aside from this social component, 
the metaverse provides various opportunities for businesses to reach 
customers wherever they are, deepen customer loyalty, and grow 
revenue. That’s why it is considered one of the hottest emerging trends 
in the tourism space. The idea of interactive virtual worlds could help 
enhance how customers engage with different locations (making it as in-
real-life as possible), elevate the customer experience (CX), and, in some 
instances, present alternatives to physical travel.

This white paper will explore how the metaverse can help revitalize the 
industry and ensure sustainable growth, including how businesses can 
successfully navigate this new and exciting frontier.

Welcome to the metaverse!
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Unpacking the metaverse

The metaverse is a set of virtual shared spaces that mimic aspects 
of the physical world using technologies such as VR, AR, artificial 
intelligence (AI), social media, and digital currency. Within the 
metaverse, people can collaborate, socialize, work, transact, 
learn, and play via a digital version of themselves called an avatar. 
Brands, too, can create their versions of the metaverse (private) or 
become part of a larger open metaverse (public). Brands joining the 
metaverse envision a new digital economy where users can create, 
adapt, market, or consume goods and services.

As imagined by some tech visionaries, the metaverse won’t primarily 
run on platforms with owners controlling data, governance, and 
transactions. Instead, customers and businesses can take their 
identities, currencies, experiences, and assets anywhere. In contrast 
to current web experiences, much of this digital world will endure 
even when no one is in it.

The metaverse has the potential to generate up to $5 trillion 
in value by 2030.1 Meanwhile, 54% of tech experts believe that 
by 2040, the metaverse will be a much more refined and truly 
immersive, well-functioning aspect of daily life for half a billion or 
more people globally.2 It’s simply too huge for companies to ignore.

1 https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/value-creation-in-the-metaverse 
2 https://www.pewresearch.org/internet/2022/06/30/the-metaverse-in-2040/ 
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Why metaverse?

Although the metaverse was first described and named almost 
30 years ago, we’re still far from achieving a truly immersive and 
shared digital environment because of technological limitations. 
However, the opportunities already exist as elements of the 
digital era, such as cryptocurrency, social media, and VR and 
AR, are rapidly converging. The metaverse could be the most 
logical culmination of this convergence as it creates a striking 
resemblance of the physical world — our world. 
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Digital Commerce
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Non-Fungible Tokens (NFTs)
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While some organizations remain cautious or even resistant to the 
idea of the metaverse, others see this technological evolution as an 
opportunity to enhance CX, introduce virtual products, market physical 
and digital goods and services, collect new data on customers, support 
metaverse payments and finance, and offer hardware and applications 
that support metaverse activities. 

Online gaming leaders Roblox, Microsoft, and Electronic Arts (EA) have 
had tremendous success converting their existing titles into 3D online 
versions, essentially manifestations of the metaverse. At the same 
time, several global-leading retailers have launched their purpose-built 
metaverse spaces that allow users to meet, socialize, join promotions, 
and engage with a wide range of brand experiences. Since the 
tourism sector is largely driven by information and communication 
technologies, it is worth considering how it could integrate this virtual 
universe.

The worldwide 

AR and VR headset market 
grew by 92.1% YoY in 2021, with 

shipments reaching 11.2 million units.

(International Data Corporation)

Blockchain technology 
has enabled the use of digital 

currencies and NFTs in the 
metaverse, allowing creators 
to monetize their goods and 

services.
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Why now?

Virtual experiences can 
connect and inspire

Seamless integration between 
physical and virtual channels

A growing virtual universe

Rapidly evolving technology

Connecting with customers in 
the metaverse can provide a new 
dimension, inspiring customer 
affinity and loyalty.

Meet your customers or users 
wherever they prefer and 
ensure consistent, high-quality 
interactions.

As companies explore and 
experiment with the metaverse, 
there’s a growing assortment 
of metaverse applications to 
research, test, and refine.

Continued advancements make 
rich, immersive experiences a real 
possibility.

There are many reasons for companies in the tourism industry to get ahead of the curve by starting now.

of customers say that a brand’s digital 
presence is as important as its physical 
presence

(McKinsey & Company)

of customers are excited to do everyday 
activities in the metaverse

(McKinsey & Company)

81%81% 59%59%
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The metaverse tourism

The development of tourism parallels advances in technology. From 
the computerized booking centers of the 1970s to the adoption of the 
internet in the late 1990s, technology has always been used to establish 
new tourism practices. As the internet’s next evolutionary leap, the 
metaverse rolls out increasingly immersive technologies that blend the 
physical with the digital and the virtual. Tourism is expected to keep up 
with the times.

While the metaverse cannot replace physical travel, which is what 
tourism requires essentially, it can create the desire to travel. In 
an immersive reality, users can experience sensations, such as sight, 
sound, touch, and even smell, that connect them to their environment. 
Immersion through a VR headset and haptic sensors allows users to 
experience things or situations that were previously intangible or not 
accessible in the moment. Through an avatar, the user can become a 
tourist, create a virtual tour route, and interact with other avatars.

By imitating, reproducing, or simulating travel and holidays, the 
metaverse can inspire people to make tourism-related purchases, 
giving them a clear idea of what they can expect when they visit a 
particular destination. Hotels and transportation can also make use of 
the metaverse to help potential guests understand property offerings or 
how long they must travel. 

To further encourage users in their customer journey, the metaverse can 
enhance the booking experience by providing valuable information 
that cannot be accurately delivered through other means. Hotels, for 
instance, can use VR tours or digital avatars to allow customers to “walk 
around” their property, experiencing their rooms and facilities first-
hand. Meanwhile, travel agents can also use VR tours to provide life-like 
experiences of a location. Customers are more likely to push through 
with their booking with enjoyable and informative experiences that are 
as close to reality as possible.

Ultimately, the real value of leveraging the metaverse in tourism offerings 
comes down to its ability to increase booking volume, achieved after 
creating desire, influencing purchasing decisions, and prompting action.
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Soaring higher with metaverse initiatives 

Airlines are enabling travelers to experience first-class suites, 
lounges, and seats from the comfort of their homes through VR. 
They are also providing premium check-in areas, showing a detailed 
look at the cabin, and are launching a meta-human cabin crew for 
customer engagement.

Hotels and resorts are opening metaverse hotels that offer 
end-to-end experiences, from booking to check-in, and virtual 
stores, providing users with coupons that can be exchanged in 
real locations. They’re also giving out NFTs as part of their loyalty 
program and introducing “crypto trips” that can be entirely settled 
with cryptocurrency.

Technology-enabled hospitality brands are trying out the 
concept of “rooms-only” hotels that provide access to virtual 
conferences and meetings and introducing 3D platforms as an 
alternative to in-person travel. In these simulations, attendees can 
create avatars and conduct meetings, events, and training sessions.
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Virtual tours are the next frontier in 
travel, where the digital and physical 
worlds merge. Within the metaverse, 
AR and VR enable consumers to 
explore the destinations they’ve always 
fancied visiting. Virtual tourism entails 
potential access to almost any location, 
personalized experiences, and enhanced 
entertainment. In 2021, Seoul, South 
Korea, became one of the first major 
cities to announce its plans to embrace 
the metaverse. Its platform, provisionally 
called “Metaverse Seoul,” intends to create 
a virtual communication ecosystem for 
all areas of its municipal administration, 
including tourism. The official release of 
the first service phase is scheduled for the 
end of November. The target completion 
of the metaverse environment is in 2026. 

The events industry, expos, and trade 
shows were some of the hardest-hit 
segments during the peak of the 
pandemic. The metaverse could have 
provided extensive relief had it been 
at a higher level of maturity at that 
time. The immersive and expansive 
nature of the metaverse allows for 
hosting events of any size, including 
major trade shows. Today, metaverse-
based virtual event solution providers 
are offering possibilities in real estate 
expos, auto shows, summits, and 
product launches.

The metaverse has a host of 
applications for business but 
especially for amusement and 
entertainment. It is taking off in 
a big way in simulated theme 
parks, museums, zoos, and other 
attractions. Musee Dezentral is a 
decentralized NFT museum in the 
metaverse, accessible to anyone with 
an internet connection. Meanwhile, 
entertainment heavyweight, Disney, 
has hinted about its foray into the 
space, with a vision for the metaverse 
as “next-generation storytelling.”

A world of possibilities

Virtual Tours Online Trade Shows Theme Parks and Attractions
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Transforming the customer journey

Planning/Research

The VR tours and experience 

segment is currently witnessing 

rapid expansion and boom.

Transactions in the metaverse 

are still in a nascent stage but 

will soon explode as crypto 

adoption increases.

Airports and airlines are widely 

adopting the metaverse. 

Lufthansa and Emirates are 

making their move.

The metaverse is transforming 

the traditional loyalty program 

with NFTs.

Booking/Pre-Trip Travel/During Trip Post-Trip

Virtual Tours
- Properties and rooms 
- Desired destinations
- Travel itineraries
- Airport experience
- Aircraft interior
- Cruise ship cabins
- Car rental options

VA Avatars
- Enquiry handling 
- Interactive avatars to suggest
  activities
- Recognize loyal guests

Marketing and Advertising

Transactions in the Metaverse
- Services 
- Memberships/loyalty points 
- Use of NFTs
- Room booking

Crypto Payments 
- Cryptocurrencies

- AR-based tours
- Check-in kiosks and online
  business meetings
- Safety instructions
- Entertainment programs
- Virtual events (lost cost
  room-only hotels)

- Post-departure gifts
- Loyalty program
- Consumer feedback
- Re-engagement
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Future activities in the metaverse

Overall, respondents looking to 
engage in metaverse activities in 
the future consider mostly playing 
games, socializing, and embarking 
on immersive travel experiences. 
Gen Zers are the most predisposed 
to playing games and social 
interactions. Millennials, on the 
other hand, are also very inclined 
to gaming on top of trading, 
earning, or collecting virtual goods.

Elevating the customer experience

More than just meeting customers where they are, the metaverse offers 
opportunities to transform CX. Today, customer interactions happen via 
mobile, desktop, email, artificially intelligent chatbots, social messaging, and 
other channels. But in the metaverse, customer touchpoints will be even more 
immersive and connected. Over the next decade, the metaverse will transform 
CX in the same way E-commerce shook up retail in the 1990s and mobile 
reimagined social interactions in the early 2000s. Today, omnichannel CX is 
more than a “nice to have”— it adds tangible value to the bottom line.

CX Lab is Teleperformance's award-winning 
research center dedicated to monitoring 
consumers' changing behaviors and expectations 
globally to help companies improve their 
customer service strategies. 
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In addition to offering more ways to reach customers, there’s 
potential for the metaverse to address fundamental operational 
pain points.

“The world is a 3D place — or 4D if you include time. It’s not a 
2D experience. And in fact, 2D experiences feel kind of artificial,” 
says David Truog, Vice President and Principal Analyst at 
Forrester Research. “There are many experiences that benefit 
from three-dimensionality, from touching and manipulation, 
where the metaverse will be appropriate.”

There are equally intriguing use cases for the metaverse in the 
context of CX. A travel agency could showcase destinations via 
3D “vacation previews” that provide enticing teasers of exotic 
locations.

Future activities in the metaverse (multiple answers)
Sample: 730  willing and willing to engage in the future | 

*Market virtual goods aggregated results. Individual results in 
%: Tokens (22%), NFTs (22%), and virtual land and real estate 

(19%). 
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Security and identity protection in the metaverse

As immersive experiences in the metaverse become more sophisticated, so does the threat 
landscape. Among the many unfinished elements of the metaverse is its security. Standard 
cybersecurity protocols — the technologies equivalent to the “HTTPS” of today’s internet — are still 
a work in progress in the metaverse. So are the governance standards that will protect privacy, 
property, and perhaps, most importantly, identity.

With Teleperformance, all parties are protected. We provide safe digital environments for both work 
and play, secure online interactions, and protect user data with our award-winning, comprehensive 
security framework.

According to MIT Technology Review Insights, user 
identity protection will be vital to innovating in the 
metaverse. Protecting user identity will be critical 
for preventing fraudulent activity, preserving both 
user and brand reputation, and shielding users from 
offensive or threatening behavior.
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Navigate the metaverse with a trusted partner

Despite the barriers the metaverse must overcome for widespread adoption, it is poised for immense growth and evolution, with real-world applications 
becoming increasingly available to consumers. And while the metaverse, which in itself is a technological development of the internet, is not yet 
complete, forward-looking companies are already establishing their presence on the platform to reach customers in ways that are still new and unique.

Teleperformance has powered world-class customer experiences for over 40 years, engaging customers whenever and wherever they prefer. 
As the world’s leading digital services provider, we are at the forefront of the metaverse movement. We help brands explore the metaverse today so they 
can delight customers now and in the future.

Omnichannel integration and customer support

- Ecosystem issues such as missing or malfunctioning products
- Virtual and metaverse account support
- Technical support
- Billing and refund queries
- Integrated omnichannel/digital support platforms
- Metaverse CX operating model, blueprint, and metrics

Metaverse engagement and customer management

- Know Your Customer (KYC) and user identity management
- Real-time community member engagement
- Online events management

Technology, automation, and innovation

- Extended reality (XR) and mixed reality (MR) solutions
- Application development
- AI automation solutions
- Multilanguage translation, AI-powered solutions for real-time
  conversations
- Knowledge base development

Digital trust, safety, moderation, and business integrity

- Real-time monitoring, reporting, and resolution
- Content moderation
- Fraud detection and prevention
- Data protection, cybersecurity, and policy management framework
- User identity authentication and protection

White Paper |Copyright © 2022 Teleperformance SE. All rights reserved.
Complete or partial external use or reproduction is strictly forbidden. 14



/company/teleperformanceteleperformance.com @teleperformance_group /teleperformanceglobal /teleperformance @teleperformanceteleperformanceblog.com


	Button 1062: 
	Page 1: 

	Botão 161: 
	Page 2: 

	Button 1060: 
	Page 2: 

	Botão 162: 
	Page 3: 
	Page 4: 
	Page 5: 
	Page 6: 
	Page 7: 
	Page 8: 
	Page 9: 
	Page 10: 
	Page 11: 
	Page 12: 
	Page 13: 
	Page 14: 

	Button 1061: 
	Page 3: 
	Page 4: 
	Page 5: 
	Page 6: 
	Page 7: 
	Page 8: 
	Page 9: 
	Page 10: 
	Page 11: 
	Page 12: 
	Page 13: 
	Page 14: 



