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About Me
• From UK originally, over 20 years in Asia 

(Hong Kong based)

• BSc, MBA, doctoral studies in business 
(strategy and marketing)

• Author of 2 books, key note speaker, 
published dozens of articles in various 
magazines, journals and newspapers

• Varied career in fitness, academia, strategy 
consultancy, and back to industry

• Currently working for one of the largest 
fitness manufacturers in the world 

Contact: 
LI: https://www.linkedin.com/in/robertsawhney
Twitter: https://twitter.com/SawhneyRobert
Blog: www.strategycompetitiveness.com 2

https://www.linkedin.com/in/robertsawhney
https://twitter.com/SawhneyRobert
http://www.strategycompetitiveness.com/
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Objectives for today – a dizzying run through 
what could be 
• Identify the difference between Web3 and the Metaverse (MV)

• Define what the Metaverse is and its potential

• Highlight how the MV can address some of the issues facing our 
industry

• Share practical examples of who is doing what in this space

• Touch on the future and the potential of blockchain in this space

(Caveat – I am not an expert in blockchain and its potential impact - but who is)!



This data is for general communication (no restriction).

Web3 & MV, Web1 vs Web2 vs Web3

“a scaled and interoperable network 
of real-time, 3-D virtual worlds.”

The MV lies at the intersection of 
3 technologies and user bases
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MV potential

According to JP Morgan:

• Every year US$54b is spent on virtual 
goods, almost double the amount spent 
on music

• 60b messages are sent daily on Roblox
• $80m was paid to creators on Second 

Life
• NFTs have an approx. market cap of 

$41b
• 200 strategic partnerships with the 

Sandbox
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https://www.youtube.com/watch?v=MTfxL6F_XEIA response: 

https://www.youtube.com/watch?v=MTfxL6F_XEI
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MV and Industry Challenges
• Industry penetration 

and retention levels
• Wearable impact and 

retention levels
• Digital apps impact and 

retention levels

Motivation – high immersive increase motivation 
compared to low and non, especially with competitive 
agent (such as avatar)
Enjoyment – high and low immersive VR increased vs 
non
Engagement – again increased with high immersive VR 
vs low and non. Positive impact of avatar in certain 
conditions 

(Source: Murphy State of our 
Health 2022)

How about cognitive 
biases?
Loss aversion
Discount future outcomes
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Who is doing what?
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Cont’d 

• TRIB3 - HIIT workouts and innovative style of group fitness classes delivered in the digital world along 
with the first ever TRIB3 NFTs (non-fungible tokens). They join global giants such as Adidas and Team 
GB by entering The Sandbox. 

• Stages - The deal with OliveX Fitness will see Stages Cycling’s range of smart bikes, power meters and 
indoor cycling classes made available to user, as well as virtual avatars, apparel and branded NFTs 
through the game Dustland Runner.

• GO24 Fitness HK – this will see the GO24 fitness offering replicated in the metaverse, allowing users 
within The Sandbox to experience fitness experiences digitally, including its popular “BURN24” total 
body, high-intensity workout and other group classes.

• Les Mills - Les Mills launched a BODYCOMBAT VR app that takes the popular martial arts workout into 
the metaverse for a gamified workout.

• FitXR – offers boxing and dance classes with the ability to workout with 6 other exercisers in a 
competition format wearing VR googles.

• Zwift - remains focused on software but Eric Min acknowledged the potential for AR/VR experiences on 
the platform. As the fitness metaverse takes shape, pitting at-home riders up against the pros—in near 
real-time—could transform cycling. “Zwift is something you do indoors. But our vision is that Zwift is 
cycling. It doesn’t matter whether it’s indoors and outdoors. I think that the two worlds will start 
bleeding into one another.”

https://www.lesmills.com/fit-planet/media/les-mills-takes-martial-arts-into-the-metaverse-with-bodycombat-vr-app/
https://www.lesmills.com/fit-planet/media/les-mills-takes-martial-arts-into-the-metaverse-with-bodycombat-vr-app/


This data is for general communication (no restriction).

What could you do?
Service and Wellness Offering

• VR based workouts
• Health and wellness events
• Community workouts using avatars
• Workout with friends using VR, AR
• Celebrity led workouts
• Compete against athletes
• Fully immersive gym or facility 

experiences with music, trainers 
etc

• M2E plays with both digital and 
real rewards

• Gaming tie ups
• Play before you pay (trial)
• Pay as you go and access based 

fees
• Product marketing 
• Customer engagement
• Brand loyalty through community
• Customer education 

Business Model
• Product testing and experiences
• Design thinking at scale with CX tested in 

real time
• Product launches
• Massively expanded reach of marketing 

touch points such as tradeshows
• Social support groups – i.e. health care, 

weight loss
• Remote and immersive health evaluations 

and interventions at scale and in depth
• Immersive virtual facility tours
• Digital twins of facilities
• Virtual real estate and e comm
• Product design and digital twins
• Facility design and fit out in real time and 

space using AR and VR
• Payments 
• Smart contracts 
• Employer branding and internal marketing 

Eco System
• Fractionalized payment for IP –

wellness journeys created by 
multiple stakeholders could in 
theory be managed by NFTs

• User journeys based on 
behavioural science 

• Aggregated health data –The MV 
could become this single source 
of truth that could provide true 
personalisation across all of 
wellness for users and indeed 
reward them for their activity 
with eco system partners

• Interoperability and data sharing 
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Now and the Future

What Do Businesses Plan to do on the Metaverse?  (Source: 

PwC 2022 US Metaverse Study)

How Six Industries Intend to use AR/VR (Source: BCG)
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Blockchain and Health: A true eco system disruption -
realization of data analytics potential plus the sharing 
economy?



Thank You 
and over to 
Andy Hall


