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FOREWORD

The Metaverse will dramatically change the way we connect 
and experience the world, blurring the lines between content 
and product, reshaping the landscape of the retail industry. The 
conversation around non-fungible tokens (NFTs) and virtual goods 
is already being had by the economic, tech and art elites – and now 
awareness and demand is building among everyday consumers. 

NFTs and virtual goods present both a challenge and opportunity for brands. The challenge being 
accessibility and education, with nearly half of consumers (44%) saying they have “no clue” what an 
NFT is. The opportunity lies in predicting tomorrow’s NFT and virtual goods buyer by understanding 
today’s early adopters.  Brands that educate audiences and demonstrate how virtual goods can 
deliver the same emotional rewards of physical goods will earn consumer trust and ensure long 
term revenue growth.

Our Revealing the Metaverse report reveals American consumers’ sentiments around NFTs and 
virtual goods and frames the possibility of exponential opportunity. Familiar retail brands and 
interactions are the keys to earning consumer confidence to transact in a new world that is on the 
brink of massive growth.
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UNDERSTANDING AND 
EDUCATING THE CONSUMER 

NFTs and virtual goods present a major 
opportunity for growth in the retail space. In 
the last year, only eight percent of consumers 
purchased an NFT, and only 15 percent of 
consumers purchased a virtual good. Market 
expansion begins with educating the consumer 
and identifying what factors could increase the 
chance of a successful transaction.

While consumers may be confused about or 
hesitant towards NFTs and virtual goods, many 
can be convinced to purchase them. In recent 
years, retail - especially fashion retail - has taken 
steps to implement more sustainable product 
life cycles, specifically through rentals and re-sale. 
Can NFTs provide a tipping point for pre-owned 
products to have a longer life?

44% 
Of consumers say they 
have “no clue” what an 
NFT is

OF CONSUMERS WHO COULD BE CONVINCED TO PURCHASE 
AN NFT, FACTORS WHICH COULD CONVINCE THEM TO DO SO 
INCLUDE: 

If they better understood how 
they worked  

46%

If it was going to appreciate or be a 
sound investment

42%

If it came from a brand they trusted

31%

If it came with a physical good 
(merchandise/swag, printed artworks, etc.)

25%

If the process to purchase it was easy 

24%

If it came from a brand they trusted

35%

If it came with a physical good
(merchandise/swag, printed artworks, etc.)

30%

30%
If it came with special features 

or skills used in its virtual world

If the process to purchase it 
was easy 

27%

If it was rare or a limited edition

24%

OF CONSUMERS WHO COULD BE CONVINCED TO PURCHASE 
A VIRTUAL GOOD, THE FACTORS MOST LIKELY TO CONVINCE 
THEM TO DO SO INCLUDE:
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CURRENT CONSUMERS AND 
UNTAPPED POTENTIAL

The data reveals that NFTs and virtual goods 
buyers are predominantly young, male, and 
represent a very small percentage of today’s 
consumers.

As the research has indicated, of the 85 percent of consumers who have never bought virtual goods or 
NFTs, 44 percent have indicated they do not even know what they are. 46 percent of these consumers 
stated they would be more likely to purchase if they had a better understanding of how virtual goods 
and NFTs worked.  
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Of virtual goods or NFT 
purchasers are male 

Of purchasers are 
between the ages of 18-34

These buyers account 
for only 15% of today’s 

consumer

MEETING YOUR CONSUMER WHERE THEY ARE 

With the data in mind, brands must act fast to not only learn from early adopters, but more importantly 
to tap into the market of consumers that are not yet buying in this space. 

To do so, brands should take the following steps:
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Explain to 
consumers what 
NFTs and virtual 
goods are, how they 
work, and why they 
should want them

Educate 
Support the 
development of this 
secondary market as a 
sound investment
for the business, and 
help build a rich 
marketplace supported 
by other legacy, 
trustworthy brands

Build
Pair virtual and 

physical goods to 
maximize utility 
across multiple 

platforms

Maximize
Make it seamless 
for consumers to 

easily purchase and 
track the value of 

their goods

O
er value 
Sprinkling in just
the right amount

of scarcity will
help engagement;
use product drops

and limited time 
sales events

Create scarcity
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NFT CONSUMERS ARE MORE LIKELY TO PURCHASE

Music or 
film-related 

NFT

22%

17%

Memes

Early NFT collections  
(Bored Ape Yacht 
Club, Cryptopunks, 
Loot, etc.)

12% 9%

Luxury 
fashion goods

11%

Artwork or 
photography

Sports 
memorabilia/ 

collectibles

14%

Event tickets
to virtual 
performances
or competitions

14%

13%

Digital 
fashion
(Footwear or 
clothing for 
an avatar) 

Non-crypto virtual 
currency (Digital currency 
only usable within certain 

virtual communities) 

12%

11%
Avatars
12%

Privileges or 
unique skill sets 
for an avatar 

Gifts for 
other users 

13%

VIRTUAL GOODS CONSUMERS ARE MORE LIKELY TO 
PURCHASE

�PRODUCT CATEGORIES 
EXPECTED TO SEE INITIAL 
GROWTH

While the demographics break down similarly 
between NFTs and virtual goods, our data shows 
clear indications of types of products consumers 
are considering purchasing for each. 

Those purchasing NFTs lean towards more 
sentimental product categories, like music, 
artwork, and photography,  while gaming remains 
a major focus for virtual goods. 
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ABOUT SCALEFAST

Scalefast has vast global eCommerce knowledge, with an enterprise platform equipped with 
the elements brands need to expand and scale their direct-to-consumer sales channel. Recently, 
Scalefast was recognized in the Inc. 5000 list as one of the fastest-growing companies and won Red 
Herring’s 2019 Top 100 North America award.

Scalefast is the modern way for brands to sell online, empowering them to regain the control 
and simplicity they need to create an exceptional shopping experience directly from their digital 
storefront. Its full-stack enterprise solution brings together a cloud-based eCommerce platform 
and global business services in an ecosystem where brands can join forces to leverage volume and 
data.

As a partner to L’Oréal, Logitech, and FLIR, among others, Scalefast is the fastest-growing 
eCommerce platform in the U.S. and holds multiple awards for client success and results. Brands 
benefit from its modern approach to direct-to-consumer eCommerce that combines an enterprise 
eCommerce cloud with a global footprint of logistics, payment and business partners, allowing for 
the rapid delivery of localized and personalized shopping experiences. For more information, visit 
www.scalefast.com.

All figures, unless otherwise stated, are from YouGov Plc.  Total sample size was 1257 adults. 
Fieldwork was undertaken between 7th - 8th December 2021.  The survey was carried out 
online. The figures have been weighted and are representative of all US adults (aged 18+).

RESEARCH METHODOLOGY
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