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INTRODUCTION
Brands have always been part of our lives, shaping our tastes, creating our desires and using our weaknesses to make 
us believe we could eventually affirm our identity. Turning our frustrations into monstrous desires, growing inside of us 
to the rhythm of commercials until we finally fulfil the act of consuming. I consume therefore I am. 

We dream of things we never have and buy things we never needed. But, the love story never lasts long, new never 
remains new and as soon as you have it, you need something else. Let’s give to Caesar what is Caesar’s, branding has 
impacted our perceptions and stimulated our creativity. 



WEB 1.0
One-Way Communication 

Brand Generated Content
Brands existed way before the internet became mainstream. Since the “Mad Men” era, advertising has been pushing 
the limits of imagination and has developed a deep understanding of the human mind. 

A brand’s promise is a value or experience that the customers expect to receive every time they interact with that 
company’s products or services. We’ve seen brands use different channels to communicate their value with their target 
audience.

At the end of a TV commercial, there would be a link leading to the company’s website. The website was only a product 
showcase with close to zero interaction between the brand and the customer. 



For a brand to acquire a new customer and “cut through the clutter”,
the go-to toolkit was:

A 30-second TV 
commercial

A newspaper or 
magazine ad

A billboard in a 
popular area

Brands did not have an easy way to really know their customers. Apart from basic demographic information such as 
gender and location, brands had little to no clue about their audience’s interests.

Most importantly, they didn’t have the tools that allowed them to gather this data for a low cost and at scale.



WEB 2.0
Two-Way Communication

Web2.0 revolutionised the brand-consumer communication. Social networks opened the gate to keep the conversation 
going even after the purchase was done. Platforms like Facebook, Instagram, and Twitter allowed brands to interact 
with their customers throughout multiple parts of their journey. This ought to generate higher levels of trust within a 
brand’s target audience leading to increased loyalty and retention. 

Social networks allowed advertisers to access millions of potential consumers using laser focused targeting on top of 
AI powered algorithms. This is really the pivotal point here. The communication changed and became bidirectional.



Web 2.0 opened the 
floodgates for content 
personalization

This empowered brands to tailor their 
messaging based on the audience’s 

interests, location, and previous 
interactions with the brand.

This revolution also highlighted the biggest issue of web 2.0 as it implies that someone owns the consumers’ data. This 
entity that owns the data can share them, or use them for any scope, leaving the consumer with no control over it.

Although the customers played a critical role in the long term success of the brand, they got the bitter end of the deal. Digital 
advertising bucks were flooding into centralised, auction-based advertising models in return for customers’ eyeballs. As 
these social media platforms grew, it became increasingly difficult for Brands to establish authentic relationships with 
their fans. 

This created an opaque and artificial communication where influencers would shill brands and brands had huge leverage 
in tracking user data. 



WEB 3.0
Web 3.0 is still evolving and being defined, and still has no universally accepted definition. It is evident that it will have a 
strong emphasis on decentralised applications. Web3.0 is based on open-source decentralised technology and immersive 
collaboration.

These values are the basis of a new and uprising culture of the youngest generations. It’s exciting to imagine a future in 
which collaboration between people will be a core value, both from a cultural and technological standpoint. 



The next wave of the Web will allow 
users to own digital assets.

NFTs will be the trojan horse for mass adoption of crypto. It will be the layer that opens most of the use cases to the next 
100 Million users. A user-owned economy will outperform a monopolistic owned economy any day, and we’re on route 
to make this a reality.

Having said that, is it possible to imagine a new generation of Web3.0 advocates satisfied with being just consumers? 
Are they going to buy products for the same reasons as they do now? 

It will allow them to read, write, participate 
and own different pieces of content. 



In the next wave of the Web, 
consumers want the ability to 

customise their avatars to truly 
reflect themselves.

For brands, this presents the 
opportunity to sell digital assets to 
consumers across multiple platforms, 
worlds and identities.

So, what’s next? How can brands 
accommodate and command the next 

wave of the internet?



A NEW ERA
FOR COMMERCE



THE OPPORTUNITY
NFTs can be useful for a lot more than 

the current limited use cases.

Often characterised as the trojan horse of blockchain technology, this technology will disrupt most industries around 
the world. As we move to the next wave of the internet, this entails a new medium for commerce, communication and 
self expression. Web 2 platforms depend entirely on creators for content, yet give a few percent of that back to the 
creator. This is not sustainable. 



With NFTs, creators 
keep over 90% of sales.

By cutting out intermediaries, 
creators can support themselves with 
just a small number of true fans

NFTs can be adopted to 
represent anything that is:

• Unique
• Has an owner
• Requires or benefits from a 
digital proof of ownership.



Web 2’s take rate is 
Web 3’s opportunity. 

Estimated Metaverse Market Size: 
$5T by 2030

Metaverse Fashion Industry 
expected to reach $55B by 2030

Virtual Fashion Trademarks 
witnessed a 35% increase YoY

Metaverse Advertising Budget Allocation:
15-33% of digital advertising budget of brands to shift to Metaverse in the next 3-5 years



Why Are Brands 
Entering the NFT Space? 

Early Mover 
Advantage

Increase 
Visibility

Connect

The Future

After the first and second waves 
of the web, brands realised that 
when consumers spend time 
in a digital space, then brands 
must follow. 

Brands want to be early in a 
potentially huge industry and 
set their footprint in a rapidly 
growing and innovative industry.

Brands want to increase their 
visibility and strengthen their 
brand identity in this new 
medium.

The Metaverse will hold the future social and commercial interactions

Brands realise that the next 
consumers are digitally native. 
Connecting with a digitally savvy 
and younger demographic is 
key for brands to flourish in the 
digital age.



What’s Holding more Brands 
back from entering Web3? 

High Barriers to Entry

NFTs and Web3 right now present a huge opportunity for brands. However, the industry is still at its infant stages 
where the UX is poor and onboarding users requires a significant amount of steps. Brands lack the technical know-
how to fully exploit the potential of blockchain technology and the layers constituting the Metaverse. 

NFTs are a cultural revolution and it will require huge investments of time, money and resources for brands to launch 
a successful Web3 strategy. 

Interoperability 

Younger generations want to be authentically themselves in the physical and digital realms and part of that is who 
they are in virtual spaces, so direct-to-avatar will continue becoming increasingly important for fashion brands. 

This translates into users wanting the ability to experience their wearables in different metaworlds and environments. 
Each of these metaworlds and applications are built using different engines and tech infrastructure. This means that 
the NFT wearables interacting within these worlds must fit the requirements of the platform. 



Web2 Advertising Models ≠ Web3 Community Building
While consumers are the key differentiator in any brand’s success, they still don’t reap any benefits in the old 
advertising models. Customers aren’t participating in the success of the brand. 

In addition to that, engagement rates of global fashion brands on the biggest social media platforms are continuously 
decreasing. Users don’t want to interact with a paid advertisement and E-commerce conversion rates from paid 
advertising have been on a negative trend since the inception of paid acquisition. 

Web2 Advertising Offers Diminishing Returns

5.96% 0.83% 0.13% 0.05%

Social Media Engagement Rates for Global Fashion Brands (2021)



THE SOLUTION:
Demystifying the 
Metaverse for Brands



Reduce Cultivate

Navigate

barriers to entry for Brands 
and Customers through an 
easy to useinterface for 
creating, buying and selling 
NFT wearables. 

an interactive and innovative 
market: NFTs are a cultural 
revolution. They stand at the 
intersection of blockchain and 
social interaction. Brands will 
need time and a fresh approach 
to sketch out their strategies 
to truly master their on-chain 
plans.

a new relationship between 
brands and their fans: NFTs 
shouldn’t be treated as a one-
off thing or a pure revenue play. 
NFTs offer brands the possibility 
to build authentic relationships 
with their communities and truly 
reward them for their loyalty 
and support. Hence, brands 
must evolve their strategies to 
build long term and sustainable 
Web3 strategies.

Putting the community at the 
heart of the process rather than 
at the end of the value chain will 
prove fundamentally effective 
to command the next wave of 
the web.



BRANDVERSE

Berlin-based startup Brandverse is here to revolutionise how 
brands connect with their fans through the intersection of 
blockchain technology, digital wearables and NFT culture.

https://brandversenft.com/


Cutting-Edge 3D 
Technology
Brandverse wearables are built using cutting-edge procedural 3D design software Houdini and rendered with Redshift, 
the world’s fastest offline rendering engine. 

Having built our in-house Procedural Dependency Graph (PDG), we can efficiently automate and scale all tasks required 
to build large NFT collections and manage thousands of unique variations.

https://medium.com/@brandverse/what-is-procedural-design-and-how-are-we-creating-ultimately-unique-nfts-bdc3f48ad53


We can create and manage thousands of 
unique variations while maintaining the 
highest levels of detail and quality as well 
as produce wearables in multiple different 
formats, compatible with any gaming engine 
or metaverse application. (Decentraland, 
Sandbox, Netvrk, OVER).

Procedural Design gives us a massive 
degree of control in our design process.



Accelerate Social Commerce 
in the Metaverse

Rome wasn’t built in a day and 
neither were the world’s most 
famous brands.

We believe in hard work and 
dedication as core values to 
achieve our long term mission.

We will always pioneer 
innovation in the digital 
world to reduce the 
environmental impact of 
our physical consumption.

We reimagine the relationship 
between brands and their 
fans through rewarding  
participation and aligning 
incentives. 

Redefine the consumer-brand 
relationship for Web3 

We are passionate about Web3 and branding. We believe that the 
future metaverse brands should revolve around their community from 
creation to realisation. 

Mission

Devotion
Digital First Rewarding 

Ownership

Vision

CollaborationVALUES



Accelerating Social 
Commerce in the 
Metaverse
The Three Pillars of a Successful Web3 Integration:

True ownership 
through NFT backed 
physical products

Direct Incentive 
Reward Mechanic 
between Brands and 
customers

Personalised 
Interactive Shopping 
Experiences



Giving Fans True 
Ownership through NFT 
backed physical products

Relying on Brandverse 3D 
technology and network of 
partners, brands will be able 
to produce high end 3D NFT 
Wearables that can adapt 
to various metaworlds and 
applications. 

Brands won’t need to decipher 
the problem of interoperability by 
themselves when relying on our 
3D expertise and can then deliver 
exquisite quality wearables to 
their communities. 

Direct Incentive Reward 
Mechanic between 
Brands and Customers

To truly engage with their fans, 
brands must align the incentives 
of their marketing campaigns 
with that of their evangelists. 
Word of mouth marketing is the 
strongest form of marketing 
and using blockchain as the 
underlying infrastructure, brands 
can then reward their fans for 
social mentions, interactions and 
spreading the word about them. 

Brandverse’s platform will 
facilitate the campaigns and 
reward distribution. 

A truly web3 native advertising 
model where participation is 
directly rewarded and the most 
supportive fans can reap the 
benefits of the brand’s success.

Personalised Interactive 
Shopping Experience

Brandverse platform will 
enable brands to select from a 
wearable library and allow users 
to customise their wearables 
according to their taste and style. 



Brands

Easy-to-use
Mint Process

Metaverse
Experiences

Claim Your
Physical Product

AR/VR Try-ON
NFT Authentication

Brandverse Project Scoping

NFT Marketing

Wearables Design

Smart Contracts

NFT Project
Launch



Brands Fans

Increased Brand
Awareness

Build it, Own it, Wear it, Share it

Customize
Wearable

Get Creative
& Be Rewarded

AR/VR
& Physical

Collection Drops Wearable Library

Claim
Physical

Mint
NFT

User-Generated Next 
Level Advertising

Increased Value of Brand 
Assets and Brand Connection

Share It Wear It Own It Build It



Our journey
to date



Phase 0

Community Building: 
The Authentic Way

We introduced a new model to build the first Web3 native wearable brand harnessing 
the collective power of our community. 

To create a wearable brand from the NFT space, with limitless utility in the digital world 
and a physical product attached to the NFT, the community must be at the heart of it all. 

Community members participated in the brand development process through voting and 
contests, thus transforming consumers to creators. The Brandverse team submitted 
different Brand decks to the community, and the community voted and defined the 
tangible elements of the brand (name, logo, slogan, tone of voice, etc).

The community also submitted their very own brand deck that was put up for vote by 
other community members.
POAP (Proof of Attendance Protocol) acts as the digital proof of attendance on the 
blockchain. By giving our community members POAPs, we can identify which members 
participated the most and key stakeholders in our community. 

These badges will have special utility as we progress with our roadmap. Access to future 
drops, special gifts and discounts are all examples of what POAP holders will enjoy.



OUR COLLECTIONS



Phase 1

The Brandverse Ambassador Token was a Free to claim token for specific POAPs 
collected by our community members.

Holders of the Ambassador Token qualified for a free mint of the first Brandverse 
collection. They also enjoy voting rights on the Brand Name and Brand Logo that our 
community participated in creating during our dedicated creative workshops. This 
token gives you a voice, in the co-construction of the first ever community generated 
wearable brand! 

Moving forward, Brandverse Ambassadors will continue receiving special perks, merch 
and access to future collections by Brandverse. 

Brandverse
Ambassador Token

https://opensea.io/collection/brandverse-ambassador
https://opensea.io/collection/brandverse-ambassador


Phase 2

The first Web3- native 
wearable brand is born

Brands have always been built in siloed environments. They were the creation of 
one person or team, and then the true brand equity evolves as the brand gains more 
visibility through celebrity endorsements, distribution and positioning in front of the 
right audience.

But can’t the right community be included in that process? Imagine being on the drawing
board or in that meeting room when “Just Do It” became a thing. It must be different!

We’ve seen many major fashion brands enter the Web3 space this year. The likes of 
Gucci, Balenciaga, Adidas, Nike and many others. These multi billion-dollar companies 
all have the financial backing, the tech and most importantly, the top to bottom dynamic 
to how these brands were built and incorporated in their DNA. 



We introduced a new branding model to launch the first Web3 native brand. We built 
a community that participated in shaping the tangible elements of the brand.  Shortly 
after we launched Brandverse and started our community building, we launched several 
educational seminars around brand building, name selection and logo creation. 

Brandverse Ambassadors and community members contributed by suggesting different 
brand names, logos and designs. The best submissions were then selected and voted 
on by the Ambassadors. 

Brands are much more than names and logos, they represent a sense of belonging, 
inclusion and relatability with the brand’s values, ethos and what it stands for.  We believe 
that brands born out of the Web3 space should also reflect the values of this space. The 
open and inclusive nature of Web3 allows a revolutionary model that includes a brand’s 
early fans and adopters from creation to realisation. 



2500 NFTs living on
the Ethereum blockchain 

Z3NA’s watches are procedurally designed with the highest quality. The 
collection spans across 14 different classes representing 14 different 
metaworlds and the origin story of each of them.

Z3NA

https://medium.com/@brandverse/a-dive-into-the-brandverse-galaxy-part-i-bf07e73e483b
https://opensea.io/collection/z3na-nft


Perks & Utility
Z3NA NFT holders will qualify to redeem the physical 
watch attached to the NFT. Relying on our network 
in supply chain and logistics, we will create a set of 
limited edition physical watches that reflect the 
characteristics of their NFT counterparts, bridging 
physical and digital realms even further.

There will be 14 different physical watches. If you own 
a Z3NA NFT, you will receive a unique physical watch 
depending on the watch class you own.

We know how important it is to make our physical 
watches look like our wearable NFTs. We are using 
our know-how to make sure that physical watches will 
resonate with the most distinguishable traits of the 
NFTs, while maintaining a high quality and luxurious 
look and feel. 

The physical product redeemed by the NFT holders will 
be a limited edition line only available for NFT holders.

Our 3D assets were designed with interoperability 
at the center of the process.

This will enable each NFT holder to benefit from 
different utility in different meta worlds, projects 
or games we partner up with. 

A/R integration to enable NFT holders to visualise 
their wearables in a real environment.

Access to Holder-only Z3NA merch 

Access to future drops and collections by 
Brandverse and its partners.



Roadmap
Growing our
Brand Ecosystem

Integration
with Partners

The Brandverse
Platform

Onboard Established Brands
Into Web3

AR/VR and Metaverse
Experiences



PARTNERS

Boson Protocol enables 
an open tokenized 
economy for commerce 
by automating digital-
to-physical redemptions 
using NFTs encoded 
with game theory.

Xone is a Web3 social 
media platform that 
replaces profiles with 
personal 3D worlds.
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Cryptowalkers is one 
of the first 3D, full 
body and fully rigged 
NFT collections on 
Ethereum.

Partnership Details: 
Interoperable assets and 
Brandverse/Z3NA-branded 
treasure hunts.

Partnership Details: 
Brandverse assets 
interoperability as part of the 
next room drop.

Partnership Details:
Assets interoperability with 
more utility to be announced 
soon



A one-of-a-kind NFT 
built in Unreal Engine 5 
and Metaverse ready 
Developed Meta-Labs, 
to bring professional 
studio-quality Visual 
Effects and storytelling 
to the Metaverse.

47000 metaverse-ready 
3D animated robots, 
with more than 6000 
holders.

One of the leading 
Augmented Reality apps 
in crypto. 15000 weekly 
users.

Partnership Details: 
Assets interoperability & 
customization

Partnership Details: 
Brandverse assets featured as 
part of the collection & shared 
communications campaign.

Partnership Details:
Interoperable assets and 
Brandverse/Z3NA-branded 
treasure hunts.

PARTNERS
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TEAM

Kareem’s experience in digital marketing and 
E-commerce supported multiple D2C brands 
from start to scale. His previous commercial and 
product roles at venture backed startup led him 
to reimagine the relationship between brands 
and their fans.

He envisions a new era of branding where fans 
are truly rewarded for their support and loyalty 
through NFTs.

Gabriele is passionate about consumer 
psychology and branding. He previously founded 
and been part of multiple startups in the food 
delivery and E-commerce sectors.

“Brands launching NFTs should prepare for an 
ongoing, multi-faceted customer relationship. 
Digital ownership paves the way for a new 
dynamic between brands and fans, one that truly 
unleashes the community’s creative power.” - 
Gabriele

Ivan is a motion & graphic designer and video 
maker, with more than 8 years of experience 
creating content for major fashion brands, 
international events, and up-and-coming 
startups.

His work ranges from runway videos for Milan 
fashion week and video art at Venice Biennale 
to developing the brand identity for Silicon 
Valley startups and international engineering 
corporations.

Kareem
Bayoun
CEO
Co-Founder

GABRIELE
Sibelli
COO
Co-Founder

IVAN
LITVINENKO
Creative
Director
Co-Founder
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Stefano is a 3D generalist and motion graphics 
designer-artist with more than 11 years of 
experience. His previous works include the likes 
of Sky, Pirelli, Bosch, Unicredit, Vibram, and 
Vitesy. 

He is a Procedural Problem Solver, using PDG 
(Procedural Dependency Graph) architecture 
that allows us to create the highest quality 3D 
wearables, extractable and compatible with 
multiple formats and engines.

Victor is the Chief Marketing Officer at 
Brandverse. Coming up with innovative ideas to 
launch new products, finding the right partners, 
and creating a strong community are at the 
core of his interests. He previously founded and 
been part of multiple startups in the digitisation 
of services for the mobility and the renovation 
sectors. 

“Web 3 is fundamentally changing the way brands 
interact with their customers. From offering new 
immersive experiences to reinventing fidelity 
programs. At Brandverse, we believe that Web3 
should be accessible to any company!

Stefano
Balduzzi
Technical
Director
Co-Founder

Victor
Rochegude
Chief
Marketing
Officer

TEAM
2/2




