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WHO SHOULD READ THIS REPORTKEY QUESTIONS ANSWERED IN THIS REPORT

CASE STUDIESThis report explores how operators can play a unique role in the 

metaverse and how they could complement the role of 

hyperscalers. It introduces a framework for categorising and 

assessing approaches to the metaverse, and establishes where 

telecoms operators have ‘natural’ advantages by examining the 

approaches taken by SK Telecom, Telefónica and Verizon. The 

report compares the approach of these operators with that taken 

by three other large organisations involved in developing the 

metaverse: Meta, Microsoft and Roblox. The report is based on a 

combination of stakeholder interviews and original desk research. 
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About this report

This document is for Analysys Mason’s subscription service customers only. Usage is subject to the terms and conditions in our 

copyright notice.

▪ What is the metaverse and how can companies operate or exist within 

the metaverse?

▪ What role are major telecoms operators intending to play in the 

metaverse?

▪ In which aspects of providing the metaverse services and platforms do 

telecoms operators have an advantage over other large players such 

as hyperscalers.

▪ Teams within telecoms operators who are responsible for a metaverse 

strategy or adjacent/enabling services and technology such as edge 

computing or consumer entertainment.

▪ Third-party companies, such as content providers or gaming platform 

providers, that are interested in partnering with telecoms operators on 

their metaverse strategies.

▪ Vendors that are looking to support their operator customers with their 

metaverse propositions.

▪ Industry observers who want to improve their understanding of 

metaverse strategies.

OPERATORS

▪ SK Telecom

▪ Telefónica

▪ Verizon

OTHER PLAYERS

▪ Meta

▪ Microsoft

▪ Roblox
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The metaverse is potentially worth trillions of US dollars and 

telecoms operators can play several roles.

This report compares the articulated metaverse strategies of 

three major telecoms operators and three other major non-telco 

players. The metaverse will depend on high-bandwidth, low-

latency connectivity and edge computing resources, both of which 

are important elements of telecoms operators’ operations. 

Research and development investment in the metaverse is 

becoming significant and the potential value of metaverse-related 

business is high: industry forecasts for revenue generated by the 

metaverse in 2030 range from around USD1 trillion up to 

USD13 trillion.1

Major hyperscaler players, in particular Meta, have articulated 

ambitious plans to redirect their business interests towards the 

metaverse. Roblox noted, during its investor day in 2021, that the 

metaverse would span the addressable market for mobile 

gaming, streaming video and social media – all areas in which 

telecoms operators have a commercial interest.

This report categorises approaches to the metaverse.

The metaverse does not yet have a definitive definition; various 

companies are interpreting the term differently to suit their own 

objectives and established strengths. Furthermore, there is not 

yet consensus as to whether the metaverse will take some time to 

arrive, is ‘already here’ or has been here for some time. We 

believe that the metaverse depends on an ecosystem of 

interconnected platforms and that while many current platforms 

contain several metaverse-ready aspects, the metaverse itself 

has not yet emerged. 

In this report, we posit that the different aspects of the metaverse 

ecosystem can be grouped into 10 sub-categories and 3 super-

categories, as introduced on the next page and detailed in this 

report’s appendix. We rank companies’ relative depth of 

involvement in each of these 10 sub-categories on a scale of 0 to 

5, where 0 means that the company has no track record in the 

area and 5 means that they are a leader in a particular area. We 

then average scores in each of these sub-categories to award a 

super-category level index. In each case study we explain in more 

detail the activities that each company has undertaken in the five 

highest-scoring sub-categories. Not all companies are active in all 

10 sub-categories of our metaverse framework.
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Introduction: this report compares the approaches that major telecoms operators 

and hyperscalers are taking to the metaverse

1 The USD13 trillion estimate was un upper-range estimate made by Citigroup Inc. analyst Andre Lin in June 2022 (see As Meta 

Ditches FB Ticker, Investors Shun Metaverse (yahoo.com)). Estimates around the USD1 trillion mark have been circulating in the 

media since 2021 as, for example, in The Metaverse Is A $1 Trillion Revenue Opportunity. Here’s How To Invest... (forbes.com).

https://finance.yahoo.com/news/meta-ditches-fb-ticker-investors-103707304.html?guccounter=1&guce_referrer=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_sig=AQAAAHSisurIkyNNjpP4Adj2FjI8GZVs1NUqVUjJmbMaJjLPcdRii7JzXVFLoQP91sf1LGeqU0PO6mQ6_WI7cKNwuX9i2SIGd0GPFL-HG2LM-OdX0ACYJeUyLYs_DNP2NoSL1ijRDQHuV8DMMx71PH7RQEqfTS7wuDDB6py8d95orKoG
https://www.forbes.com/sites/greatspeculations/2021/12/20/the-metaverse-is-a-1-trillion-revenue-opportunity-heres-how-to-invest/?sh=179863b64df9
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Global leaders in TMT management consulting

Analysys Mason is the world’s leading management 

consultancy focused on TMT, a critical enabler of 

economic, environmental and social transformation.

We bring together unparalleled commercial and 

technical understanding to deliver bespoke consultancy 

on strategy, transaction support, transformation, 

regulation and policy, further strengthened by globally 

respected research.

Our clients value our advice which combines deep 

domain knowledge with global reach and local insight 

into markets to help them achieve meaningful business 

results.

We are committed to our clients, employees and 

communities – contributing to a world where technology 

delivers for all.

analysysmason.com/what-we-do
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