AN INTRODUCTION
TO WEB3
The CMO's Guide to Understanding
the Future of Brands, Consumers and
Community in a Web3 World

INTRODUCTION
Buckle up, marketers. You are in
a front row seat on a ride to the
next revolutionary iteration of the
internet: Web3.
Conceptually, Web3 is a decentralized,
permissionless, trustless internet
experience—not requiring the support
of a trusted intermediary—that employs
peer-to-peer interaction and meritocracy
to put power and ownership in the hands
of individuals rather than centralized
entities. It’s envisioned as a digital space
where services are operated, owned, and
improved upon by communities of users.
Concretely, Web3 is a new technology
platform that employs digital
advancements such as blockchain,
cryptocurrency, the metaverse,
decentralized autonomous organizations
(DAOs) and non-fungible tokens (NFTs) to
create this vision for a new, better internet.

Much of what it will take to make Web3
fully scalable and operable does not
yet exist. But make no mistake, Web3
is imminent. And it is inevitable. It will
change the way consumers interact with
brands and how brands approach customer
lifetime value. Thus, it is imperative for
CMOs to understand the inner workings,
opportunities and consumer benefits
of Web3 to lead their organizations on
the journey into Web3—and to secure a
relevant place in the future.
At a recent CMO Club Innovation Forum
on Web3, marketing leaders explored the
fundamental knowledge and perspective
needed to ensure that Web3 is positioned
and deployed correctly within their
organizations. This guide incorporates the
information and insights presented at the
forum.
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UNDERSTANDING THE EVOLUTION TO WEB3
To take advantage of the marketing opportunities available through Web3, marketers must
have a grasp of the core technologies and concepts underpinning Web3. First, it is important
to understand the evolution from Web 1.0 and Web 2.0 to Web3.

Web 1.0

Web 2.0

Web 3.0

<READ>

<READ>
<WRITE>

<READ>
<WRITE>
<OWN>

1994

2005

2021

Search & eCommerce

Cloud, Social, Mobile

Crypto, NFTs,
Wallets, Metaverses

Web 1.0 peaked in 1994 as a “read” only
environment of static content; search and
eCommerce were the primary functions.
Think Google, Yahoo, Amazon.
By 2005, the internet transformed to
Web 2.0, a “read/write” interface that
enabled dynamic interaction between
users, platforms and advertisers. It is the
era of the cloud, social and mobile, usergenerated content and new digital-based
economies like AirBnB, Uber and Etsy.
In 2021, Web3 begins to emerge as a force
of the future. Building on Web 2.0, Web3
adds a third component: “read/write/own.”
Ownership is what advances Web3 into the
next evolution of digital transformation.

Through new software, platforms and
digital currency, this ownership can take
many forms, such as passive, perpetual
income with intellectual property,
ownership of a digital asset or other smart
contract, or tokens that can be used to pay
for services or leveraged as voting shares to
govern development of an app.
These transactions and interactions from
peer-to-peer and company-to-consumer
communities take place in a decentralized
web that bypass traditional intermediaries
like banks, social media platforms, and even
government entities. At the heart of Web3
and what gives it unlimited potential and
possibilities is blockchain.
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“Much of what you’re seeing today is
actually Web 2.0 using the blockchain,"
notes Brian Solis, global innovation
evangelist with Salesforce. Blockchain
technology enables many of the current
and future components of Web3, from
metaverses to DAOs and dApps (see
sidebar).
Marc Mathieu, senior vice president &
co-founder, Web3 Studio, adds, “The
underlying technology of Web3 enables
ownership of what’s happening digitally
by the users. Suddenly, you now have the
ability to have true decentralization and
democratization of the internet, which goes
back to the essence of what we hoped the
internet would be when it started.”

Go-to-market leaders
today have a chance to
make a difference. We’re in
a unique position to adopt
and shape Web3 as a better
way for company growth and
for the good of society.
TIFFANY XINGYU WANG
Chief Strategy & Marketing Officer
Spectrum Labs

ABOUT BLOCKCHAIN
What is a blockchain?
Blockchain is a distributed public
database of transactions shared
across a vast peer-to-peer computer
network. The information can be
recorded and distributed, but not
edited, deleted or destroyed.
How does a blockchain work?
A blockchain collects information
together in groups, known as
blocks, that are linked together via
cryptography. When a block reaches
its storage capacity, it is closed,
chained to the previous block and
time stamped, forming an irreversible
blockchain in chronological order.
Transactions are permanently
recorded and viewable by anyone.
What is a blockchain’s role in Web3?
The nature of the way information is
gathered, stored and distributed in
a blockchain guarantees the fidelity
and security of data records and
generates trust without the need
for a third party. Blockchain plays a
crucial role in Web3 in cryptocurrency
platforms. It is also foundational to
other Web3 technology like NFTs,
the metaverse, DAOs (decentralized
autonomous organizations) and
dApps (decentralized applications).
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How Web3 improves upon Web 2.0
Web3 holds much promise and potential
for users—and brands—over Web 2.0. At a
high level, “Web3 transcends the internet of
today," explains Tiffany Xingyu Wang, chief
strategy & marketing officer for Spectrum
Labs. "It’s a new, digital society free of
physical impediments. It will be immersive,
persistent and interoperable, enabled by
new technologies.”
On a more tangible level, Web3 offers
key improvements over the current web
landscape:
More consumer control and ownership
Whereas content was king in Web 2.0, in
Web3, content creator is king. The keys are
turned over to users who are now able to
control their data, their presence and their
interaction with brands and peers in new
online communities.
“There is no centralization or control for
brands in Web3," states Steve Rossman,
adjunct professor, LMU-LA College of
Business Administration. "It’s very much
like the Wild Wild West at this point, but
the consumer is in control. Users will be
the content creators. They will create the
narrative, not brands." Rossman emphasizes
that it will be very important for brands
to determine how to become part of
that narrative and tell their stories with
consumers engaged in Web3.
Autonomous, peer-to-peer communities
Enabling this consumer control and
ownership is the outcropping of new
communities, groups of autonomous users
interacting in ways not possible with

Web3 connects us to
information, people and
experiences in a way that
hasn’t been done before.
It offers the ability to build,
grow and own. It’s exciting
for users and brands.
SASHA WALLINGER
Head of Web3 and Metaverse Strategy
Journey

Web 2.0. It is a boon for both user and
brand. “The consumer benefits with Web3
are enormous," points out Melanie Plaza,
chief technology officer with AE Studios.
"People can own their own data, their
own presence. They can have peer-topeer interactions and become part of
communities that are autonomous.”
Solis notes the importance of this
improvement for marketers, "With Web3,
we have an opportunity to change the
hierarchy of how we view brand and
customer—to shift from consumer to
community.”
Shannon Pruitt, global chief content &
partnership officer at Stagwell, concurs.
“Ultimately, the big opportunity with Web3
is how marketers can use it as an extension
of their brand to facilitate community and
nurture communities.“
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Web3 changes the way marketers build and
sustain communities
The command-and-control days for
brands are numbered in a Web3 world.
Decentralization drives the brand-consumer
relationship. Building and sustaining
communities in Web3 will require marketers
to rethink everything they know about
customer relationships and develop new,
innovative marketing muscle.

you create a community, you create brand
that comes with it," states Hope Frank, chief
marketing officer for Labster. "Community is
brand and brand is community."

“You have to come down from your pedestal
and sit at the same level as your customer,
to get close to the people you serve—those
we call consumers," states Mathieu. "But
there are no more consumers in Web3,"
he continues. "They’re all citizens of those
micro-communities forming in Web3. In order
to have the right to sell to them, marketers
need to first start by serving them by adding
utility and value."
Pruitt puts this into perspective,
“Web3 is another touchpoint
in your ecosystem. Just like
television didn’t kill radio,
and the internet didn’t kill
television, Web3 will be
complementary to your
marketing." She advises,
however, the need to
operationalize community.
"You have to think about
how you engage and
interact with community,
how you deliver value and how
you’re going to nurture it.”

Marketers new to the ways of Web3 will
be heartened to know that the marketer's
playbook for building and sustaining
communities in Web3 is a work in progress.
“Web3 is still so new that marketers don’t
have a refined game plan for developing
communities yet. It’s still being built,"
says Sasha Wallinger, head of Web3 and
metaverse strategy at Journey. "But brands
need to take into account the consumer’s
digital journey and the physical virtual
digital cycle that we’re traveling alongside
with them.”

Ethos is part of the Web3 community.
There’s greater transparency, more
decentralization. In Web3, users and
participants have the power for their
voices to be heard. If brands leverage
that, they can activate people who already
really love their brand by giving them
more power and more ownership.
MELANIE PLAZA
Chief Technology Officer
AE Studios

The connection between brand and
community is indissoluble in Web3. "When
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THE NEXT ERA OF DIGITAL TRANSFORMATION
Web3 is creating a vast new economy, upwards of $8 trillion. Companies of all shapes and
sizes are looking for ways to participate, from developers and app creators to investors
and agencies. Where Web 2.0 is transactional, Web3 is experiential. And that’s opening up
a new landscape of possibilities for brands. It's an opportunity to explore new places, new
products, new identity and new go-to-market methods.

> NEW PLACES TO CONNECT
With Web3, brands are able to find and
interact with consumers in completely
the following new marketplaces beyond
social media, mobile apps, ecommerce and
physical stores.
Metaverse virtual
worlds are places
where consumers
can interact with
others, make new
Metaverse
connections, have
Virtual Worlds
new experiences
and consume new
and exciting virtual products. In addition
to Meta, formerly Facebook, there are
numerous companies creating a single
metaverse or different elements of the
metaverse.

In Web3,
communities
are places where
consumers can
interact with others
and consume new
and exciting virtual
products.

Intimate
Communities

Online gaming platform Roblox
Corporation, for example, currently has
over 202 million monthly active users, 29%
of those are between the ages of 9 and 12,
25% are under the age of 9. The platform’s
currency called Robux generated $1.31
billion total user spending by 2021. This
demonstrates how powerful virtual places
can be to engage with future markets.

Community always comes back to
understanding the consumer. The
shift in Web3 is going from a focus
on minimum viable product to
minimum viable community.
STEVEN WOLFE PEREIRA
Chief Executive Officer, Co-founder
Encantos
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Through the use
of blockchain
technology that can
be directly linked to
transactions, brands
can become a
Secondary
player in secondary
Markets
markets, generating
new revenue
each time an asset changes hands. This
could take place in existing channels such
as brand stores or retail partners, eBay,
even thrift stores. Royalties could be paid
back to brands or a percentage could be
automatically donated to a specific charity.
> NEW PRODUCTS TO ADD VALUE
Web3 is ripe for the creation of products
that lead to new short- and long-term
revenue streams for brands through smart
contracts.
The metaverse
is a wide open
playground for
brands to show
up with creativity,
innovation and
new offerings of
Virtual Goods
virtual goods for
consumers. In
Roblox, for example, users can have a
virtual birthday party with friends and wear
virtual clothing that doesn't exist in the
real world purchased with Robux. High-end
brands are engaging in Web3, too. Last
year, Gucci released its first virtual sneaker,
the Gucci Virtual 25, that can only be worn
in virtual environments, such as Roblox and
VRChat.

By creating digital
versions—known
as digital twins—of
physical products,
brands can expand
their value into the
metaverse with
Digital Twins
existing customers
and new audiences.
Digital twins also allow brands to track
ownership of assets.
A prime example of a digital twin today is
when consumers purchase a vinyl record,
they also receive a code to access the
album's music online.
With the technology
of blockchain and
cryptocurrency,
brands can turn
existing and
new intellectual
property into NFTs
NFTs
to monetize those
assets. Just as
important, brands can attach specific utility
to NFTs, such as access to gated content, as
a new vehicle to develop consumer loyalty.
Amongst the most notable NFTs currently
are the Bored Ape Yacht Club NFTs, owned
and used by high-profile celebrities such as
Jimmy Fallon, Eminem and Justin Bieber.
In March 2022, Time magazine released its
first full magazine issue as an NFT, featuring
a cover story on Ethereum co-founder
Vitalik Buterin.
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Similar to the
utility of NFTs,
loyalty coins can
be granted to users
or DAO members
for specific
participation as
Loyalty Coins
an entry point for
loyal consumers
to unlock exclusive benefits, such as
community access or experiences, like
a meet-and-greet or secret menu items.
Loyalty coins can also be used as tradable
currency on secondary marketplaces.

NFTs can be used as a retention
tool to build loyalty, a way to
connect with a community, But
you have to have the right utility or
value exchange.
SHANNON PRUITT
Global Chief Content & Partnerships Officer
Stagwell
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As cookies crumble, digital wallets emerge as the new identity
Cookies have long been issued by
centralized entities, such as online
advertisers, keeping data control out of
consumers' hands. But as cookies and thirdparty data continue to phase out, brands
are facing a consumer identity crisis. This
is compounded by the fact that consumers
increasingly access the internet on a wide
range of devices with an even wider array
of IDs. The solution to a single identity in
a post-cookie society has been elusive—
that is, until Web3 came along with virtual
wallets enabled by blockchain. Where
cookies end, digital wallets begin.

Brands have
visibility into
customer wallets
to see transactional
history and
determine their
share of wallet
Share of Wallet
across any
demographic.
This eliminates the need for long, costly
studies or guesswork. Of course, consumers
hold the keys to their digital wallet and
must grant permission for the data to be
accessed by brands.

Digital wallets, like the popular MetaMask,
serve as the new zero-party/first-party
data source, designed to store and unify
consumer data and transaction history
on a blockchain. Because the chain is
public, all data on it can be searched and
accessed, including activity on multiple
devices, multiple email addresses and
phone numbers, legacy loyalty data, social
handles, in-store point of sale data, as well
as other known/unknown data.
Wallet owners still maintain control,
however, choosing who and when to share
their data. And marketers must add value—
through NFTs, smart contracts and coins—
to earn access to consumer data.
For marketers, the digital wallet creates
an entirely new type of data that answers
previously unanswerable questions about
the following:
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Wallets can
give marketers
visibility to vital
consumer purchase
information, or total
purchase history,
Total Purchase
such as average
History
purchase size,
frequency and brand
share. This opens up new opportunities,
such as offering customers real-time
coupons.

Accessing a full
range of consumer
transactions,
connections,
communities and
interests enable
brands to create
Interest Graph
effective new
consumer interest
graphs akin to customer profiles, except the
consumer maintains control over the data.

Web3 isn’t just about tokens or NFTs, or the
evolution of the metaverse. It’s an internet where
consumers can take their wallet to different open
networks and become immersed in hybrid IRL/
online worlds with their digital assets and digital
identity to travel seamlessly throughout their
journey.
BRIAN SOLIS
Global Innovation Evangelist
Salesforce
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> NEW GO-TO-MARKET METHODS FOR
BETTER COMMUNITY ENGAGEMENT
Engagement and co-creation are hallmarks
of Web3. A decentralized web fosters
smaller communities, like DAOs, where likeminded people can collaborate and forge a
direct connection between creators, brands
and loyal customers. This presents a special
opportunity for companies to change their
go-to-market model from casting their
efforts to a wide audience to credible
engagement with a true community
that bypasses traditional intermediaries,
including marketers.
Communities
aren’t new to the
internet. Web 2.0
had communities,
but there was
no ownership.
Communities,
Community-First
their role and their
influence on brands
take on greater importance in Web3.
Now, it's community-first. Interestingly,
Ethereum, Bitcoin, and the majority of
Web3 products have no marketing team.
Their community—incentivized by coownership through DAOs and other smart
contracts—serves the marketing function.
In Web3, it is possible to turn passive
audiences into active members and
stakeholders.

Co-creation is
a logical entry
point into Web3
for brands. For
example, in
late 2021, NIKE
acquired RTFKT,
Co-creation
a virtual brand
that is being built
by a community of people. The company
uses game engines, NFT, blockchain
authentication, augmented reality and
manufacturing expertise to create oneof-a-kind sneakers and digital artifacts.
NFTs allow for content owners to write
contracts so that they can receive portions
of the royalties of the content, incentivizing
collaboration between fans and creators.
Publishing platforms like Mirror.xyz are
already enabling this by providing tools for
editors to crowdfund ideas and articles and
share revenues with funders.
Tokenization
is the new tool
for consumer
engagement and
brand loyalty.
Brands can
motivate
Tokenization
community
members to take
specific action or perform tasks in exchange
for tokens. In essence, community members
become de facto marketers for brands.
They can enjoy true ownership and have
a stake in the value of their co-creation.
Tokenization opens the doors for cocreated products, co-delivered services and
co-created content.
The CMO Club 2022 | 12

An Introduction to Web3

Today's gaming worlds are paving the way to a Web3 future—
just ask your kids
Kids today are naturally gravitating to
a Web3 environment. Generation Z and
Generation Alpha are metaverse-native
consumers who are already engaged in
emerging Web3 platforms and technology
through education and gaming.
Pruitt explains, “Children are showing us
the role and experience of the metaverse
through games like Roblox and Minecraft."
She says that as young users immerse
themselves in these worlds, they come
to understand essential questions Web3
users—and brands seeking to connect with
them—must ask, like: What is your purpose
in the game? How do you power up? What

are the players motivated by? What does it
mean to have a shoppable commerce in a
virtual environment? What does it mean to
not have traditional currency?
"Through these games, we can also start
to see that it’s not a binary choice between
IRL and virtual. You can live in both worlds."
Pruitt continues, "What’s important to kids
who play these games in the virtual world is
connection, community, having autonomy,
having self expression, much as it is for us
in the real world. We can begin to feel more
comfortable experiencing a Web3 world
when we observe kids doing it first.”

Games like Roblox and Fortnite
are making Web3 accessible
to people in a way that they
already know and can experience
firsthand right now.
SHANNON PRUITT
Global Chief Content & Partnerships
Officer Stagwell
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CMOS, YOUR FUTURE IS NOW
Web3 is at an inflection point not only
from a technology standpoint but also
from a marketing one. It is transforming the
internet experience for consumers and the
role of CMOs in ways never seen before.
Web3 is a wakeup call for CMOs to take
note and take action. Playing catchup is
not an option.
For today's marketing leaders, Web3
demands:
New ways of thinking
“In a decentralized world, brands have to
think experientially and also 'immersively,'"
advises Solis. "This calls for a shift into two
areas beyond brand design: relationship
design and experience design. Immersive
experiences can only be imagined for a new
web and have to be designed as such. We
can’t take what used to exist and put it in an
entirely new world and expect it to 'work.'”
An evolution from CMO to
Chief Trust Officer
With users and communities as creators
of the new platform, the CMO role will
naturally shift. “I would argue that the
creators of the new platforms are the
new CMOs," Wang says. "They create the
content, they evangelize for the platforms,
they drive the business of that platform.
And CMOs become the Chief Trust Officers
of the company. Their job will be to ensure
this community of creators, of mini-CMOs,
feel safe, feel their data is protected and
feel included in a very diverse way in that
community.”

A mindset shift to serving not selling
Mathieu poses important questions for
today's CMOs. "Are we ready for Web3?
Are we truly ready for a world with zero
data? Are we really ready to empower
communities? Are we ready to decentralize
marketing to the people?" He cautions,
"This mindset shift of embracing new
decentralization technology is not for
everyone. As a CMO, you have to be willing
to serve the communities in unprecedented
ways as opposed to simply sell to them."
A solid understanding of the technology
For up-and-coming marketers, Rossman lays
it on the line, “It is imperative to learn about
Web3 in order to innovate and know how to
market to consumers who are tech savvy.
Today, there is no brand loyalty; there’s a
lot of segmentation and fragmentation.
If emerging marketing leaders don’t
understand how Web3 works, it’s going to
be very hard for them to be competitive in
the job market and penetrate the C-Suite.”

If you’re not thinking
about Web3, you’re going
to be behind.
HOPE FRANK
Chief Marketing Officer
Labster
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CRAWL, WALK, RUN
As marketers, facing the portal entry
into Web3 is both exciting and daunting.
But no one is alone on this journey. It's a
remarkable opportunity for the broader
marketing community to innovate and
reinvent the brand-consumer relationship.

Web3. Pruitt says, "Ask yourself: what do
you have to offer your audience in that
space? What value are you creating for
them? What does that value exchange look
like? And what is your utility or offering in
that environment?”

"You don’t need to have it all figured out up
front," assures Plaza. She's a firm believer
in the crawl-walk-run approach to entering
Web3. "Dip your toes in, then develop next
steps after that. And let the community
know you’re there."

"Web3 seems complicated, but it really
is not," notes Plaza. "Determine what will
deliver value to what you’re doing in Web3
and you will begin to attract people, even
those who are not crypto-native."

Wang agrees, "I don’t think anybody has
a firm roadmap into Web3, but it’s very
important to make some assumptions that
enable decisions which, in turn, drive your
actions." She also recommends, "Keep an
open mind to what Web3 is and what it can
evolve into."
Web3 experts offer a few good starting
points for marketers exploring this new
internet world:
Know your audience
As with any other form of marketing, it's
best to start with a solid understanding
of who and where your audience is and
what they're looking for. Plaza suggests
beginning by first asking what would people
who already love your brand be the most
excited about.
Create value and utility
Equally important to knowing the audience
is defining the purpose for navigating into

She says that value or utility can come from
different ways of activating the community,
such as giving consumers more ownership
and allowing them to participate in the
brand through the use of NFTs, DAOs or
other Web3 strategies.
"This utility is the new way to create
customer lifetime value," posits Mathieu.
Create a long-term strategy
A successful Web3 strategy demands an eye
on the long game. Current technologies and
tools—and those yet to be developed—will
bring Web3 to its fullest potential. “Think
of Web3 as a long-term strategy," advises
Pruitt. "Engage in it incrementally to begin
developing value with users over decades.”
Get personally acquainted
Perhaps the best way begin to engage
in Web3 is through personal experience.
Web3 prognosticators suggest first-hand
experience such as getting a MetaMask
wallet, opening an NFT account or creating
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an account on Discord. Or as Wang puts it,
"Roll up your sleeves and get into the Web3
world."
Final thoughts
Web3 is a game-changer. Marketers are
poised to lead the way for brands and
consumers. If not now, when?
“Web3 is coming and marketers have to
be ready for it," states Plaza. "It’s still in the
early stages, but brands need to think about
where users are now and how to meet them
halfway.”

Steven Wolfe Pereira, chief executive officer
and co-founder of Encantos, couldn't agree
more. “Whatever you’re currently doing,
start something in Web3. It’s early and
everyone’s learning. But do it now.”
As a marketing leader, the task is at hand.
“You want to be on the right side of the
future with Web3," notes Pruitt. "You’re
better off starting the conversation at your
organization, than not having it at all.”

Marketers need imagination to invent/reinvent and
show up in W3. It requires an understanding of the
fundamentals, the terms and technology. If you don’t
understand it, you can’t invent new models. And if
you don’t, startups will.
MARC MATHIEU
Senior Vice President & Co-Founder
Web3 Studio
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GLOSSARY
Bitcoin: a type of cryptocurrency enabled
by blockchain.
Cryptocurrency/crypto coin: a
decentralized, digital currency powered by
blockchain that allows for secure, peer-topeer transactions on the internet without
a bank, government, or other third-party
intermediary. Encryption algorithms and
cryptographic techniques are used to
safeguard and verify transfer of funds.
Examples: Bitcoin, Binance Coin, Coinbase,
Ethereum
Crypto token: a subset of blockchain
based cryptocurrency that represents a
tradable and transferable asset or utility
for a specific use such as investment, to
store value or to make purchases. Through
smart contracts, tokens can be used to
reward member participation and unlock
new benefits. When a token is spent, there
is a physical change in ownership done
manually.
Examples: NFTs, access to content on a
blockchain, customer loyalty points.
Crypto wallet: a central, secure place
that allows users to store, manage and
trade cryptocurrencies; can be a physical
hardware device or software-based
program; protected by the owner's private
key, a 12- or 24-word password known as a
seed phrase.
Examples: Coinbase Wallet, MetaMask

Decentralized autonomous organization
(DAO): an internet community owned and
governed by like-minded individuals who
have contracted with one another towards
a common goal using Web3 technology
such as blockchain and tokens. Tokens are
issued based on participation, contribution
and investment and typically come with
certain rights, such as access to memberonly privileges or vote on certain decisions.
Examples: DASH cryptocurrency,
MakerDOA software protocol for lending
and borrowing with cryptocurrencies, and
Augur prediction market platform
Decentralized applications (dApps): Digital
applications or programs that exist and run
on a blockchain or peer-to-peer network of
computers, rather than a single computer or
controlled by one organization. Designed to
safeguard consumer privacy and eliminate
censorship. Can be developed for gaming,
finance, and social media.
Examples: OpenSea NFT marketplace,
Peepeth social network alternative to
Twitter and Cryptokitties game designed
for users to buy and sell virtual cats.
Digital twin: a virtual representation of a
real-world physical object, asset or system
Metaverse: a shared virtual space that is
interactive, immersive and hyper-realistic,
accessible through multiple platforms. User
experience includes customized avatar and
digital assets recorded on a blockchain.
Examples: Roblox, Fortnite, Sandbox
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Meritocracy: rewarding people based on
their actual contributions, both financially
and through social recognition.
Non-fungible token (NFT): A digital asset
that represents one-of-a-kind or limited
real-world objects, such as art, music, ingame items and videos, that are encrypted
with a unique identifying code and bought
and sold online, often with cryptocurrency.
Examples: Beeple, Bored Ape, OpenSea
Smart contract: a self-executing transaction
between buyer and seller directly in which
the terms of the agreement are written into
lines of code in a distributed, decentralized
blockchain network.
Examples: Bitcoin, NFTs, legal agreements
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The CMO Club
The CMO Club is a community for
marketing leaders to come together,
share ideas, be inspired, and solve their
toughest challenges in a candid and
trusted environment. The club prides
itself on being a highly innovative and
engaged community of senior marketing
leaders, with a growing membership
representing both B2B and B2C brands
around the globe. Fueled by dynamic
peer-to-peer problem-solving,
inspirational and educational events,
and member-driven marketing insights,
the CMO Club is a leading forum for senior
marketing executives. For more details,
please visit www.thecmoclub.com.
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