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1. In your view, how has the emergence of the metaverse reshaped the strategic role of
data analytics for organizations, particularly in the BFSI sector?

By leveraging data and analytics, financial institutions can create personalized immersive
Banking & Gen AI experiences within the metaverse. Virtual Agentic Al assistants and
chatbots provide immediate support and advice, and social engagement allows customers to
learn from each other. The metaverse 1s a rapidly growing market attracting millions of
gamers and interest from a variety of industries. Banks can join the metaverse by opening
virtual branches, 3D Lounges, Crypto Wallets, attracting digital natives and becoming key
players in the financial and payments ecosystem.

2. What are some distinctive challenges and opportunities businesses face when collecting
and analyzing data from virtual interactions in the metaverse, especially in the context of
agile and multicultural environments?

Metaverse collaboration platforms enable new levels of efficiency, transparency and
collaboration 1n agile work environments. Customized virtual spaces may enable efficient
agile meetings, backlog grooming and Agile Release Train supported by integrated tools like
JIRA. Collaborating in a virtual developer campus — literally side by side — greatly increases
transparency and allows us to overcome the physical constraints of the real world.

3. Given your extensive experience in driving digital monetization and SaaS platforms,
how can data analytics be leveraged to craft personalized, immersive experiences in the
metaverse?

Customer Hypersonalization & Tokenisations are enabled by Deep ML led based
Knowledge Graphs. This enables pattern recognition in data collections, deep understanding
of buying patterns and customer preferences.



4. With increasing reliance on analytics in the metaverse, how should businesses,
especially in financial services, navigate privacy, regulatory, and ethical considerations
to maintain user trust and compliance?

Xplainable Al for bias reduction and Trusted AI are the corner stones of a successful,
meaningful and value based Customer Experience. The Enterprise AI Governance requires
the use of a Governence Mesh 1n another words DevSecFinOps for Al which will control
Data Provisioning, RAG, Prompt Filtering Data Democratisations and Data Masking.

S. Based on your experience with global risk and FCC practices, can you share
examples of industries leveraging analytics In the metaverse to boost engagement or
innovation?

Innovation 1nside Metaverse requires Deep ML Knowledge Graphs for
understanding Financial Crime Clusters, Geo Tagging & Satellite Imagery which

involves Computer Vision 360 and ability to scan PI information for KYC checks
with Graph ML.

6. What trends do you foresee in the evolution of analytics within the metaverse over the
next five years, and how can businesses in traditional and digital-first industries adapt to
these developments?

Al Attacks, Ransomware and Internal Threat Actors have become increasingly high in
numbers. These Cybersecurity Threats require the evolution of SaaS Datalakes for
addressing security i1ssues, deflecting threats with deception and tokenization of the
customer for managing credit defaults.
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1. How do you envision banking and financial analytics transforming as organizations

explore opportunities in the metaverse?

Picture this: you walk 1into a virtual bank, not a physical one, but a digital space where you can
interact with a virtual assistant, chat with a financial advisor, or even attend an investment
seminar, all from the comfort of your home. The beauty of the metaverse 1s that it can bring a
level of personalization and immersion that traditional banking can't match. Imagine the ability
to view your financial portfolio not just on a screen, but in a virtual environment where you can
interact with 1t, zoom 1n on different aspects, and even simulate different investment scenarios.
What’s really exciting about this shift 1s the potential for financial institutions to track customer
interactions 1n these virtual spaces, gaining deep insights into behaviors, preferences, and even
emotions during decision-making. It’s like a new layer of data that we’ve never had access to
before. Banks can take this information and provide hyper-targeted financial advice, tailored

offerings, and even simulate the potential impact of market changes in real-time. However, with
this new frontier, fraud detection and risk management will also need to adapt, learning from
the new patterns of digital transactions in the metaverse.

2. What challenges do businesses face in ensuring data privacy and compliance while

leveraging analytics in virtual environments?

The metaverse offers a new level of connectivity, but with that comes some serious challenges,
especially when 1t comes to data privacy. Think about it—every click, interaction, and virtual
transaction generates data. In the metaverse, businesses are not just tracking purchases or
logins; they’re capturing behavioral patterns, emotional reactions, and even biometric data.
This 1s an entirely new realm of data that’s not easy to manage. For example, how do you
ensure that someone’s virtual persona 1s protected as much as their physical identity?

Then there’s the 1ssue of compliance. If you think about the complexity of laws like GDPR 1n
Europe or CCPA 1n California, enforcing them in a global, virtual world becomes a major
challenge. Businesses will need to take a more proactive approach—ensuring data is stored
securely, adopting technologies like blockchain to improve transparency, and providing users



with clear options to control how their data 1s used. The goal will be to balance innovation
with security, creating virtual environments that are not only engaging but also safe for
users to explore without worrying about their data being misused.

3. From your experience in gathering requirements and formulating solutions, what new
demands do you think businesses will need to address to effectively utilize data analytics
in the metaverse?

One thing I've learned from working in data analytics i1s that 1t’s never just about the
numbers—it’s about understanding the story behind the data. In the metaverse, this
becomes even more important because the data coming from these virtual spaces 1s going to
be far more complex and unstructured. Businesses will need to rethink their entire approach
to analytics, especially when 1t comes to gathering real-time data from these immersive
environments.

For example, let’s say a gaming company wants to understand how players are interacting
with in-game products. They’re not just looking at sales data anymore; they're examining
how players move through virtual spaces, what they focus on, how they react emotionally to
certain stimuli, and more. This creates an entirely new set of challenges for businesses, from
ensuring data 1s processed quickly to ensuring it can be integrated seamlessly with existing
systems. What businesses will really need 1s the ability to combine 1nsights from both the
virtual and real worlds, using data to inform decisions across every aspect of their
operations.

4. What excites you the most about the potential of data analytics in the metaverse, and
how do you see it influencing the future of business operations and decision-making?
What really excites me about the metaverse and data analytics 1s the opportunity to blend
creativity with hard data in ways we never could before. Think of it this way: financial
planners could now create fully immersive simulations where clients can "experience" their
financial future—visualizing how investments might grow, how lifestyle choices impact their
financial situation, and even how different scenarios might play out in real-time.

This 1sn’t just about data visualization anymore. It’s about creating experiences that help
users understand the potential impact of their decisions in a much more meaningful,
interactive way. In the future, businesses could experiment with different strategies in virtual
spaces—running simulations of new product launches, testing customer reactions, and
adjusting their plans based on real-time analytics. This could significantly speed up decision-
making processes and make them more precise, informed, and agile. It’s a game-changer for
both business operations and customer engagement.



S. With your experience in developing business strategies, what advice would you offer to
companies looking to incorporate metaverse analytics into their existing operations or
strategies?

My advice? Take a step back and really think about what you want to achieve. The
metaverse 1s vast, and 1t’s easy to get excited about the technology itself, but it’s essential to
have a clear vision. Don’t rush 1n just because everyone else 1s doing it—think about how
the metaverse can genuinely add value to your business. Maybe it’s enhancing customer
engagement, testing new products, or improving internal collaboration. Whatever 1t 1s,
make sure you define your goals first.

Then, focus on building a strong foundation. As exciting as the metaverse 1s, 1t’s still a new
frontier, so don’t underestimate the importance of data governance, compliance, and
security. Invest in the right talent—people who understand the tech but also know how to
make i1t work 1n the context of your business strategy. And most importantly, keep the user
experience at the heart of everything. The metaverse may be a digital space, but it’s still
about creating experiences that resonate with your audience and build trust. Make sure that
transparency and ethics guide how you handle data in this new virtual world.
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MEME CORNER

and you’re still trying to find the pivot table







