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“I see the metaverse as a cultural inflection point for 
our society,” says Justin Jacobs, senior vice president 
of marketing at IMA Financial Group. “The metaverse 
is a transition period in which we as 
a society will put serious value on the 
digital representation of ourselves, our 
businesses and of the world at large.”

BUYING FRENZY
The metaverse has big champions, so 
competition is fierce. During a recent 
earnings call, Meta CEO Mark Zuckerberg, 
who recently rebranded Facebook to 
cater its business toward the metaverse, 
mentioned an increase in competition  
with large tech firms—such as Apple—to 
build the metaverse. Similarly, Microsoft 
recently acquired Activision Blizzard for  
$68.7 billion, the largest deal for any video 

game company to date, citing a direct investment in the 
metaverse. More specifically, the deal allows Microsoft to 
pick from a broad variety of game developers that have 

large player bases and strong capabilities 
at building virtual worlds to develop 
Microsoft’s presence in the metaverse.

Fascination with the sector has also 
sparked opportunities for smaller players 
to develop new digital assets within the 
metaverse. Racing to build their own 
digital worlds, metaverse platforms such 
as Decentraland and The Sandbox are 
selling virtual real estate for millions of 
dollars to organizations and investors. 
By further developing their virtual real 
estate, such as building virtual stores and 
shops, companies add additional value 
to the digital world by attracting a larger 
audience. Companies such as Atari, 

The metaverse can be many things to many people. In fact, the term has been 
used for a variety of applications and technologies. At its core, the metaverse is a 
virtual platform that can be accessed through different devices, where avatars (virtual 
people/computerized characters) move through different digital environments. But for 
some, it is more than just a new technology. 

FAST FOCUS

>> Meta CEO Mark 
Zuckerberg recently 
rebranded Facebook to 
cater its business toward 
the metaverse.

>> Metaverse platforms such 
as Decentraland and The 
Sandbox are selling virtual 
real estate for millions of 
dollars to organizations  
and investors.

>> More than a thousand 
tech firms have partnered 
to create the Metaverse 
Standards Forum.

VIRTUAL REALITY INSURANCE
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There’s a buying frenzy in the metaverse.  
Even brokers are setting up shop. 

BY ANDREA DE BONO AND ZACH EWELL 

MetaverseInto the
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JAN/FEB Property & Casualty Dec 21 Jan 4

MAR Operations Feb 1 Feb 8

APR Risk Trends Mar 1 Mar 8 RIMS

MAY Mergers & Acquisitions Apr 3 Apr 10

JUN Health & Benefits May 2 May 9 EBLF

JUL/AUG Emerging Trends Jun 16 Jun 23

SEP Leadership and Management Aug 1 Aug 8

OCT Property & Casualty Sep 1 Sep 8 ILF

NOV Health & Benefits Oct 3 Oct 10

DEC Talent Nov 1 Nov 8 

Feature stories and dates are subject to change (and frequently do) so please check with 

your Leader’s Edge sales representative for updates.

“Good mix of topics 
on industry and 

management issues.  
It is the only trade  

publication that  
I always read.”

RICHARD RANKIN, CHAIRMAN, PRESIDENT & CEO, MURRAY
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At the large global insurer and reinsurer AXA XL, Henna Karna 
earned plaudits across the industry as a visionary chief data officer. In 
November 2020, Google tapped Karna to craft its strategy for the insurance 
sector, whereby insurers, reinsurers, brokerages and other industry players 
would partner with the technology giant, using its innovative products and 
digital services to better predict and prevent insured losses.

One year later, Karna says, she and a team of Google data scientists 
and engineers are in full partnership mode, collaborating with dozens 
of leading insurance enterprises and software companies, among 
them Munich Re, Allianz, MetLife and Applied Systems. While these 
relationships are in their formative stages, Karna says she expects the 
partners’ use of Google’s cloud computing, AI, machine learning, advanced 
analytics, geospatial mapping, unparalleled search capabilities, and other 
cutting-edge tools will transform the global insurance value chain.

The tech giant’s broad influence drives the 
company’s multipronged insurance play.
BY RUSS BANHAM

FAST FOCUS

>> Google is opening its 
storehouse of data to 
the insurance industry to 
improve risk, modeling, 
underwriting and all sorts 
of needs.

>> Insurance firms can 
combine their own data 
with all that Google has to 
offer via cloud computing 
on a subscription basis  
to maximize the value of 
deep-learning algorithms 
and data analysis.

>> This is the next step in 
a decade-long process to 
apply big data to specific 
insurance needs. And while 
Google is not alone in this 
effort, it is the behemoth.

MORE DATA, PLEASE
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