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VSA + Ripple: Helping Brands  
Navigate the NFT Space

NFTs, or “nonfungible tokens,” and their 
accompanying marketplaces are a huge source 
of excitement—and trepidation. They’re also 
the sign of a rapidly changing ecosystem. 
While the rules of engagement, the assignment 
of “value,” and the long-term success of the 
market are as yet unknown, the opportunity is 
clear: the total value of NFTs sold in the past  
seven years is more than $1 trillion. 

Change is coming, if you don’t think it’s here 
already. The World Economic Forum predicts 
10% of the world’s GDP will be tokenized 
by 2027—just five short years away. And 
everywhere you look across the landscape, 
major players are betting all their chips on a 
new era of the internet—specifically, Web 3.0 
and the metaverse. If successful, NFTs will 
play an enormous role in these ecosystems. 

At VSA, we see NFTs as the next iteration 
of technology that will define the shape 
and programming of the brand-consumer 
relationship. NFTs are poised to play an 
enormous role in the developing ecosystems 
of Web 3.0 and the metaverse, and brands that 
embrace and create their own NFT programs 
will be poised as leaders in these emerging 
marketplaces. 

In order to help brands leapfrog into this  
new era, we have built a partnership with 
Ripple, the leading provider of enterprise 
blockchain and crypto solutions for cross-
border payments. VSA is the premier creative 
partner for Ripple’s $250 million NFT Creator 
Fund—a fund whose core purpose is to 
democratize the creation and monetization 
of NFTs for creators, artists, and brands 
everywhere and explore new use cases that 
drive functional value. Between VSA and 
Ripple, our partnership takes brands through 
every step of NFT creation, from strategy  
and design to minting and distribution— 
a one-stop shop at an enormous gateway  
of opportunity. 
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Why work with VSA and Ripple? 

Our belief at VSA is that within the NFT 
marketplace, intentionality makes all  
the difference. 

Brands that are intentional with their  
product, the impact the NFT will have on  
their customers and their partners, and 
the larger community affected by the mere 
transaction will deliver the long-term value 
that an investment should provide. 

Ripple as a company brings enormous value  
to the table with deep expertise in blockchain 
and crypto strategy for the enterprise. Ripple 
also utilizes and contributes to the open-
source, public XRP Ledger, which is fast, low 

cost, and, most importantly, carbon neutral. 
Blockchain transactions are notoriously high 
energy. Just one Ethereum transaction uses 
120kWh of energy—equivalent to the amount 
consumed by a single-family household in four 
days. The XRP Ledger, which uses federated 
consensus, uses negligible amounts of energy 
to validate transactions when compared to 
other blockchains, particularly those using the 
proof-of-work mechanism.1 

We know that brands are eager to get into the 
NFT market, but may not know where to start. 
Through our partnership with Ripple, VSA aims 
to help brands, creators, and artists navigate 
this emerging market. We don’t design NFTs 
for NFTs’ sake. Instead, we think through the 
entire ecosystem of brand-building experiences 
and the specific communities involved, and 
then deploy storytelling and strategic guidance 
around NFTs to create meaningful brand value. 

Brands should behave differently in the 
market, and we will steward them to ensure 
they show up in a relevant and resonant 
way. Ultimately these investments in curated 
programming drive deeper connections with 
your audiences, engender unparalleled brand 
loyalty, and activate social capital for short-  
and long-term gains. 

NFTs are the next frontier for brands to build 
meaningful experiences and connections with 
their customers and communities. It is the 
first step of the digitization of physical assets 
that can be monetized, sold, and tracked in 
the digital world, and a testing ground for the 
ecosystems and programs that will define  
the next iteration of the digital age. 

1 Pietro Tiberi, The Carbon Footprint of the Target Instant Payment 
Settlement (TIPS) System: A Comparative Analysis with Bitcoin  
and Other Infrastructures, No. 5, Bank of Italy (Rome, May 2021),  
link to PDF. 
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So what are tokenization, the metaverse,  
and Web 3.0? Great question. 

Tokenization is the central technology making 
mass adoption of both Web 3.0 and the 
metaverse possible. It takes meaningful data, 
like an account number, and transforms it into 
a string of randomly generated characters. 
This string is called a “token,” and unlike 
encrypted data, tokenized data cannot be 
deciphered or reversed if breached. The 
privacy offered by tokens are what makes 
them particularly appealing and well-suited 
for a digital marketplace. Tokenization can 
also therefore mean the conversion of physical 
or virtual assets into digital units that can be 
bought or sold, residing on and validated by  
a blockchain (a blockchain being the database 
where this original information is stored). 

The metaverse has been embraced by  
many industry leaders as the successor to 
the mobile internet. Imagine a totally virtual 
world that effortlessly extends back and 
forth between the physical world. There’s 
been significant buzz about the metaverse 
lately, but the concept has been around since 
the 1990s. The vision clearly articulates an 
environment, enabled through interoperability, 
where goods and services can be monetized 
in a virtual world. The current convergence 
of infrastructure (5G and spatial anchors), 
hardware (VR headsets and AR goggles),  
and decentralized digital currencies 
(blockchain and crypto) unlocks the true 
potential of making this Snow Crash 
fantasyland an everyday reality. 

Now to Web 3.0—if Web 1.0 was read-only,  
and Web 2.0 was read- and write-only,  
Web 3.0 is reading, writing, and owning. 

If Web 1.0 was 
read-only, 
and Web 2.0 
was read-  
and write-
only, Web 3.0  
is reading, 
writing, and 
owning.
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Web 1.0 was the dawn of the internet, which 
gave us the beginning of e-commerce 
companies and desktop access—plus just basic 
internet infrastructure. 

Web 2.0 was the second phase, driven by social 
media, mobile internet, and cloud computing. 

Web 3.0 is largely built on three new layers of 
innovation: edge computing, decentralized data 
networks, and artificial intelligence. The Web 
3.0 set of technologies envisions a connected, 
trustless, accountable network for efficiently 
delivering value, thus crafting infrastructure 
for things of worth, such as NFTs, and 
our identification, healthcare records, and 
passports—enabling safe participation in the 
digital economy with unique digital identities. 

By putting data back into the users’ hands 
instead of entrusting it with third parties 
(who often charge for their services), people, 
companies, and even machines will be able  
to trade directly with each other without 
concerns of privacy or trust. Web 3.0  
promises to safeguard all the things we  
value: information, truth, and digital assets.  
In other words: global security, delivered. 

Essentially, without the promise of Web 3.0, the 
future of a metaverse would be less universe-y 
and more a siloed video game. And without 
tokenization, the trustless infrastructure of 
Web 3.0 couldn’t exist. Web 3.0 is a move away 

from the use of third-party companies as 
platforms where information from consumers 
gets transferred to businesses, and into a 
model where consumers and brands can 
communicate directly without the intermediary. 
If the metaverse were to exist on the 
infrastructure of the past, entire virtual lives 
could be deleted like a social media account. 
But with the properties of Web 3.0—enabled 
by tokenization—the privacy and security 
in every transaction allows the removal of 
the “middleman,” and offers unparalleled 
connection between brands and consumers. 

If you’re a brand looking to break into the 
digital marketplace, understanding and 
adopting tokenization as part of your strategy 
is critical to future-proofing. 

And what if you could embrace tokenization 
while also reinforcing your brand? What if you 
could build consumer loyalty and create hype-
generating experiences while preparing your 
company for the future? 

Welcome to the wild world of NFTs.

Understanding 
and adopting 
tokenization  
as part of  
your strategy  
is critical to 
future-proofing.



The Early Virtual Bird Gets the  
Early Virtual Worm 

An emerging ecosystem that will 
fundamentally change the way that we move 
about the world is a big thing to take on. An 
NFT program is not. That’s what makes it 
particularly attractive to brands who want a 
say in the next iteration of the internet. 

So what is an NFT again? NFTs are nonfungible 
tokens, meaning they are (usually) one-of-
a-kind assets that cannot be interchanged. 
Whereas there are countless dollar bills, there 
is only one real Mona Lisa. 

And why should brands be excited about and 
seek to enter the NFT market? 

Let’s get into it. 

First off, the use cases for NFTs are 
multiplying even as I write this. NFT minting 
currently focuses on art and collectibles, which 
represents a nonfunctional value. But as more 
creators, artists, and brands participate in  
the NFT market, use cases and the ecosystem 
will grow. This in turn will enable a transition 
toward functional tokenization where you see 
more tangible utility derived by consumers— 
a functional value that bridges the digital and 
physical worlds. We’re seeing some use cases 
arise for things such as identity, event access, 
and supply chain validation.

When combined, the myriad cases for  
NFTs have one thing in common: loyalty via 
community building. By offering NFTs as 
part of their brand experience, businesses 
will be able to move their communities from 
members into brand owners, creating a 
shared experience in the investment of  
the brands’ success. 
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Other recent applications of a community-
minded approach to branding and marketing 
speak volumes. Think of loyalty programs,  
first unveiled by airlines, later transformed into 
comprehensive community platforms living 
at the intersection of data, technology, and 
design. In this movement, front-line leaders 
turned loyal customers into brand members, 
building an ecosystem of value exchange 
based on usage and subsequent data insight. 
Nike famously cut their media spend in half  
as they built Nike+, with 60 million members 
who come to the platform, on average, three 
times a week. They no longer had to blindly 
spend billions in media with a singular 
message trying to connect with millions. They 
could serve personalized messages, goods, 
and services to their community that delivered  
true intrinsic value, which skyrocketed the  
Nike brand into the innovator it is today. 

An NFT today could be a ticket-buying 
experience as demonstrated by the 
Mavericks, or unlocking Super Bowl tickets 
through Budweiser, or even authenticating 
materials as Louis Vuitton did. But these 
current applications are just a hint of the 
comprehensive value of an NFT program. 
Imagine a world where millions of your brand 
loyalists are NFT owners, collectively engaging 
new audiences on your behalf, building 
communities and sharing in the democratized 
economic value growth once only accessible  
to an elite group of shareholders. This is  
how you build brand loyalty in Web 3.0.

Secondly, technology always has and always 
will revolutionize how brands connect with 
their audiences. From broadcast television, 
which put a storytelling screen in every living 
room, to the recent boom in the mobile app 
economy, which allowed brands to connect 
one-on-one with their consumer, technology  
is the medium for the message. Businesses 
that invested in native technology and 
responsive designs were the leaders in  
this new world. Those who hesitated quickly  
fell behind or became obsolete. 

Technology 
always has  
and always will 
revolutionize 
how brands 
connect with 
their audiences.
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The Takeaway

NFTs are the emerging technology that 
will shape brand-consumer interactions for 
years to come. We have lived through these 
revolutions and know when the moment is 
upon us to leapfrog into the unknown to be 
the future leader in the next era of change. 
NFTs are the next frontier for brands to build 
meaningful experiences and connections with 
their customers and communities. It is the 
first step of the digitization of physical assets 
that can be monetized, sold, and tracked in 
the digital world, and a testing ground for the 
ecosystems and programs that will define the 
next iteration of the digital age. 

Now is the time. Not only will early adopters 
reap the benefits of an NFT program; they also 
will have a say as industry leaders in what the 
future of NFTs, Web 3.0, and the metaverse 
will look like. Like many innovators that have 
shepherded us into new dimensions before, 
these emergent leaders will be the ones who 
thrive in this next era of digital transformation. 
Take industry giants Netflix and Apple. Netflix 
has taken a hard turn into gaming. Apple 
continues to heavily invest in AR. With these 
massive shifts and investments already 
underway, one can only imagine what their 
next leapfrog move will be.  

Brands looking to jump into a new world of 
revenue streams, explore different business 
models, and deepen relationships with their 
communities need to take the first step into 
this tokenized future through NFTs. 

Want to explore this new world of tokenization 
with us? Contact us to join the Creators Fund 
and let’s get started! 

NFTs are the 
emerging 
technology 
that will 
shape brand-
consumer 
interactions 
for years  
to come.
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About VSA Partners

VSA Partners is a hybrid brand strategy 
and design agency with a 40-year history 
of solving complex business problems. We 
deliver design-driven experiences that perform 
in-market, realizing the future of a brand 
for some of the world’s most respected and 
forward-thinking organizations, including 
Google, Nike, IBM, Robinhood, and Affirm.  
Our approach hinges upon deep collaboration 
with our clients to identify, prioritize, and 
convert individual interactions into a positive 
impact on long-term value in a highly 
transactional and noisy world. Global by  
trade, but unapologetically Midwestern at 
heart, our intrinsic desire to help fuels our 
pursuit of solutions of substance. Amplifying 
brands not to add to the noise but to find  
a voice that rises above it. VSA Partners.  
Where brands break through.

VSA Partners.  
Where brands 
break through.

About Sarah Lent, CMO, VSA Partners 

Sarah leads growth efforts across VSA, 
including business development, marketing, 
public relations, brand leadership, content 
creation, and strategic partnerships. A 
seasoned marketing executive with 20 years 
of experience in branding, digital innovation, 
design, communications, and media, Sarah 
fosters growth at VSA by combining the 
rigor of a strategic consulting practice with 
the entrepreneurial and creative spirit of 
design. Her career has been fueled by a deep 
passion for taking emerging technologies 
and coupling them with world-class creativity 
to contextualize them in the real world. She 
continually looks for the leapfrog moments 
of change and leads with empathy while 
taking clients on a journey into the unknown. 
Sarah has lived and worked across several 
continents, including Australia, South Africa, 
and the UK, and her career has included work 
with Interbrand, R/GA, and Essence.
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