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Foreword
Who are the Irish providers
of immersive technology and
entertainment?
Irish creative sector has always been a mixture
of tradition and innovation, however, its one
unifying feature remains the art of storytelling.
It is clearly visible in the emerging immersive
sector as Irish companies engage consumers
across AR, VR and through immersive, visual
experiences in cities.
Irish VR technology and content provider
Engage XR (previously Immersive VR
Education) started their journey with a launch
of a VR documentary – Apollo 11. The app,
following a successful Kickstarter campaign,
launched in April 2016 is a recreation of the
events which took place between 16th and
24th July 1969. The users not only get to join
the 1st lunar expedition but also take control
and fly the command module, operate the
lunar lander and carry out experiments on the
Moon before returning to the Earth. Based
on NASA’s original material it is a stunningly
accurate version of humanity’s arguably
biggest achievement. With over 80% positive
score on Steam “Apollo 11” after 5 years
remains a classic VR experience showcasing
the technology in the most memorable way.
Since then the company has shifted its focus
to its ENGAGE platform that enables VR
education, collaboration and events. It has
now over 130 commercial customers including
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many Fortune 500 companies such as Meta
and 3M who have used the ENGAGE platform
to build its own MetaWorld “3M Home” - an
exploratory VR pilot project with ENGAGE XR
and a global cross-functional 3M team.
“Companies and organisations are beginning
to look at the role the MetaVerse can play in
engagement. The development of 3M Home
using ENGAGE is a great example. Meta’s
recent announcement about its plans in this
space has helped shine a light on what we
have been building over the past five years,
increasing interest in the services we provide.
ENGAGE is the most customisable platform of
its kind on the market today, and allows users
to create unique events, deliver corporate
training and develop content in one simple
package” says David Whelan CEO, ENGAGE
XR.
In 2022, Engage XR plans to launch its alwayson, fully persistent virtual world – OASIS,
inspired by the VR simulation in the book and
film “Ready Player One”.
Volumetric filmmaking is set to enable much
more immersive and interactive storytelling
in AR/VR or mixed realities. The issue is,
however, how to make that process easy
and affordable for both professional headset
application and fun mobile experiences. Irish
Volograms has the answer, as the company
developed state-of -the-art deep learning
algorithms powering 3D reconstruction,
multi-view texture mapping, markerless

motion capture and many more important
features. As a result anyone can now capture
volumetric video of their dancing friend with
Volograms’ app on a mobile phone, then
have fun resizing and placing it in a different
context.
Volograms’ co-founder - Rafaél Pages –
says that the perception and adoption of
Metaverse has changed over the years, and
for the better. “There are a few ingredients
that helped the adoption of the AR&VR
space. For instance, cheaper and more
convenient hardware, better applications
and games, clearer use cases and, of
course, the pandemic, which forced us to
try alternatives to our means of socializing,
traveling, and having fun. Better hardware
will drive the next big adoption shift, but for
that to happen, headsets need to shift from
consumption devices to also creation devices,
similar to how smartphones transitioned from
consumption to creation devices” says Rafaél.
In Rafaél’s opinion volumetric capture is
fundamental for Metaverse to thrive, as it’s
the way to record things as they happen in
real life, not as a cartoon or an avatar. “At
Volograms, we built the most accessible
volumetric capture solution, which works
with a single smartphone, from one single
viewpoint. We see our technology powering
the next generation of headsets and other
AR&VR devices. We see it becoming the next
generation of a camera” predicts Pages.
Ireland’s animation sector, is well known
for its artistic and storytelling qualities and
has ventured into Metaverse too and with
excellent results. Pink Kong Studio’s “Aurora”,
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the 1st Irish VR film premiered at Immersive
Stories – Audi Dublin International Film
Festival in 2018 and has gone to receive
multiple accolades around the world including
Winner of the 2018 Monolith TM Award for
Outstanding Achievement in Immersive VR
from Infinity Film Festival Beverly Hills.
Directed by Aoífe Doyle, written by Denis
James Ryan and produced by Niamh Herrity
“Aurora” takes VR viewers to a beautiful forest
where we meet a family of three as they
observe and interact with the surrounding
nature and changing seasons. We follow the
characters, immerse in their lives and the
storyline is as emotionally impactful as the
opening scenes of the 2009 animated classic
Up. Aurora is available on Steam, Oculus and
Viveport.
Pink Kong is now working on a multiplayer augmented reality game for children
consisting of highly entertaining gameplay
coupled with engaging epic storylines. Players
strategize and compete using their favorite
characters from ancient myths and legends. It
is education by stealth, through animation and
the magic of augmented reality.
In the VR gaming space WarDucks has had
international success with several best-selling
titles available on PlayStation, Oculus, Steam
and Vive. Such was the success of WarDucks’
VR titles, that Apple’s CEO Tim Cook paid a
first-hand visit in January 2020 to get an early
look at the project that the Irish games studio
is currently working on, a unique mapping
platform, which uses real-world data to
procedurally generate a 3D digital twin of our
own world. The team is developing two titles
using this technology, a mobile game and a
metaverse title.

Some immersive experiences do not require
headsets and this is exactly the case of what
Algorithm have to offer. The creative agency
specializes in blending creativity and cuttingedge technology to create stunning visual
experiences in cities. Algorithm’s most recent
project Living Canvas in Dublin’s Wilton Park
is one of the world’s first outdoor digital
screens exclusively for artistic and cultural
content, giving the Irish capital a new open-air
gallery. The curved LED display measuring 21
metres wide and 4 metres high is the largest
ever outdoor screen in Europe dedicated
solely to cultural use.
These are just a couple of examples of Irish
companies active in the immersive sector
but there are many more providing both
content and technology. If you would like to
engage with the sector, please get in touch
with Enterprise Ireland’s digital entertainment
sector team.
Bartosz Siepracki,
Senior Market Advisor, Enterprise Ireland
Bartosz.Siepracki@enterprise-ireland.com
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Introduction
A quiet yet somewhat dramatic shift is
occurring in how people experience media
content. Whilst cinema attendance has been
down due to Covid-19 restrictions, a much
newer form of media has risen to prominence:
immersive media. In 2020, people worldwide
spent more money on augmented reality
and virtual reality than they did going to the
cinema - consumers spent $9.9 billion on AR
and VR1, whereas just $7 billion2 was spent on
theatrical film.
Whilst there is no doubt that this trend that
has been ushered in by the pandemic and
its restrictions, the data and corresponding
analysis gives us a clear indication that this
new addition to our media diet is here to
stay. Once someone has been immersed in
AR or VR, they cannot go back. What often
happens is the realisation that media content
no longer needs to be constrained to glowing
rectangles. The frame can be done away with,
and instead, entertainment content can be
something that we step into. Virtual reality
and augmented reality technologies simulate
the feeling of being in another space, another
time or another reality.
Media can now be something we experience
rather than simply consume.
Limina’s own VR usage tracker shows that 12%
of US internet users used VR in the last year,
and 4% used VR at least once a week.3 Insider
Intelligence’s data corresponds with this,
forecasting continued public adoption beyond
Covid-19 restrictions, predicting that 18% of
the US population will use VR in the coming
year.
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Alongside this take up, investment in the
medium is growing rapidly. Facebook alone,
for instance, now spend more money in
immersive R&D per year than Airbus and
Boeing spend on R&D combined4. Almost a
fifth of their employees work in AR and VR5.
After years of speculation and waves of hype,
there is a real and sustained buzz around
this market, with the number of VR start ups
increasing by 14% in less than a year.6
This guide will show you, as a company, how
to make the most of this shift, whilst scoping
the industry opportunities that arise from it.

Catherine Allen,
Limina Immersive

Client Directory
Agencies & Associations
Screen Ireland
Sector: Film, TV, animation production support
Profile: Fís Éireann/Screen Ireland is the development agency for
the Irish film, television and animation industry.
www.screenireland.ie

Animation Ireland
Sector: Animation
Profile: Animation Ireland is the trade association for the leading
Irish animation studios working together to promote Ireland’s world
class sector internationally.
www.animationireland.com

Imirt
Sector: Game Development
Profile: Imirt represents game developers and creators from all
disciplines throughout Ireland, both analog and digital.
www.imirt.ie
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Companies
9th Impact
Sector: Games
Profile: 9th Impact believes that games are a great way of
extending the experience of a TV show. Fans who love the TV show
Big Brother can engage with their favourite characters on phones,
tablets, Facebook, PC or consoles in between watching episodes.
www.9thimpact.com

Algorithm
Sector: Bespoke digital & immersive experiences
Profile: Algorithm blends creativity and cutting-edge technology to
create stunning, immersive visual experiences.
www.algorithm.ie

Axonista
Sector: Interactive video
Profile: Axonista is building the video-first future of commerce,
and powers interactive video for global brands including QVC,
HSN, WaterBear, and Oxfam. Axonista’s technology is the engine
behind some of the world’s biggest video streaming apps, used by
hundreds of thousands of people every day around the world.
www.axonista.com
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Cartoon Saloon
Sector: Animation
Profile: Kilkenny based Cartoon Saloon is a five-time Academy
Award®, Golden Globe®, BAFTA® and Emmy nominated animation
studio founded by Paul Young, Tomm Moore and Nora Twomey.
From award-winning shorts to feature films and TV series, Cartoon
Saloon has carved a special place in the international Animation
industry.
www.cartoonsaloon.ie

Daily Madness
Sector: Animation
Profile: Daily Madness was founded in 2015 with the mission
to create exceptional, inspirational animations that captivate,
entertain, and educate.
www.dailymadnessproductions.com

Distillery Films
Sector: Animation
Profile: Distillery Films is a new production company creating
original story-driven animated entertainment for young audiences.
Our mission is to promote values of learning, growth, and diversity.
Our motto is: make it well, and make it matter.
www.dailymadnessproductions.com
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Emagine
Sector: Immersive content
Profile: Emagine inspires and excites using cutting edge interactive
technology. Specialising in tourism, heritage and training systems,
we educate and entertain through immersive experiences with
impact.
www.emagine.ie

Engage VR
Sector: VR/AR
Profile: Engage VR is a virtual/augmented reality software company
enabling educational sector and businesses with the tools they
need to create their own content using virtual classrooms or virtual
training environments.
www.engagevr.io

Imvizar
Sector: VR/AR
Profile: Imvizar is a platform of immersive experiences for tourism,
heritage and culture. The company works with attractions, towns
and cities to develop experiences. In 2022 Imvizar platform will
open for any creative studio to add own content, and will expand
into education and entertainment sectors.
www.imvizar.com
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Magpie 6 Media
Sector: Animation
Profile: Magpie 6 Media was founded in 2009 and is currently
working on The Wee Littles; the third animated TV series it’s
created and financed. Magpie 6 Media also co-produced on
successful projects such as “The Travels of the Young Marco Polo,”
and collaborated with clients on their projects such as WB’s “Yabba
Dabba Dinosaurs!”, and Cartoon Network/Adult Swim’s “Hot
Streets.”
www.magpie6media.com

Moetion Films
Sector: Animation
Profile: Producer of the Year 2016 at Cartoon Movie, debut
feature Two By Two screened in thousands of cinemas across
Europe and has sold out worldwide. Moetion Films develop and
produce high-quality animation for cinema and TV. The company
also provide voice-recording, dubbing, scripting and production
services for a range of international clients.
www.moetionfilms.com

Pink Kong
Sector: Animation
Profile: Creators and producers of award-winning original content
in 2D, 3D, VR & AR, for Film, TV and Digital transmission. Pink Kong
Studios was founded in 2014 by Aoífe Doyle and Niamh Herrity.
One of their productions is Aurora - Ireland’s 1st animated Virtual
Reality film. “AURORA” premiered at Immersive Stories-Audi Dublin
International Film Festival in 2018 and has gone on to receive
multiple accolades around the world.
www.pinkkongstudios.ie
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Piranha Bar
Sector: Animation
Profile: Piranha Bar creates beautifully crafted creative content
across a myriad of media, which people want to watch and share.
Storytelling designed to entertain and engage effectively is at the
heart of everything Piranha Bar create.
www.piranhabar.ie

Plop
Sector: AR for ecommerce
Profile: Boost conversions and customer experience by placing
items into your shopper’s home’s using AR.
www.get-plop.com

SKMMP
Sector: Immersive for fashion
Profile: Virtual and interactive solutions for the luxury fashion
industry. NFT Virtual asset and Smart contract creation operating
dually across IRL and Metaverse B2B, event and retail applications.
www.skmmp.com
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The Giant Company
Sector: Events
Profile: Featuring the world’s tallest and most iconic moving
statue, The Giant integrates the fun and engagement of a family
entertainment centre, the artistic and educational features of
a museum and the rewarding sense of personal discovery of an
inspiring motivational experience.
www.thegiantcompany.ie

Tyrell
Sector: Film production and immersive tech
Profile: Tyrell helps its customers with leading technical solutions.
www.tyrellcct.com

Vologram
Sector: Immersive tech
Profile: Vologram’s technology brings reality capture closer to
everyone, making content creation for AR and VR as simple as
recording a video.
www.volograms.com
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Vstream
Sector: Immersive experiences
Profile: vStream is a global, award-winning company with offices in
Dublin, London & New York; specialising in creating human-centric
experiences. Specialising in virtual reality, augmented reality, mixed
reality, 360 video, immersive experiences and digital installations.
www.vstream.ie

Warducks
Sector: Game development
Profile: WarDucks is an all-star development studio known for
developing top-notch games that push technical boundaries. After
developing six best-selling VR titles, the studio is currently working
on a mapping platform that procedurally generates a 3D world
based on real-world data. They are building an exciting mobile
game title using this world-spanning technology and are also
working on a metaverse title with trading cards.
www.warducks.com
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A brief history of creative immersive
technology as an art form
Using technology to simulate reality has been an ambition for both artists and
engineers for centuries – even millennia.
The earliest known tangible example of the immersive endeavour is early humans’
cave paintings. We know that 17,000 years ago a Paleolithic tribe in southern France
used vibrant mineral pigments to paint huge magical bulls, stags, horses, felines
and other animals right across every wall and ceiling of their caves. The most
famous of these caves now gets called the ‘Great Hall of the Bulls’. Archaeologists
believe that sandstone lamps and fireplaces were used to not only light the space,
but also to create a flickering, moving effect; essentially animating these majestic
creatures. Imagine being deep in that cave with those huge flickering mythic animals
surrounding you. The Paeleothic people may well have combined this with music and
performance. A seriously immersive experience.
The practice of 360 painting has remained, and was especially popular in the
medieval period, with full size room murals known as ‘frescoes’. The technique
involves using chemicals and treatments to cover walls with huge, jaw-dropping
immersive scenes usually evoking the spiritual realm.
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So how did our modern notion of
VR and AR come to be?
With many technological developments today,
you can trace AR and VR devices back to the
Victorians. The Victorians applied serious
innovation to the pursuit of capturing and
sharing realities.
The first device that looks like a modern VR
headset was invented in the 1830s during
the early days of photography. It was called
a stereoscope and used a slightly different
image for each eye to create a 3D effect.
The impact of the stereoscope in the mid
nineteenth-century has often been likened to
that of the television in the 1960s. The devices
were incredibly popular, being present in most
middle and upper class drawing rooms, as
well as in exhibitions and fairs. However, this
golden age of the stereoscope ended abruptly
in the 1860s with the advent of the more
portable and convenient ‘carte-de-visite’ – a
type of small photograph.
Just as early photography innovation
had initially embraced the solo-viewing
experience, so did early film. Like the
Stereoscope, Edison’s Kinetoscope had a lot
in common with contemporary VR. It was only
when the one-person-at-a-time model was not
found to be commercially viable that group
cinema culture emerged in the early 1900s.
Let’s now fast forward to the 1960s – to
the early days of computing. By now there
had already been various philosophical and
fictional writings about virtual and augmented
reality, so the concept was firming up in the
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public imagination. MIT computer scientist
Ivan Sutherland set out to create a headmounted AR machine which he called The
Sword of Damocles. It allowed users to step
into the data; a concept we would now call
‘spatial computing’.
A couple of decades later in the 1980’s, ‘tech’
culture was really starting to heat up, with a
particular hotspot around the San Francisco
Bay area. Not only was the region home to
companies like IBM, Microsoft and Atari – but
there were venture capitalists keen to invest.
Silicon Valley money plus an entrepreneurial
punk spirit heralded what now gets described
as VR and AR’s first wave. Several teams set
about to make virtual reality headsets people
could buy. The dream was becoming a reality;
experimental uses ranged from VR for NASA
training to ground-breaking immersive art
experiences. In 1989, Angels premiered, the
world’s first virtual reality movie, directed by
Nicole Stenger.
By the mid nineties video game arcades began
to include VR machines, Nintendo released
their own home VR headset and there was
even a major augmented reality dance
production performed in Australia, called
Dancing in Cyberspace (dir. Julie Martin).
By the 2010’s processor speeds were
increasing at an exponential rate as well as
internet speeds getting faster and faster.
Once again, entrepreneurs were beginning to
see the opportunities in VR and AR. Student
Palmer Luckey launched a crowdfunding
campaign for his own device - a VR headset
called an Oculus. It achieved well above its

funding target. Larger tech companies were
well aware of this increase in consumer
interest and rapid innovation progress. 2014
was a landmark year: Palmer Luckey sold
Oculus to Facebook for $3 billion and Google
released their AR glasses, Google Glass to
the public. The Google Glass never took off,
however other tech giants including Samsung,
Microsoft, Sony and HTC also got to work
developing AR and VR headsets. By 2016 there
was a whole suite of AR and VR headsets
available on the market.
As for AR on smartphones, often without even
realising it mainstream smartphone users
had been regularly experiencing augmented
reality, with the hugely popular releases of
Snapchat’s lens filters and Pokémon Go.
We’re now in the thick of this wave of virtual
and augmented reality. Millions of people
actually use immersive technology every
day. The conditions could be in place for it to
finally go mainstream and to be considered
a media form that sits comfortably alongside
film, photography, radio, websites and books.
An industry around this medium is in the
process of being built. It really is all to play for.
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Defining scope and terms
Before exploring the opportunities, it is important to define terms and the scope
of this document. This report focuses on the entertainment genre of digital
immersive media, looking specifically at content that is aimed at the consumer
market both in the home and outside the home.
What is digital immersive entertainment?
Digital immersive entertainment uses digital technology to simulate experiences for users, for the
purposes of entertainment. Rather than being told about something, or observing it, the audience
member becomes a participant. Even ‘non-interactive’ content gives the feeling you are inside the
moment, not being told a story but instead having an experience that will be your own story to
take away with you. Spatial computing technology makes this possible, whether that be through a
virtual reality headset, a smartphone or simply projections.

Scope of this report
Immersive entertainment itself is a global market and sits across both the entertainment industry
and the growing immersive sector. A running theme with immersive content is that as it is so
new, terms, genres and categories are still being defined. There is a fluidity that more established
media forms don’t have. This means this document does occasionally include references or case
studies to overlapping fields, including immersive wellbeing and gaming.
Whilst there is significant overlap in immersive entertainment with the gaming market, this
report’s focus centres around experiential immersive entertainment. The gaming side of
immersive media is a well-established field, which has been born out of the existing games
industry. Some types of experiences this report covers do include game dynamics or gamification,
however our ‘centre of gravity’ is on the types of opportunities available to companies who have
prior experience in film, TV, multimedia entertainment, attractions, arts, heritage and culture.
This report also doesn’t cover esports or gambling.
Some immersive content is age restricted. Most VR headsets have a lower age limit in their terms
and conditions of age 13. This report will mirror this, so when discussing VR the focus will be on
content for those aged 13+.
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Key immersive entertainment terms
AR or Augmented Reality: “A technology that superimposes a computer-generated
image on a user’s view of the real world, thus providing a composite view.” – Oxford
English Dictionary
VR or Virtual Reality: “The computer-generated simulation of a three-dimensional
image or environment that can be interacted with in a seemingly real or physical way
by a person using special electronic equipment” – Oxford English Dictionary
ILVRE: ILVRE is an acronym for In Location Virtual Reality Entertainment. Sometimes
people use LBE instead, which stands for Location Based Entertainment. This form of
entertainment involved members of the public paying for an immersive experience
as a leisure or social activity, usually at a venue. The venue can be dedicated to
immersive experiences or be a pre-existing attraction, for instance a theme park.
6DOF and 3DOF: The amount of motion and movement supported in a VR or
AR system. Six degrees provides horizontal, vertical and depth axis, as well as
movements like hinges and rolls. 6DOF immersive media feels like movement in real
life. 6DOF also gets called ‘room scale’ VR or AR. Three degrees of freedom (3DOF)
provides just the X, Y and Z axis.
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Immersive or spatial audio: Audio that is recorded and/or mixed so that different
elements feel like they are spatially positioned around the listener. This could be
binaural audio, which just involves standard headphones, or another form of spatial
audio which includes special equipment. Sometimes sounds can be spatially placed in
a physical space, essentially ‘6DOF’ sound
360 video: 360 degree videos, also known as immersive videos or spherical videos,
are video recordings where a view in every direction is recorded at the same time,
shot using an omnidirectional camera or a collection of cameras with the image
‘sewn’ together in post production. During playback on normal flat display the viewer
has control of the viewing direction. It can also be played on a VR headset display or
projectors arranged in a sphere or some part of a sphere – Definition adapted from
Wikipedia.
Multiuser: Two or more people experiencing immersive content together, either in
the same physical place (co-location) or remotely. They could be interacting with
each other in the VR space or simply experiencing content in sync.

Figure 1: 6DOF axis illustrated.
Image credit: Wikimedia Commons under Creative Commons open license
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The current immersive market
The immersive technology and content market is growing. Including both B2B and B2C, the
global immersive market is estimated to have already reached $30.7 billion as of December 2021
and will be worth almost $300 by 2024.7 To put this in perspective, the global apps market was
valued at $136.18 billion at the end of 2020.8 This means that if these predictions are anywhere
near correct, in just a few years, immersive media will be as significant to many people’s lives as
mobile apps are to us today.
Looking specifically at VR, recent research from PwC and Omdia concludes that the speed of VR
growth will outstrip that of any other media form by 2025.
Digital formats lead the way
Sectors that meet digital and mobile consumers where they are find rapid growth.
Project global growth by segment, CAGR, 2020-2025(%)

Virtual reality

30

Cinema

29

Data consumption

27

Out-of-home advertising

11

OTT video

10

Music, radio, podcasts

9

Internet advertising

8

B2B

7

Video games and escorts

6

Internet access

5

TV advertising

4

Consumer books
Newspaper and
consumer magazines
Traditional TV and
home video

1
-1
-1

Source: PwC’s Global Entertainment & Media Outlook 2021-2025, Omdia

Research firm Mordor Intelligence’s analysis suggests that from a geographic perspective, the
rate of VR market growth will be fastest in the USA, Canada, Vietnam and parts of Indonesia.9
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What analysts are less certain on is the
overall way these technologies will be
used. Immersive media is a total computing
paradigm shift, which makes qualitative
predictions hard. Will there be a niche but
important suite of immersive technology
use cases mainly within the workplace, with
a just a handful of compelling consumer
applications? Or will most families have a VR
headset of some sort in their home, just like
a television? Maybe one industry will find
immersive technology indispensable for a
particular purpose, for example as a device
for educational ‘field trips’ or in healthcare
as a form of pain relief. The market has been
forecast rapid growth; however, the nature
of the market is still uncertain and malleable.
The benefit of entering it now is that your
company can help shape it.

The investment landscape
Now let’s look to the current state of
immersive sector investment. HTC’s Dave
Haynes wrote in HTC’s Vive X VC Investment
Report,
“In 2016-17 we saw record levels of investment
going into the immersive sector, and new
startups created, as VR and AR first came
to market in a serious way. However, the
following 2 years saw the hype dissipate as
we entered the ‘trough of disillusionment’
on the much-cited Gartner Hype Cycle.
Some investors, including HTC’s own VIVE
X continued to invest through the cycle, but
with many tech pundits writing clickbait
headlines, the sector became unfashionable
for many, leaving behind the most resourceful
and ambitious founders. Fast forward to 202021 and the mood music has notably changed…
35% of investors surveyed expecting
investment levels to increase over the next 12
months.”10

Virtual Reality (VR) Market - Growth Rate by Region (2021 - 2026)

Regional Growth Rates
High
Mid
Low
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Haynes gave three reasons for this reemergence of investor appetite:

AR hardware:

• There has been a change in public attitudes
and an increase in customer appetite as
we move to the new normal amidst the
Covid-19 pandemic
• Next generation hardware has arrived.
Hardware is lighter with more processing
power and better graphics capability. For
VR, issues like clunkiness and nausea are
reduced
• The immersive ecosystem is maturing.
There are more necessary technological
and distribution building blocks in place
The study accompanying the report involved
interviewing 50 investors to understand their
outlook on immersive. Neary two thirds of
investors surveyed expected an increase
in overall investment for AR and VR in the
coming year. When asked which sub-sector(s)
of the immersive industry they found most
‘interesting’, 57% of investors said ‘consumer
AR’ and 51% said ‘consumer VR’.11

VR hardware:

AR platforms & software:

VR platforms & software:

Key players
If your company is considering entering
the immersive entertainment market, it is
important to be aware of the major players
who have provided the building blocks for the
wider immersive sector to develop. As you will
see, the pre-existing tech giants are already
playing a significant role. Most of these
companies have made a conscious attempt
to kickstart the ecosystem, developing
hardware, software, platforms creation tools
and some content
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Realtime development platform:

Location based entertainment:

Digital immersive
technology trends
Alongside an increase in consumer adoption
and investor appetite in digital immersive
media has been a new wave of technology
instigated trends. Here we highlight some
of the concepts most relevant to the
entertainment sector.

The metaverse
The idea of a ‘metaverse’ refers to a full digital
world that exists beyond the analogue one
in which we live. The term originally came
from the 1992 science fiction novel Snow
Crash by Neal Stephenson. The idea was then
built upon as ‘The Oasis’ in Ready Player One
by Ernest Cline. With VR and AR becoming
more commonplace, it is now popular with
many technology enthusiasts, who think it
could be the natural evolution of the internet
– moving away from flat screens into media
that is embodied. People might have jobs in
the metaverse, property, businesses - even
romantic relationships. Crucial to the concept
is its interconnectedness – rather than many
different separate apps, a metaverse connects
different platforms and apps, enabling
interoperability and shared systems.
Both Epic Games (who make Unity engine) and
Facebook have shown major recent interest in
this concept. Epic Games have a billion-dollar
developer fund called the Epic MegaGrant –
its purpose being to “build the metaverse”12.
In July 2021, Mark Zuckerberg announced
Facebook to be a “metaverse’ company”13, and
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in October 2021 the company announced it
was hiring 10,000 new employees from the EU
to build the metaverse14 – more than doubling
the amount of Facebook employees working
in immersive.

NFT (Non-Fungible Tokens) art
An NFT is a one-of-a-kind asset in the
digital world. It can be bought and sold, just
like physical property. Before blockchain
technology it was difficult for digital items
to command value, as they were so easily
replicable. Now, however, creators can ‘mint’
their work, making it a unique item that holds
value. This has allowed digital assets to enter
the traditional art market, with global auction
houses like Sotheby’s and Christies auctioning
this type of art. There are also many online
NFT marketplaces. Some marketplaces are
curated, with a boutique feel, while others
are open peer-to-peer markets. NFTs rose
to prominence with the $69 million sale of
Beeple’s Everydays: The First 5000 Days in
March 2021.
Many point out that the current flaw with
NFT art is that the viewing devices can be
uninspiring. Rectangular screens weren’t
designed for showcasing fine art. They can
constrain the work and don’t give much of
a sense of presence. AR and VR seem to
many like the natural home for NFT art to be
experienced.

All sorts of commercial opportunities arise
from NFTs for the entertainment sector.
For instance, special limited edition digital
merchandise can be sold along with a movie
release. As well as this, pre-existing CGI set
design and objects from popular films could
be minted and sold on NFT markets. Buyers
could even purchase entire environments from
their favourite movie franchise, allowing them
to spend time in that environment and even
invite their friends into it.
In fashion we are already seeing considerable
innovation in NFTs from major fashion houses.
Burberry, Balenciaga and Louis Vuitton
have already launched their own NFTs –
mainly through working with existing games
platforms.

Volumetric capture
Volumetric video is real life people, animals,
objects or spaces captured in real time, not
as standard video, but as a 3D object(s). It
is video but with depth. This can be then
manipulated into a 3D creator engine like
Unreal or Unity. Experiencing volumetrically
captured video in room scale VR allows you
to move around the scene. An orchestra
performance, for instance, could be recorded
volumetrically, allowing the piece’s audience
members to move around the stage, getting
close to certain musicians to watch their skill
in detail.

24

Opportunities in Immersive Media Entertainment
A guide for Irish entertainment companies

A recent example of the entertainment
industry’s use of volumetric capture for AR
comes from Universal Pictures’ partnership
with Snapchat. The team volumetrically filmed
a performance from the scary protagonist in
upcoming horror film Halloween Kills, and
then added it to a new Snapchat filter. This
allows Snapchat users to see the character’s
spooky moments in their own homes. They
can even take photographs with him.
The use of volumetric video in the
entertainment industry has increased
dramatically in the last few years, but as
processing speeds get faster even more will
become possible.

Virtual production
Imagine being able to film a movie inside
VR. This is akin to what virtual production is
(although the actors don’t usually wear VR
headsets, things are projected instead). Whilst
the end result of virtual production is usually a
2D film, the process itself involves immersive
technologies. With virtual production, visual
effects are no longer just in post-production,
they happen in real-time, and can be prepared
in preproduction. This makes for a much more
organic acting experience, allows creatives
more freedom to experiment and means that
everyone involved in the film will know what
the final scene will look like. It also allows
some roles to even be performed remotely.

Co-location
Co-location in VR entertainment is the live
shared environment for two or more people
who are also in the same physical space. For
instance, this could be two people playing
ping pong, in virtual reality, across their
kitchen table, or a group of yoga enthusiasts
doing a meditative experience together in
a VR forest after a yoga session. The most
advanced co-location experiences include
custom avatars that are mapped onto the
bodies or torsos of players.
Co-location, at present, is mainly something
that happens at ILVRE venues, for instance
The Void’s famous Star Wars experience
that was brought to cinemas and shopping
malls around the world between 2017 and
2020. Groups of people entered together
and become a team of stormtroopers with
a mission to achieve. The co-location ILVRE
trend fits into the wider trend of out-ofhome experiential entertainment and even
immersive theatre – a part of the ‘experience
economy’.15
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Consumer appetite
Until recently, the AR and VR markets were
mainly built upon ideas and potential,
combined with some specific use cases in
workplaces – for instance military training or
architectural visualisation. Now, after decades
of development, theorising and multiple hype
cycles, we are at a point where mainstream
consumers can experience immersive
entertainment content for themselves,
unaided by professionals.

Key facts on consumer growth
VR
• Limina’s own VR tracker shows that at the
time of writing, 4% of US internet users
over 18 use VR at least once a week. 19%
have tried VR.
• Facebook’s Oculus has the vast majority of
consumer VR market share at 75%16
• Market data firm IDC expects VR
shipments in 2021 alone to reach 8.4
million units. By 2025, IDC predicts VR
headsets will sell 26.7 million per year.
Their analysis points to the increase being
driven by existing consumers upgrading
their headsets as well as “the proliferation
of use-cases outside of gaming (e.g. virtual
events and fitness)”.17
• After being heavily hit by Covid-19, ILVRE
consumer demand appears to be growing
again as well. Earlier this year, Sandbox
VR announced its plans to open 15 new
sites by the end of 2022. Since reopening
its locations with government-mandated
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restrictions, Sandbox VR says its seen an
increased demand of 30% from before the
pandemic.18
AR
• IDC expect AR headsets to sell 1 million
units in 2021, with an increase in headsets
sold each year, reaching 29 million by 2025
(larger than the amount of VR headset units
sold).
• 200 million Snapchat users engage with AR
every day on average19.

Demographics of immersive
entertainment users
The demographics for consumer VR use as
a whole mirror that of emerging technology
early adopters: higher than average
disposable income, male and under 35.20 For
instance, a U.S man is over twice as likely to
use VR weekly than a U.S woman. 25% of U.S
internet users between 18 and 35 have tried
VR vs. just 9% of over 55s.21
This young male skew is driven, however,
by gaming and not entertainment content.22
There is limited data on entertainment users
solely, but from the data we do have access
to it appears that the market for immersive
entertainment content is much less narrow.
For instance, at the authors’ previous VR
entertainment venue Limina VR Theatre in
Bristol, UK, the median audience member

was a woman in her thirties. The most likely
to click through on our adverts and rebook
after attending a show were women over 55.
Further data backs this up – in summer 2021,
Limina ran a study with Ipsos Mori into VR
usage patterns. We found that women were
20% more likely than men to have already
experienced VR as part of an ‘arts or culture’
experience.

serenity or even reflection. Adverts for our
Limina VR Theatre shows always performed
better when they centred around how an
experience will make you feel, rather than the
story being told. You can read more about
Limina’s ‘mood machine’ concept in this
immersive promotion guide by Dr Matthew
Freeman of Bath Spa University and myself, on
page 51 and 76.

The AR consumer base is already much
broader than VR. According to a study by
GearBrain, nearly half of Americans are using
augmented reality without realising it. Of the
Americans who know they are using AR, the
skew, again tends to be male and under 35.23

Familiar themes: This is especially important
for new audiences who may be sceptical
or uncertain about immersive technology.
Including familiar themes, talent or brands
gives a draw to the product, making up for
the fact the medium itself is unknown. For
instance, even without any major talent or IP
attached, you may choose a currently popular
theme like oceans or an out-of- copyright
story like Alice in Wonderland. An appealing
familiar element can help outweigh the risk
potential customers might sense of ‘what if I
don’t like it?’.

What sort of content do mainstream
audiences want right now?
Entertainment with a purpose: Content
that overlaps with something the audience
are trying to achieve, for instance learning a
new skill, increasing fitness levels, improving
mental health or finding entertainment for a
friends’ get-together.
Storydoing (not storytelling): Whilst
storytelling immersive experiences can be
popular if well made, we have found that
content allowing the user to take away their
own story to tell tend to have a higher chance
of being well received. In game design this
is called an ‘emergent narrative’.24 Creative
formats from Immersive Formats for Future
Audiences that tend to fit into the ‘storydoing’
category include Activity Simulator, Treasure
Hunt, Access all Areas and Best Seat in the
House.
Mood machine experiences: Content that
induces a change in mood in its audience
members. This could be excitable buzz, calm

27

Opportunities in Immersive Media Entertainment
A guide for Irish entertainment companies

Gamification: There is a great deal of grey
area between entertainment and gaming in VR
and AR. Afterall, people play games in general
for entertainment, right? Many of the current
most popular apps on the Oculus Quest store
that are used for entertainment at home are
technically games, for instance Beat Saber,
The Climb or Dance Central. To many users,
however, these experiences don’t feel like
gaming. Successful immersive entertainment
properties often have an element of game
dynamic, sitting somewhere on the continuum
between pure entertainment content and
gaming.
For further reading on the most popular
genres and formats for creative immersive
content, see Limina’s much cited Immersive
Formats for Future Audiences report.

What are the distribution platforms
for immersive entertainment?
The key platforms to be aware of:
Mobile AR
•
•
•
•
•
•

Instagram
Facebook
Snapchat
TikTok – AR element will be launching soon
Web AR25
Companies can launch their own app on iOS App Store or Google Play Store and
use an AR engine like Vuforia to include AR.

VR home entertainment
Device-based distribution platforms can be accessed via a VR headset device’s store
platform and/or via PC VR platforms. These include:
• Oculus Store: The Oculus Store is Oculus’ app store for virtual reality apps and
experiences. Compatible with: Oculus Quest 2, Oculus Quest, Oculus Rift S.
• VIVEPORT: VIVEPORT is HTC’s app store for virtual reality content and
experiences. Compatible with: HTC VIVE, Oculus Rift, and most PC VR headsets.
• SideQuest: SideQuest is a place to get more apps for your Oculus Quest.
SideQuest makes it easier for users to access content that is not yet available on
the Oculus Store and as a test ground for developers to validate their content and
kick start their communities. The platform is completely free to both developers
and users. Compatible with: Oculus Quest and Oculus Quest 2 headsets
• SteamVR: SteamVR is a tool for experiencing VR content, especially gaming on
the hardware of your choice. Steam has existed for many years already as one of
the world’s leading (non-VR) gaming platforms. Compatible with: Valve Index, HTC
Vive, Oculus Rift, Windows Mixed Reality headsets, and others.
• PlayStation Store: Many VR titles are available for PlayStation VR, and can be
purchased on the PlayStation Store. Compatible with: PS4 and PS5
ILVRE
Platforms that developers use to distribute immersive content to independent ILVRE
venues include:
• Springboard VR
• Viveport Arcade
• Synethesis VR
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Getting your immersive
entertainment project
off the ground
Now you have a sense of the market and
consumer landscape, this section comprises
of guidance and tips to help you get started
with your own immersive work. These
pointers come from years of the authors’
own experiences in the immersive sector,
combined with conversations with a range of
immersive media creators.

Developing your concept
• If you are new to immersive media then
it pays to do some groundwork before
settling on your concept. Simply enjoying
apps, games and experiences as an
audience member makes a huge difference
to the quality of your ideas. Imagine
someone pitching an idea for a television
programme, having only watched a couple
of TV programmes in their life. Just like
with other media forms, you need to
experience other people’s content in order
to hone your immersive creativity and
intuition.
• At the same time remember what it feels
like to be new to this medium – if you are
appealing to those new to the medium then
this matters a lot.
• If this process of immersive immersion
doesn’t excite you or isn’t compelling,
then reflect on this feeling. Working in
immersive media industry is rewarding,
yet hard work. Passion for the possibilities
of the medium is what many immersive
creators say drives them.26
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• There were some incredibly informative
and well written books about immersive
media and entertainment released back
in the 1990’s and 2000’s. Whilst the tech
wasn’t fully there, much of the theory was.
This body of work can really give your work
a head start, helping you learn from the
successes and failures of the past. Authors
to look for include Brenda Laurel, Jaron
Lanier and Janet Murray.
• It also pays about consider who your target
audience is and the various distribution
channels available before fully shaping
your ideas. This way you will be working
backwards from where the demand is.
Immersive creators have found this to be a
far more efficient process: ideas have more
chance of being a ‘hit’.
• Know your target market! Read what
they read, watch what they watch, even
spend social time with them if you can.
If you are your target market then this is
straightforward, however be aware that
you might miss opportunities for a different
market segment that is further along the
technology adoption curve than you are.27

Developing a business model
When it comes to immersive media, classic
techniques for developing a business model
still stand. The much-recommended business
mode canvas has been a useful tool for
thousands of businesses globally, and is a
good place to start.
One consideration for immersive media is
that because the sector is still new: robust
infrastructure that you would expect in other
media industries doesn’t exist yet. Sometimes
parts of the puzzle are missing or uncertain.
For instance, there are gaps in immersive
entertainment audience research and
distribution. This patchiness means that your
business may need to fulfil more roles than in
other media forms, for example you may need
to be more ‘end-to-end’ in your approach.
Partnership and collaboration can be crucial
here.
Top tips for developing your immersive
entertainment business model
1. Flexibility is key – be ready for rapid
market changes.
The industry landscape for AR/VR is still
relatively new. The majority of companies
in the space have had to pivot their offering
at one point in time, so it is important
that teams are able to quickly adapt to
customer needs and emerging trends. For
instance, immersive companies such as
Spatial, Gravity Sketch, and Rec Room have
expanded beyond headset-based offerings
that allow customers to access their
offerings via web app, desktop, and tablet.
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2. Hone your intuition about immersive
audiences’ needs and appetite.
Unlike other forms of media, we haven’t
spent our lives being around other people
while they do AR or VR. We have spent
hours of our lives in the same room as
others watching television or in auditoriums
with strangers at the cinema. Many
immersive creators find that intuition
around audience experience does not come
naturally, due to this comparative lack of
life experience. To address this, you can
get together a panel of people you know
who represent target market. Ask them to
give you candid feedback on product ideas
as they develop, making sure to demo them
product options and progress regularly.
3. Be aware of your business model relying
too much on one platform or device.
The market is changing quickly, technology
terms and conditions evolve frequently,
and new players enter the field on a regular
basis. These changes can destabilise a
whole business model. If you are reliant
on one platform or device, for instance
on Facebook’s Oculus Quest, be sure
to include this in your internal risk
assessment.

Funding opportunities
As explored thoroughly in this report, the
recent increase in immersive consumer
adoption has led to a growth in investor
and funder appetite. This section lists
specific routes to funding for your immersive
entertainment product, helping you and your
team seize this moment in the sector’s growth.
There are a range of ways your organisation
can secure funding for immersive. This
section includes a curated selection of grant
opportunities, accelerator programmers and
private investors. All opportunities were live
at the time of writing in Autumn 2021, but the
landscape can shift rapidly so do bear this in
mind.
Another note before you read this: one current
benefit of the immersive sector is its business’
shapeshifting ability to follow funding routes
from tandem industries. For instance, if you
were launching a wellbeing entertainment
VR product, you could secure funding using
processes and leads in the wellness industry.
If you were building an immersive storytelling
AR app with a book publisher, you could
follow publishing funding routes.

Funding routes
Brand funded work
Immersive entertainment is very trendy right
now with brands and agencies, especially
in its crossover with influencer culture.
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You can capitalise on this trend by pitching
your work as an experiential event that can
be sponsored, or even delivered as a fully
branded activation. A great example of
this model is immersive theatre company
Punchdrunk’s brand partnerships – they have
worked with dozens of high-profile brands
including Samsung and Stella Artois. To follow
this route, you can pitch your concept either
directly to brands’ marketing department, or
via PR or events agencies.

Commissions
This route involves framing and pitching
your work as art, which it likely is. Galleries,
festivals, museums and theatres globally
regularly put out commission opportunities.
Even if the commission brief is not immersive
specific, you can still pitch your work:
immersive media is classed as a ‘new media’
art form by most major arts institutions.
Broadcasters can also act in a similar way, for
example ARTE in France and Australia’s ABC
have commissioned immersive work.
Sometimes these opportunities are not
advertised, so it is worth making a direct
speculative approach. You can also meet
this sort of funder at film festival’s market
places. Film festivals with funding markets
include Venice Film Festival, Sundance, SXSW,
Cannes and Sheffield Doc Fest.

Publisher model
Much immersive content is funded using
the classic games publishing route. The
publisher gives studios cash upfront to build
the experience (like a book advance), and then
the revenue from future sales is split. Some
immersive entertainment content is funded
this way too. Speaking to games publishers
and learning about this model if you are not
familiar with it already is a great place to start.
Facebook’s Oculus have acted as a publisher
as well – for instance Hamonix’ Dance Central
VR dance game was published by Oculus
Studies. One option here is speaking to a
large organisation who are not already acting
as an immersive entertainment publisher but
could be interested in a partnership with a
similar model nevertheless. You could speak
to record labels for instance, or even a book
publisher.

Private investment route
Here we take a global look at the investor
landscape. It is worth, however, taking note
of the geographical trends in where investors
are based. According to Digi-Capital,28 and
our own research into investor locations, the
United States and China dominate general
AR/VR investments. These countries are then
followed by the United Kingdom and Canada.
However, when looking specifically at
entertainment content investment, Germany
and the Middle East lead.
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The private investment route treats your
project or whole company’s proposition as an
investment opportunity. A company, individual
or set of individuals will purchase shares in
your company in return for immediate cash
and expertise. The investors will expect a
return on this investment. If choosing this
route with an existing entertainment business,
you may want to consider registering the
immersive project as a separate company,
with your existing company being its parent
company – similar to some film or TV models.
In VR/AR the investors tend follow the process
of general tech investment. This means that
if you choose this route it is vital to become
familiar with the tech investment process.
There are a wide range of well-written existing
resources for founders on this process. Our
recommended guides to the process are
below:
• Investopedia’s guide to the start up funding
process
• The Startup Fundraising Playbook,
published by DocSend
• 30 Legendary Startup Pitch Decks (and
templates), published by Aaron Lee at
Piktochart
• Immersive specific tech funding guide:
Guide to XR Investment, published by The
Academy of International Extended Reality

To recap on the two core types of private
equity:
1. Venture capital is a form of equity
financing where capital is invested in
exchange for equity. Venture capital
firms invest in organisations with the
goal of making a potential return on their
investment – should the company be
successful these returns are significant.
2. An angel investor is an individual who
provides funding, or capital, to a company
in exchange for equity; they tend to be high
net worth individuals. Angel investors tend
to support young companies and projects
at an early stage, sometimes even prerevenue.
A typical immersive start up’s funding journey
can look like this:
1. Pre-seed: this stage is the earliest stage of
funding of a new company. Pre-Seed stage
tends to be known as the bootstrapping
stage, where founders utilise their own
existing resources in order to get their
operations off the ground.
Focus: building a proof of concept or
prototype
Why is this important? It is critical at this
stage to create a prototype of your product
that has at least minimum functionality,
and that a clear market has been identified
along with a pathway into that market.
One example could be low-fidelity
prototyping, which is a quick and simple
way to translate high-level design concepts
into tangible and testable artifacts. In the
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immersive space, there are plenty of low
cost or free prototyping tools that you can
utilize to develop a low-to-medium fidelity
prototype, such as: Tiltbrush, Gravity
Sketch, Tvori, Figma, Vuforia, Adobe Aero
and more.
2. Seed: this stage of investment is
considered ‘early stage’, where a startup receives capital with the goal of
determining its final product and customer
demographics, while getting feedback
from early adopters. At this stage, the
company has a minimum viable product
and has gone to market.
Focus: Launch minimum viable product
Why is this important? At this stage, the
team is assembled and a product featuring
basic functions has been produced. The
objectives in this stage are to illustrate
product-market-fit.
3. Series A, B, and C: these series are for
expanding your product and your market
share
Focus (series A): Growing revenue and
product refinement
Focus (series B): Scaling product and
revenue growth
Focus (series C): Large scale expansions

Angel investor lists and networks:
• Halo Business Angel Network:
HBAN makes over 1,000 investor
introductions each year, introducing
investors to the start up scene on the island
of Ireland.
• AngelList:
AngelList is a U.S website for start ups,
scale-ups and angel investors. Founded in
2010, it started as an online introduction
board for tech start ups that needed
seed funding. Since 2015, the site allows
companies to raise money from angel
investors free of charge.
• AIXR XR Investors Network:
The Academy of International Extended
Reality is an advisory and training
organisation who also run an investors
network. They introduce their members
to potential investors and coach founders,
supporting them continuously along the
investment process. Membership starts at
£330/€390 per year. The organisation has
a global reach, with HQs in San Francisco
and London.
A selection of venture capital firms investing
in immersive:
• Presence Capital
- Investment stage: early stage
- Example immersive portfolio companies:
Baobab Studios, Byte, Harmonix, Scope
AR, Uncorporeal, Escher Reality, The
Rogue Initiative, TheWaveVR, Thalmic
Labs, Isbit, and Strivr.
- HQ: San Francisco
- Investment geographies: global
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• The Venture Reality Fund
- Investment stage: early stage
- Example immersive portfolio companies:
Beat Games, Doorstead, Rec Room,
Embodied Labs, Apprentice, Replica,
Wave, Virtualitics, Mindshow, Vantage
Point, Artie, Proprio, Epic Games, and
Interplay Learning
- HQ: San Francisco
- Investment geographies: global
• Andreessen Horowitz
- Investment stage: all stages
- Example immersive portfolio companies:
Sandbox VR, Magic Leap
- HQ: San Francisco
- Investment geographies: global
• Colopl Next
- Investment stage: early stage
- Example immersive portfolio companies:
Fish Bowl VR, Fove, Limitless, Owlchemy
Labs, Pinscreen, Polyarc, Psychic VR
Lab, and Rogue Initiative.
- HQ: Tokyo
- Investment geographies: global
• General Catalyst
- Investment stage: early stage
- Example immersive portfolio companies:
Snap, UploadVR
- HQs: San Francisco, Palo Alto, NYC,
Boston
- Investment geographies: global
• Outpost Capital
- Investment stage: early stage
- Example immersive portfolio companies:
Upload VR, Wave XR, Fable
- HQs: San Francisco
- Investment geographies: global

• Index Ventures
- Investment stage: early stage
- Example immersive portfolio companies:
Rec Room
- HQs: San Francisco, London
- Investment geographies: Global
• Lightspeed Ventures
- Investment stage: multistage
- Example immersive portfolio companies:
51VR, Illumix, Snap
- HQs: San Francisco, Tel Aviv, Shanghai,
Beijing, New Delhi, Bangalore,
Mauritius, London, Singapore
- Investment geographies: global
• EQT Ventures
- Investment stage: multistage
- Example immersive portfolio companies:
Within, Varjo, Vectary
- HQs: London, Stockholm, Berlin, Paris,
Amsterdam, Paris and San Francisco
- Investment geographies: global
• Makers Fund
- Investment stage: multistage
- Example immersive portfolio companies:
VRChat
- HQs: San Francisco, London, Tokyo,
Beijing
- Investment geographies: global
• Sure Valley Ventures
- Investment Stage: early stage
- Example immersive portfolio companies:
Valograms, Immersive VR Education
- HQs: Dublin, London
- Investment Geographies: Europe
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• The WXR Fund (invests in female-led
immersive companies)
- Investment stage: early stage
- Example immersive portfolio companies:
Embodied Labs, Absurd:Joy, Obsess
- HQ: San Francisco
- Investment geographies: global
• Maveron
- Investment stage: early stage
- Example immersive portfolio companies:
Wave XR, Illumix, FitXR, Fable
- HQs: San Francisco, Seattle
- Investment geographies: global
• Super Ventures (invests in AR)
- Investment stage: early stage
- Example immersive portfolio companies:
Poplar, Gravity Sketch, Fable
- HQ: San Francisco
- Investment geographies: global
• Boost VC (three month accelerator
programme)
- Investment stage: early stage
- Example immersive portfolio companies:
FitXR, WaveXR
- HQ: San Mateo, California
- Investment geographies: global

Grants route
Another way to fund immersive entertainment products is through
grants. Although a grant will always have deliverables attached, and
may have other terms, the grant maker will not take any equity in
your company. Organisations offering grants vary widely – including
tech platforms, NGOs and public funding from governments.

Name of Grant/fund

Description

Deadline if applicable

Epic MegaGrants

Epic Games has committed $100,000,000 to
provide financial grants to creative, noteworthy,
and innovative projects built in and around
Unreal Engine or projects that enhance the
open-source 3D graphics ecosystem.

Ongoing fund
(until it runs out!)

Grants range from $5,000 to $500,000, and
cover a variety of endeavours from game
development, architecture projects, and film
production to academic uses and software tool
development. No matter what size grant you
receive, you will continue to own your IP and will
be free to publish however you wish.
Dreams VR Developer
Fund

NDreams has $2M total available for
development funding. nDreams can also provide
studios with full publishing support, sharing
their market knowledge, data insights, first
party relationships and marketing and sales
experience. Led by Corless and Steve Tagger,
Business Development Director, nDreams
will be looking for VR games that embrace
the immersive, high-agency potential of the
medium.

Ongoing fund
(until it runs out!)

OKRE Fund

OKRE® is a new charity and global hub of
expertise bringing together the research sector,
entertainment industries and personal lived
experience. OKRE are currently interested
in projects that explore one or more of the
following areas:

Ongoing fund

- Mental health, infectious disease and/or
climate health
- International development and the
communities they seek to support
- Experiences of poverty, its causes and
solutions, especially as they apply to the UK
The OKRE Fund awards grants of £500 to
£25,000.
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Name of Grant/fund

Description

Deadline if applicable

The VeeR Immersive
Film Fund

VeeR are looking for immersive content with
engaging narrative and great entertainment
value. VeeR will fund each project up to $50K
with discretion for exceptional projects.
Preferred genres include:

April 30th 2022

- Children & Family
- Science & Nature
- Sci-Fi & Fantasy
- Horror & Thriller
- Animation
- Adventure
- Drama
- Performing Art
Vive X
Free support programme

HTC Vive’s mission is to help cultivate, foster and
grow the global VR ecosystem by supporting
start ups, providing them with education, access
to investment and mentorship.

Ongoing

MMM AR Accelerator
Grant/ funded
accelerator

Produced in partnership with Artizen, the
MMM AR Accelerator will select 5 projects
from leading AR studios and developers to
participate in a 6-month program to create
the next major hit for augmented reality. Each
project will receive $15K in development funding
as well as the opportunity to secure $100K
to $1M+ in greenlight funding from one of
the largest media companies in the world. All
genres and categories of AR apps, games, and
entertainment will be considered. We’re looking
for compelling spatial stories that can move
the hearts and minds of millions of viewers and
next generation interactive experiences that will
engage users of all ages in every corner of the
world.

Regular announcements
of funds

Screen Ireland’s
Animation Concept and
Creative Innovation
Development Fund.
www.screenireland.ie

The fund has been developed in partnership
with Animation Ireland. The €400,000 funding
was awarded in 2021, as part of a Support
Package for the Irish Animation Sector made
available by the Department of Tourism,
Culture, Arts, Gaeltacht, Sport and Media. The
funded proposals were classified as innovative,
immersive, high-concept development and
business growth opportunities with a maximum
of €50,000 allocated.

Check
www.screenireland.ie
for new projects in 2022.
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Name of Grant/fund

Description

Deadline if applicable

British Council International Collaboration
Grants

The British Council has launched International
Collaboration Grants, a £3.5m programme of
grants now available to support UK and overseas
organisations, including Ireland, to collaborate
internationally.

Check website for 2022
updates

The programme is designed to support artists
to make and develop creative artwork with
their international peers, and to encourage new
international partnerships and innovative ways
of collaborating. Small grants of £5-20k and
large grants of £20-75k are now available to UK
and organisations within Ireland.
Projects should address significant
contemporary themes, from climate change to
global challenges.

Expanding Horizon:
Creator Fund
Grant, competition and
funded accelerator

Facebook has announced a $10 million Creator
Fund to encourage more people to build
alongside Facebook as they continue rolling out
Horizon in beta. Over the next year, Facebook
will distribute these funds in a few different
ways:
Community Competitions: Later this year,
Facebook will launch a series of creator
competitions to reward people building the very
best worlds in Horizon. Facebook will offer up
to $10k in cash prizes for the first-, second- and
third-place winners.
Accelerator Program: The Creator Accelerator
Program is an application-based initiative
that is designed to give people from diverse
backgrounds an advanced crash course
in Horizon Worlds creation. The Creator
Accelerator Program gives people the
opportunity to attain the skills and knowledge
necessary to succeed in a professional
environment, including a session focusing on
building more inclusive worlds.
Funding For Developers: Developers, studios, or
creators can partner with Facebook for funded
opportunities to create experiences for Horizon,
their multiuser ‘hangouts’ and meeting space.
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At the time of writing,
Facebook had only just
announced this fund.
You’ll need to sign up
here to be notified when
Facebook release more
information on how to
apply
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